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Data-driven innovation capability of marketing for B2B firms: definition and construction process
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Big data knowledge-driven offerings are changing innovation practices for marketing organizations. Although B2C companies are coping with this digitalized-centered innovation reality, it remains a major concern for B2B industries, and, to date, little research studied digital marketing capabilities for innovation purpose. This study explores the concept of data-driven innovation capability within the marketing perspective. We conducted a systematic literature review of 40 scientific papers followed by qualitative research of 10 one-to-one interviews of C-level executives and managers. The analysis provides a first theoretical marketing anchoring definition of data-driven innovation capability and highlights a three-step construction process capability, market-oriented and fueled by dynamic process re-engineering.

Introduction

Big data (BD) is the new R&D for the 21st century economies (OECD, 2015) and impacts every B2B sector. In 2022, 88% of the companies dedicated two thirds of their digital marketing activity expenditures in BD-derived technological tools, such as marketing analytics (The CMO Survey, 2022) to deploy digital marketing capabilities; i.e. a firm's ability to use digital technology-enabled processes to interact with customers and partners in a targeted, measurable, and integrated way to create new forms of value without regard for distance or time [START_REF] Kannan | Digital marketing: A framework, review and research agenda[END_REF][START_REF] Mcintyre | The annual CMO spend survey 2019-2020[END_REF][START_REF] Sridhar | New vistas for marketing strategy: Digital, data-rich, and developing market (D3) environments[END_REF]. It results in a data-driven innovation (DDI) prioritization that allows companies to extract meaningful value from data to generate innovative results (Sultana et al., 2022a[START_REF] Sultana | Theorising Data-Driven Innovation Capabilities to Survive and Thrive in the Digital Economy[END_REF]. Nevertheless, despite both academics [START_REF] Du | Capturing marketing information to fuel growth[END_REF][START_REF] Herhausen | The digital marketing capabilities gap[END_REF][START_REF] Mikalef | Big data analytics capabilities: A systematic literature review and research agenda[END_REF][START_REF] Moorman | Organizing for Marketing Excellence[END_REF] and practitioners [START_REF] Galante | Building capabilities in digital marketing and sales: Imperatives for consumer companies[END_REF][START_REF] Wild | Commentary: Beyond data: The mindsets and disciplines needed to fuel growth[END_REF] asking scholars to scrutinize the components of these BDoriented capabilities, little attention has been paid on the topic, particularly for innovation purpose. We identified two gaps that guided us in exploring data-driven innovation capability of marketing (DDIC). First, the marketing perspective about DDIC is missing in the literature, DDIC being mainly treated from the company macro-level perspective (Sultana et al., 2022a[START_REF] Sultana | Theorising Data-Driven Innovation Capabilities to Survive and Thrive in the Digital Economy[END_REF]. Other studies considered BD analytics capability resource as firm constitutive element of DDIC [START_REF] Mikalef | Big data analytics capabilities and innovation: The mediating role of dynamic capabilities and moderating effect of the environment[END_REF][START_REF] Mikalef | Examining the interplay between big data analytics and contextual factors in driving process innovation capabilities[END_REF] and so far, the marketing components are not analyzed in its composition. Second, the construction process within the marketing organizations is not described; papers are focused on the DDIC's innovation outputs components [START_REF] Lehrer | How Big Data Analytics Enables Service Innovation: Materiality, Affordance, and the Individualization of Service[END_REF][START_REF] Papa | The open innovation journey along heterogeneous modes of knowledge-intensive marketing collaborations: A crosssectional study of innovative firms in Europe[END_REF][START_REF] Xie | Value co-creation between firms and customers: The role of big data-based cooperative assets[END_REF], inspecting DDIC's marketing effects, such as data product performance (Sultana et al., 2022a[START_REF] Sultana | Theorising Data-Driven Innovation Capabilities to Survive and Thrive in the Digital Economy[END_REF]. A consensus for approaching the notion through the marketing research prism is lacking. We addressed these gaps by, first, conducting a systematic literature review to clarify the concept and contours of DDIC of marketing. Second, we tested our theoretical construct by undertaking a qualitative research of by 10 one-to-one interviews, to explore the constitutive elements of DDIC of marketing and their relationships.

Systematic literature review: methodology settings and findings

A systematic literature review is 'a process for accumulating knowledge relevant to a given topic, question, or issue and for showing relationships among the pieces of knowledge and the question or issue'' (Ward & Reed, 1983, p.11). By means of this method, we gathered statefor-the-art evidence by connecting knowledge on BD, marketing capabilities and innovation to define the emerging phenomenon of DDIC of marketing and advance on the necessity for BtoB marketing to generate scientific knowledge, by compiling interdisciplinary knowledge to answer real managerial problems. Systematic reviews process is more transparent, scientific and replicable compared to the traditional narrative reviews [START_REF] Pare | Contextualizing the twin concepts of systematicity and transparency in information systems literature reviews[END_REF] and was therefore considered as appropriate to create an anchoring theoretical point for the marketing academic community by aggregating and synthesizing information on DDIC of marketing.

Planning the review. We selected the three-stage methodology of [START_REF] Tranfield | Towards a methodology for developing evidence-informed management knowledge by means of systematic review[END_REF] for planning, conducting and reporting a review, widely adopted for systematic reviews in management science [START_REF] Rojon | Utilization and development of systematic reviews in management research: What do we know and where do we go from here[END_REF]. We used the mostly employed a priori PRISMA protocol for planning our review, with a set of clearly stated objectives, based on a list of checkpoints detailing the rationale, methodological and analytical a priori approach [START_REF] Moher | Preferred reporting items for systematic review and meta-analysis protocols (PRISMA-P) 2015 statement[END_REF], to address the following research questions : RQ1: What is the contextual role of BD technologies in building DDIC of marketing? RQ2: What are the resources, capabilities and underlying processes required to build DDIC of marketing? RQ3: Is there evidence of complementarity between DDIC of marketing and company resources? RQ4: To what type of innovation output does DDIC of marketing contribute?

Conducting the review. At stage two, we conducted the review and identified 40 exploitable papers, summarized in Figure 1.

Reporting and dissemination.

Descriptive findings. Two thirds of the papers dated from 2019 to 2022 and are of European concern. A strong focus on the complementarity between marketing and information systems domains was identified, with 72.5% of the papers (n = 29) addressing this issue. Most of the identified papers are empirical (n = 34), including 23 that are quantitative, mainly addressing how to use data to innovate, highlighting qualitative studies on the subject are still in their infancy for explaining empirical findings. Lastly, the subject was treated supported by organizational theories, specifically resource-based theory (RBT) [START_REF] Barney | Firm resources and sustained competitive advantage[END_REF] and dynamic capabilities theory (DC) [START_REF] Teece | Dynamic capabilities and strategic management[END_REF], often mentioned in combination, as well as market orientation theory (MO) [START_REF] Jaworski | Market Orientation: Antecedents and Consequences[END_REF]) (Figure 2). Analytical findings. We chose the explanation narrative synthesis method of [START_REF] Rousseau | 11 Evidence in management and organizational science: Assembling the field's full weight of scientific knowledge through syntheses[END_REF] to report our findings, that is aimed at building and advancing theory by formalising knowledge, i.e. knowledge on marketing capabilities issued from BD and innovation topics. We articulated our thematic findings drawing on the formative framework for narrative synthesis of [START_REF] Denyer | Developing design propositions through research synthesis[END_REF], called 'CIMO-logic'; i.e. a given 'Context', a deep understanding of 'Interventions', specified generative 'Mechanisms' and intended 'Outcomes' production, commonly used to structure the propositions from systematic review findings [START_REF] Rojon | Utilization and development of systematic reviews in management research: What do we know and where do we go from here[END_REF]. We investigated how, in the specific context of BD technologies (C), marketing department interventions (I) can deploy DDIC solutions to activate a company's intangible resources mechanisms (M) to create customer-centric innovation outcomes (O). The explanatory synthesis [START_REF] Rousseau | 11 Evidence in management and organizational science: Assembling the field's full weight of scientific knowledge through syntheses[END_REF] revealed four major themes that define DDIC of marketing: (1) the contextual role of BD in the development of this capability, (2) the resources, skills and processes needed to build it, (3) its complementarity with companies' intangible resources and (4) its consequences on customer-centric innovation. The analysis disclosed the second theme -resources, skills and processes of DDIC of marketing -as a central element of the explanation review, connected with the other three. Moreover, it emphasized a construction for DDIC of marketing based on a three-stage process: (1) generation of an 'outside-in' information ecosystem, (2) dissemination of data-driven insights and (3) responsiveness to market.

We culminated by offering the following definition for DDIC of marketing: 'DDIC of marketing is a dynamic capability, forming part of digital marketing capabilities, that generates an 'outside-in' information ecosystem, disseminates the extracted data-driven insights and responds to the market accordingly by creating customer-centric innovation' [START_REF] Authors | Data-driven innovation capability of marketing: A systematic review and research agenda[END_REF] We continued our investigation by testing the central element of the systematic literature review empirically, i.e. resources, skills and processes of DDIC of marketing.

Exploratory qualitative research: methodology settings and findings

We opted for an exploratory qualitative research and conducted ten semi-directed interviews to conceptualize DDIC of marketing and examine its constitutive elements. We defined our sample according to similar characteristics to represent our population and to increase the reliability and replicability of our research [START_REF] Gephart | Qualitative research and the Academy of Management Journal[END_REF]. The chosen unit of analysis was B2B companies that settled innovative projects thanks to BD information exploited by marketing departments, regardless of their size, sector and type of offer (product or service), to avoid any discriminatory nature and advance towards transferability of our results. The selected observation unit was mainly anchored in marketing department to be in accordance with our research question problem settlement, and was also enlarged, for a few cases, to neighboring departments, to strengthen the internal validity of our work. We interviewed director or manager (from top to middle management) from the following areas: marketing, sales, data analytics and general management, using snowball technique and iterative method [START_REF] Arsel | Asking questions with reflexive focus: A tutorial on designing and conducting interviews[END_REF] till reaching saturation principle [START_REF] Charmaz | Constructing Grounded Theory: A Practical Guide through Qualitative Analysis[END_REF] (Appendix 1). Interviews lasted between 35 to 90 minutes, via video conference, supported by a guide structured around the following topics: (1) context and objectives behind which marketing department is using data for its innovation activities; (2) resources and necessary to build DDIC of marketing;

(3) obstacles to build DDIC of marketing; (4) renewal or reconfigurations of the marketing organization procedures or mindset to build DDIC of marketing. Interviews were broken down into 4 major parts: introduction, centering, deepening and opening-conclusion of the subject [START_REF] Grawitz | Méthodes des sciences sociales-Madeleine[END_REF], then recorded and transcribed (260 pages and 112915 words). Using NVivo software, we operated a thematic analysis, mostly employed in management and organization studies [START_REF] Dougherty | The Effects of Organizational Downsizing on Product Innovation[END_REF], observing Miles and Huberman coding's approach (1994) and applying comparison, abstraction and dimensionalization methods (Appendix 2). We finally integrated our findings into a process-oriented framework [START_REF] Meyer | The visual dimension in organizing, organization, and organization research: Core ideas, current developments, and promising avenues[END_REF], illustrated by corpus verbatim reporting. Our content analysis identified four aggregated dimensions of components of DDIC of marketing: generation of an 'outside-in' information ecosystem, dissemination of data-driven insights, responsiveness to market and process reengineering, inside which we inventoried the respective second order themes, i.e., resources, capabilities and processes. (Figure 3)

Existing resources and capabilities suggested by former research New resources and capabilities identified by the qualitative study

We selected the most relevant results extracted from each of the four blocks that we illustrated by verbatims.

Generation of an « outside-in » information ecosystem (1)

. Almost all our respondents considered the three capabilities: market sensing, engaging with customers and linking with partners as the most important to generate an 'outside-in' information ecosystem. There are two different approaches depending on industrial sectors. Some marketing departments are 'outside-in' oriented by essence because this mindset is at the heart of their DNA and their activity's sector, like cosmetics: "so at x, which is its strength at the beginning, it's first ... a customer centric mindset, that means that it's already in the DNA to listen to the customers. But when I say listening, I mean that it was very simple, but it was reports that came in every week that our founder originally read" (5, France marketing director). Another view is related to significant market evolution, which forced marketing departments to understand innovation beyond purely technical and research and development (R&D) prerogatives and to focus on real customers' needs, like the semi-conductors industry: "there was another family (of products) that was developed in parallel, that took seven years to develop…And when we came on the market, people said…but that's not what we need. What I would like is to have such... version with such and such a feature…" (10, Head of product marketing).

Dissemination of data-driven insights (2).

The resources and capabilities included are of special attention according to respondents and stand for the most important total occurrence frequency: structuring and organizing knowledge, analytical human skills, exploration/exploitation orientation, test and learn pilot teams and BD analytics capability. Moreover, there is a high need for human intervention at this stage, illustrated by verbs like "identify", "combine", "orchestrate", "select", "prioritize", "translate" that demonstrate how marketers interpret data analytics into relevant insights for exploiting innovation inputs immediately or exploring original innovation inputs.

Responsiveness to market (3).

We identified four resources: customer agility, managerial skills, cross-functional teams and technology pull orientation. To take benefits from these extracted data-driven insights, marketers need to develop customer agility. Two facets are observed for this capability. First, B2B markets are accelerating faster, requiring a need to adapt the innovation activities rapidly to sense and seize business opportunities. Second, agility helps to adopt new industries business model, like in the automotive field, shifting from a B2B to a B2B2C approach, resulting in marketing offering a global solution to the end customer and not just a single product to the B2B intermediary: "Today..., a car...it's a computer on four wheels. As the market has really changed..., we have really, had to hire people who understand the system, that is to say that we have…really had to transform ourselves in order to move from a product approach to a system approach, and to really understand the needs of the end customer, and that has been a real transformation" (8, Senior director product marketing).

Process re-engineering. This part focused on the continual renewal of the marketing organization to implement and use DDIC of marketing. Four dimensions were underlined: data access facilitation capability, adapting digital tools and methods, recruiting new data-driven marketing profiles and customer-centric culture. The latter is permanently disseminated throughout marketing organization to perform the above-mentioned technology pull orientation innovation. This is a new paradigm brought about using DDIC in the B2B environment, accustomed to being product-engineered centric and technology push: "That's the core value, it's been the customer centric… and…we've made upgrades…changes, to products, especially in terms of software, because obviously, the instruments, they work with software, that wasn't necessary for us but that made life easier for customers. We would never have done it before" (2, Senior Director, International Marketing).

Discussion, implications and research limitations

This work introduces the first exploration of data-driven innovation capability from a B2B marketing organisational perspective.

Our contribution is threefold. First, we confirmed a capability that is market-oriented, based on a three-step process of construction, echoing to the MO theory of [START_REF] Jaworski | Market Orientation: Antecedents and Consequences[END_REF] that (1) generates market intelligence base, (2) disseminates the information and (3) responds to the market identified needs by developing new offers. Specifically, we explained the building stages 'generation of an outside-in information ecosystem' and 'dissemination of data-driven insights' as catalyzers of market-based resources, in line with the outside-in view of [START_REF] Day | An outside-in approach to resource-based theories[END_REF] who suggests sensing the market, engaging with customers and linking with partners as core competences to develop market-based knowledge capability for marketing departments.

Secondly, based on Homburg's definition (2022), we contributed to identify data-driven innovation capability as being part of digital marketing capabilities. We detailed a construction process to set up DDI, enriching the existing literature on organisational marketing science.

Lastly, the fourth building block 'processes re-engineering', whose resources and capabilities are embedded at every step of the construction process, demonstrated a dynamic view for DDIC of marketing. This dimension corroborates the dynamic capabilities theory rationale (DC) [START_REF] Teece | Dynamic capabilities and strategic management[END_REF], reflecting a continuous focus on integrating, reconfiguring, gaining and releasing resources to benefit from BD technologies and to innovate [START_REF] Eisenhardt | Dynamic capabilities: What are they?[END_REF][START_REF] Teece | Dynamic capabilities and strategic management[END_REF]. By assessing the underlying routines included in DDIC of marketing construction, we advanced research on examining how to build dynamic marketing capabilities [START_REF] Barrales-Molina | Dynamic Marketing Capabilities: Toward an Integrative Framework[END_REF][START_REF] Mikalef | Big data analytics capabilities and innovation: The mediating role of dynamic capabilities and moderating effect of the environment[END_REF][START_REF] Quach | Toward a theory of outside-in marketing: Past, present, and future[END_REF] for specified innovative purposes.

In terms of managerial implications, our resources inventory can guide marketing decisionmakers in their DDIC investment roadmap. Our respondents mentioned some internal drivers that may conduce to build DDIC of marketing faster, like turnover issues or the necessity to increase customer segmentation granularity with more data-practices use. External environment, like aggressive competition or high level of industry digitalization, can press marketers to engage more rapidly in DDIC establishment. These levers provide a better understanding of DDIC of marketing maturity level and, thus, the managerial decision to quickly move towards it.

Finally, this research has limitations. Further research could deepen the understanding of DDIC of marketing construction by questioning its antecedents, consequences and possible moderators. Lastly, we recommend a quantitative survey on a larger sample to scrutinize the respective weight of every resource or capability embedded in DDIC of marketing. This may lead towards a scale measure, helpful for marketing managers to evaluate their advancement level of DDIC of marketing building.
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