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Abstract 

 

The global digital transformation and economic instability bring urgent needs for Chinese tech 

companies, like those of China’s Guangdong province, leading industrial cluster companies’ 

need to view their organization’s performance differently. I used Guangdong's technology 

sector as a place for this study and figured out how those three big parts - customer-obsessed 

things, business information, and making plans work together when making something that 

improves performance. Research takes customer orientation, customer awareness, and service 

value growth as elements of customer-centric initiatives, management support, goal alignment, 

and quality control as elements of business intelligence, strategic consensus, strategy 

implementation capacity, and implementation efficiency as elements of strategic integration. It 

is also part of the preparation of a performance improvement framework for technology 

enterprises in Guangdong Province. I carried out my study by means of descriptive research, 

collecting information with a questionnaire from 400 workers who are employed by 

Guangdong-based tech firms of various sizes. Use SPSS 28 to analyze the survey results, thus 

understand clearly the relationship of customer-centric initiatives, business intelligence, and 

strategic integration, and provide me with a theoretical basis for the performance improvement 

framework. From the result, we can know that customers recognized the success of Customer 

Centric Initiatives’ customer orientation, customer awareness, and service value growth; the 

success of Business Intelligence’s management support, goal alignment, and quality control; 

and the success of Strategic Integration’s strategic consensus, strategy implementation capacity, 

and implementation efficacy. There were quite a bit of positive links amongst all of these. This 

can offer practical performance-enhancing courses to tech companies and some theoretical 

support to performance improvement and company change within China’s tech firms. 

 

Keywords: customer-centric initiatives, business intelligence, strategic integration, 

performance improvement framework, technology industry 

  



 

Liu, H. 

80  Consortia Academia Publishing (A partner of CollabWritive Publishing House) 

 

Customer centric initiatives, business intelligence, and strategic integration: Basis for a 

performance improvement framework 

 

1. Introduction 

Modern businesses are constantly being made by the constant chaos of technology and economic 

unpredictability. Firms, in order to navigate through this treacherous landscape, must break free from the old, 

outdated ways and adopt new, strategic, and more tightly wound around changes in the market and customer 

advancements. This kind of change is especially notable inside China’s tech industry, where ecosystems like 

Guangdong’s industrial clusters have become incubators for novel ideas about simultaneously being both a success 

and an adaptable company. Traditional management thinking, such as focusing only on economies of scale or 

maximizing shareholder value, no longer suffices in today’s complex environment. Global competition, rapidly 

changing customer demands, and new technologies like AI that process vast amounts of data have all transformed 

the landscape. Companies must prioritize customer-centric strategies, treat data as a vital asset, and ensure their 

operations align with strategic goals. 

How do customer focus, data-driven financial decisions, and alignment between actions and strategy help 

companies change effectively? Customer-centric initiatives show that there is a shift in the organization's ethos 

from placing the customer at the center of value creation. It includes: Customer Orientation - Making corporate 

goals match customer needs. Customer Awareness- understanding customer wants and behaviors well. Service 

Value Growth - making customers more committed and giving them higher long-term value by constantly 

improving service. BI is now the tech and analysis backbone of today’s data-driven firms. It requires managers to 

support it by choosing things based on proof, agreeing with what business intelligence shows and the company’s 

goals, being careful when looking at how good the analysis is, so the results are right, and we can believe them.  

Strategic Integration is the main process by which strategy is translated into coordinated action. It has to form 

a company-wide strategic agreement, generate robust strategy implementation strength, and sustain high strategic 

execution strength so as to preserve the firm’s nimbleness and responsiveness. They get their own academic 

treatment, but again, they go together, so it’s just like a big hole in the middle. Theory and practice mainly focused 

on the individual contribution of performance rather than the cumulative benefit of integration. Strategic Ambition 

is too detached from Customer Intelligence and Operational Execution for organizations to become truly 

comprehensive. In order to close this gap in the scholarly literature, this study takes a look at technology firms that 

are based in Guangdong, China. Using a descriptive-correlational research design and gathering responses from 

400 workers, we carried out an empirical analysis on the relation among customer-centricity initiatives, business 

intelligence, and strategic integration. It’s not just whether each thing matters, but we’re finding it’s much more 

than that. Turns out there are some cool connections between these constructs - Statistically, there is positive 

intercorrelation among them, so it appears that they work well together to help the organization do better. 

My own major contribution is a Performance Improvement Framework, which pulls all the empirical results 

to form a practical model showing step by step how an organization can have its path to sustainable development 

through organic integration of customer focus, intelligence-usage of data, and strategy. In theory, it brings together 

what customers think, what information systems think, and what strategic management experts think on various 

topics etc., all these put together in one idea. Putting it into practice gives tech sector leaders and others a roadmap 

for how to make their companies stronger and build something long-lasting in an increasingly digital and customer-

focused world. 

Objectives of the Study - Customer-centric projects, Business Intelligence, and Strategic Integration inside 

tech-based organizations. It was turned into the foundation of a performance enhancement framework for tech 

firms in Guangdong Province, China and it tried to do this specifically by: Evaluating customer-centric programs 
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regarding customer focus, customer awareness, and service value improvement; Examining business intelligence 

from the perspective of management support, goal alignment, and quality control; Checking out strategic 

integration through strategic accord, strategy carrying out ability, and strategic implementation power; Testing if 

there are important links between customer-centered actions, strategic joining up, and business smartness; To build 

a base for making performance optimization systems better for parts of companies that use technology. 

2. Methods 

Research Design - A descriptive research design was adopted by the study so as to give an adequate and 

accurate interpretation of the results. Customer-Centric Initiatives, Business Intelligence, and Strategic Integration 

all improved organizational performance together. And they especially use a descriptive correlational way to show 

how they connect with each other. A non-experimental approach that can be used when it is impossible to 

manipulate the variables of interest, it is frequently used in psychology, education, organizational behavior, and 

health sciences (Chong et al., 2020).Descriptive Analysis looked at three main things: Customer-Centered 

Initiatives, Business Intelligence, and Strategic Integration. The correlational approach examined relations among 

several variables within one subject group; it captured present states and explored complicated interactions via 

multivariate means (Nnenna Ijeoma Okeke et al., 2024). This study explores: How they’re currently used, how 

they relate to each other, and how they work together to improve performance. A questionnaire based on structure 

has been carried out regarding the customer-oriented approach, Strategic objective integration, and Business 

intelligence capabilities. It was carried out in different stages, which made it possible to carefully choose 

participants, create surveys well, and get useful results from analyzing them (Davies et al., 2023,2004). 

Participants of the Study - The study interviewed a total of 400 employees across different technology 

corporations that were based in the tech cities - Shenzhen, Guangzhou, Dongguan, & Foshan – situated in the 

province of Guangdong within China. A questionnaire survey was conducted with stratified random sampling. The 

last sample size was decided through a reliability test to ensure the alpha error is 5% and the confidence level is 

95% to ensure that the quality of the collected data is good data quality and represents the population well 

(Anderson & Kelley, 2024). There are six large technology enterprises with more than 1,000 employees. These six 

companies are Huawei Technologies Co., Ltd., BYD Company Limited. Luxshare Precision Industry Co., Ltd., 

OPPO Guangdong Mobile Communications Co., Ltd., Honor Terminal Co., Ltd., and Foxconn Technology Group. 

Not only were researchers based in Guangdong province, but they have also had access, but there were also some 

reasons about supply chain systems. These companies were looking at important tech sectors like comm equipment, 

chips, smart phones, IoT, cloud services, NEVs, batteries, electronics, precision parts, and system assembly. They 

were full of good industry representativeness and showed some key features, with different tech fields complete 

industrial chains, distinct industrial cluster benefits, strong innovation capability, fast growth speed, good benefits 

performance, high risk tolerance, etc. This is a sample filled with high-tech businesses that have strong 

representativeness among tech companies and offer concrete cases for the study. And also, being big tech 

businesses, when they made public statements and had a lot of ways to get info, they made sure the research 

numbers were all whole and right, so other people could use them to look into customer-focused projects, business 

smarts, and joining performance boost plans in tech companies. The human resources structures in Guangdong’s 

tech firms were “high education, high speciality, young”; this structure led to advantages for tech creation, business 

smarts, strategy fitting in with things, customer-focused Initiatives, service experiences, which made it clear how 

good a company was at improving its results. 

Data Gathering Instrument - This study employed a questionnaire survey method. After extensive review of 

relevant literature, the researcher designed a targeted questionnaire to achieve the research objective: "Customer-

Centric Initiatives, Strategic Integration, and Business Intelligence Applications: Foundations for a Performance 

Enhancement Framework." The questionnaire was administered through on-site distribution and online copies via 

Wenjuanxing, providing respondents with multiple-choice options. Aligned with the study's objectives, predictive 

analysis was conducted on employees of Chinese technology companies. During the questionnaire development 

phase, project design was informed by literature review and expert interviews, drawing references from Nuel et al. 
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(2020), Asante et al. (2022), Awadhi et al. (2021), Sklyar et al. (2019), Ahmadi & Zare (2021), Chaudhry & 

Dhingra (2021), Hmoud et al. (2023), Upadhyay & Kumar (2020), Knezevic Cvelbar et al. (2024), Manninen & 

Huiskonen (2022), Jarzabkowski & Laamanen (2020), and Kitsios et al. (2020). The study conducted sample 

validity testing on the questionnaire to determine the scale's reliability, stability, and consistency. Cronbach's Alpha 

coefficient was used as the reliability metric, with SPSS 28 employed to perform reliability testing on 50 samples. 

Table 1 

The Reliability Test for Three Variables 

Variables No. of Items α value Interpretation 

Customer Centric Initiatives 

Customer orientation 6 0.920  Excellent 

Customer awareness 6 0.893 Good 

Service value growth 6 0.888 Good 

Overall 18 0.815 Good 

Business Intelligence 

Management Support 6 0.939 Excellent 

Goal Alignment 6 0.825 Good 

Quality Control 6 0.912 Excellent 

Overall 18 0.834 Good 

Strategic Integration 

Strategy Consensus 6 0.852 Good 

Strategy Implementation Capacity 6 0.842 Good 

Strategic Implementation Power 6 0.888 Good 

Overall 18 0.819 Good 

Legend > 0.9 =Excellent; >0.8=Good:>0.7=Acceptable;>0.6=Questionable;>0.5=Poor;<0.5=Unacceptable 

 

According to Table 1, the reliability test results for customer-centric initiatives, business intelligence, and 

strategic integration-related variables indicated that the Cronbach's alpha coefficients for all dimensions exceeded 

0.8. The item reliability for measuring these variables was high, with some items achieving excellent reliability 

levels. All variables demonstrated strong internal consistency. This confirmed that the questionnaire effectively 

captured key elements of Customer Centric Initiatives, business intelligence, and strategic integration within 

organizations. 

Data Gathering Procedure - Regarding data acquisition, this questionnaire was primarily completed online 

via the WenshuXing survey platform. Data collection relied on https://www.wjx.cn/app/themehtml/wjxai.aspx, 

China's earliest and currently largest online survey platform. It featured the most comprehensive range of question 

types, robust logic, an extensive sample database, rich statistical modules, and strict compliance. During this data 

collection process, we not only efficiently gathered data but also ensured its accuracy and relevance. With the 

assistance of partner organizations and human resources departments, the questionnaire was forwarded to target 

enterprises within their respective institutions. Key respondents were tracked and recorded in batches, establishing 

a scientific data collection and analysis process. 

The foundational dataset for this study was collected over three months. The maximum target for questionnaire 

collection was set at 400 responses. Upon reaching this threshold, the system automatically ceased data collection, 

achieving a 100% completion rate. The questionnaire addressed topics including Customer Centric Initiatives, 

Business Intelligence, and Strategic Integration within technology enterprises. It was strategically distributed to 

employees, frontline managers, middle managers, and senior executives. Leveraging corporate networks and 

online survey platforms, the research team obtained a high-quality dataset from the target respondents. 

Subsequently, the collected data were imported into SPSS 28.0 software for statistical analysis. Methods including 

frequency statistics, percentages, ranking, and weighted averages were employed to interpret, analyze, and 

compare participants' survey responses, ensuring precise achievement of the research objectives. 

Data Analysis - All analyses were performed using SPSS version 28, and weighted mean and rank were used 

to assess customer-centric initiative in terms of customer orientation, customer awareness, and service value 

growth; to evaluate the effectiveness of business intelligence in terms of management support, goal alignment, and 

quality control; and to describe strategic integration in terms of strategic consensus, strategy implementation 
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capability, and resource allocation. The result of the Shapiro-Wilk Test showed that p-values of all variables were 

less than 0.05, which meant that the data set was not normally distributed. Therefore, Spearman's rho was used as 

part of the non-parametric tests to determine the significant relationship. 

Ethical Considerations -Ethical approval for the research was granted by the Research Center of the 

University of the Philippines Lyceum, thereby affirming our strict compliance with ethical guidelines throughout 

the study. The study adhered rigorously to ethical principles to maintain its integrity and quality. Ethical 

considerations were paramount throughout the study's design phases. All participants took part in the study 

voluntarily, having given their informed consent, which assured their complete understanding of the study's 

objective, procedures, and their entitlement to withdraw at any point. The research design and execution adhered 

strictly to ethical principles, which prioritized the protection of participants' rights, the preservation of data 

confidentiality, and the guarantee of scientific integrity. These foundational measures were indispensable for 

carrying out responsible and trustworthy investigations. 

3. Results and discussion 

Table 2 

Summary Table of Customer-centric Initiative  

Indicators WM VI Rank 

Customer Orientation 3.16 Agree 1.5 

Customer Awareness  3.09 Agree 3 

Service Value Growth 3.16 Agree 1.5 

Over-all Mean 3.14 Agree   

Legend: 3.50-4.00-Strongly Agree;2.50-3.49-Agree;1.50-2.49-Disagree; 1.00-1.49-Strongly Disagree 

 

Table 2 shows my evaluation of customer-centric programs from three perspectives: Customer Awareness, 

Service Value Growth, and Customer Orientation. It gave us an idea of how our customer-focused plan was doing. 

Customer Orientation’s composite average is 3.16; it belongs to the "agree" category, and it takes a leading position 

among the three categories. Leading performance on “customer orientation” means “the organization has fairly 

good agreement on how to balance the long-term interests of a customer, a worker, and an owner.” Development 

like this relies on different parties sharing values, which means that a company won’t be entirely dependent on it 

and that some institutions will help when building an edge for the long term (Li et al., 2023). Also, this part did 

get better when the company could think about what customers wanted to do in their business activities, to make 

sure that their short-term job goals were in line with making long-term value happen by having easy choices that 

followed some rules. 

In the same way, the composite average for Service Value Growth was 3.16, which is “agree” and is at par 

with the highest. The highest score in the “service value growth” dimension showed that the company achieved 

remarkable success in service renewal and adding value. Establishing mechanisms for promptly responding to 

service shortfalls and constantly striving for value creation through innovation, the firm had managed to shorten 

service optimization cycles and improve its market competitiveness (Chen et al., 2023) In this area there was a 

good result which meant that there was a developed service value management system in place so the business 

could keep improving their service efficiency and return on investment by making processes better and using new 

technology. 

On the contrary, the “Customer Awareness” dimension has a composite mean of 3.09. It’s still in the “Agree” 

area, but it was third out of these three dimensions. So this means that although the company did have some basic 

ways of watching markets and knowing what customers thought, trying to make their spot in the market better by 

using computers that could tell how people felt about things, there were still parts that needed work when it came 

to figuring out what customers wanted and doing something about it quickly. Especially when it came to turning 

market insights into actual strategies, a complete closed-loop management system had yet to take shape. Going 

forward, it would be necessary to reinforce the integration and analysis of client data as well as to improve the 

transition between insights and actions so as to enhance the overall execution efficiency of customer-centric 
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approaches. 

The overall composite score of all these activities was 3.14, which falls under the “Agree” category, so it 

shows that it’s more or less a good result. It showed that the organization got mostly good comments about how 

well they used their customer-first plan, but there was still some space to do better with knowing customers 

(Stefanou et al., 2024). Customer-centric initiatives were making positive headway as a main driver for 

performance improvement. In the future, it will pay attention to some important aspects such as digital 

management, service innovation, improving and optimizing post-sales services, and strengthening customer 

loyalty to continue developing (Yang et al., 2023). 

Table 3 

Summary Table of Effectiveness of Business Intelligence 

Indicators WM VI Rank 

Management Support 3.18 Agree 1 

Goal Alignment 3.07 Agree 2 

Quality Control 3.06 Agree 3 

Over-all Mean 3.10 Agree   

Legend: 3.50-4.00-Strongly Agree;2.50-3.49-Agree;1.50-2.49-Disagree; 1.00-1.49-Strongly Disagree 

 

Table 3 gives a summary of business intelligence (BI), analyzing it from 3 perspectives: management support, 

goal alignment, and quality control. These were important foundations for a full assessment of BI. The total 

composite average score for BI was 3.10, which falls under the category of “Agree”; thus, it can be said that BI 

had mostly received positive feedback. In contrast with customer-centric initiatives that have different scores on 

their 3 dimensions, BI’s 3 dimensions composite average is closer. There were some differences between the 

metrics in each dimension, but it seemed that BI did well overall, and there was still plenty of room for 

improvement in every area. For “Goal Alignment”, the composite average was 3.07, which falls under the category 

of “Agree” and ranks second. It showed positive feedback on the organization’s positive attitude towards BI 

deployment; BI supporting and reinforcing the company’s core values and strategy; internal and external parties 

collaborating well to encourage BI adoption; structured training programs implemented so that BI usage matches 

up with what the organization aims for; custom BI solutions provided to fit changing organizational needs (García, 

2023) But still, there were big chances to get better when it came to seeing things and being part of plans. 

To the contrary, “Quality Control” with a composite score of 3.06 in the “Agree” category, but still ranks the 

lowest among the three dimensions. It stated that the company is still having some difficulty in regards to 

developing data governance systems and to make sure that all its processes are standardized, especially when it 

comes to ensuring that its information is of good quality throughout (Schlemitz & Mezhuyev, 2024). Specifically, 

areas such as the enforcement of data collection standards, timely updates of data cleansing rules, and cross-system 

data consistency validation required further strengthening. These quality controls may have altered how much BI 

relied on the correct number decision and how accurate of number decisions it could have been. From now on, we 

will construct a whole-process management system for data quality from source to application, set up a data quality 

index system, and improve anomaly warning procedures to continuously enhance the credibility and practicality 

of BI systems. To sum up, BI was a key part of performance improvement, and it worked. In terms of future work, 

we hope that there will continue to be improvements in areas such as closer alignment between BI and 

organizational goals, better BI data quality, and process improvement, so as to improve the overall effectiveness 

of BI applications and enhance overall performance (Saini et al., 2022). 

Table 4 

Summary Table of Strategic Integration  

Indicators WM VI Rank 

Strategic Consensus 3.11 Agree 2 

Strategy Implementation Capability 3.22 Agree 1 

Strategic Implementation Power 3.09 Agree 3 

Over-all Mean 3.14 Agree   

Legend: 3.50-4.00-Strongly Agree;2.50-3.49-Agree;1.50-2.49-Disagree; 1.00-1.49-Strongly Disagree 
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Table 4 total composite average score for strategic integration was 3.14, which gave a summary of strategic 

integration after analyzing from 3 perspectives: Strategy implementation capability, Strategic consensus, and 

Strategic implementation power. These three aspects were important references when judging whether there was 

strategic integration. As regards the overall evaluation of the integration of strategy, the Strategic Execution 

Capability dimension had the highest composite mean score, which amounted to 3.22, and it was considered as 

‘Agree’. This was fine because it indicated that the company had devised a decent approach for getting things done 

with its plans, was better at chopping up its intentions and doing them in pieces, and collaborating with different 

groups. In the particular case, an organization has not merely created effective conduits to transfer its overall 

strategic intentions down to tasks for each part within the department. The organization did manage to guarantee 

the conversion of its strategic intent into tangible and quantifiable action plans by using scientific indicators and 

systematic management. Most striking of all was that there was such an obvious boost to the execution capability 

when it came to the accuracy of allocating resources, as well as the company’s ability to dynamically control the 

strategic implementation process to continue its execution of strategic implementation in an environment full of 

complexities. 

For the “Strategic Consensus” dimension, its average score was 3.11, agreeing and taking second place. 

Members of the organization have the same idea about strategic integration; it is important for fulfilling strategic 

goals. It works well with communicating strategies because people who need to go do things for the strategy might 

be motivated to try for that goal (Santos et al., 2024). At the same time, it is also conducive to involving and 

activating members, increasing strategic value.  

On the other side, Strategic Implementation Power had a composite mean of 3.09. Still under the “agree” 

category, but it was low among them. It was saying that the group was still really hard-pressed to take what they 

were planning to do and make it into a thing that was still moving forward with the whole bunch of them. There 

were also some flaws in place, no connection between strategic objectives and daily operations; slow pace of 

corporate restructuring compared to strategic needs; poor system for correcting strategic errors (Zhang et al., 2023). 

If there was a lack of some implementation momentum, it might affect whether the strategic implementation could 

last and cause the strategic result to fade when passed on. Future improvement is to build more stronger strategic 

execution framework with a more effective tracking system and make the company’s cooperation better, so that 

strategic execution can obtain more long-term institutional support. Briefly, Strategic Integration was a part of the 

performance improvement, which brought to better strategic agreement, improved implementation skills, and 

better execution power. But there was still a lot of room for improvement as far as institutional building, making 

strategies come alive, and making sure all those ideas fit together nicely. A company can always continue 

improving it, making sure the strategic plan goes through without any difficulties, thereby helping managers do 

their job more easily, and making them the leaders. 

Table 5 

Relationship Between Customer-centric Initiative and Business Intelligence 

Variables rho p-value Interpretation 

Customer Orientation    

Management Support .352** < .001 Highly Significant 

Goal Alignment .631** < .001 Highly Significant 

Quality Control .649** < .001 Highly Significant 

Customer Awareness     

Management Support .345** < .001 Highly Significant 

Goal Alignment .683** < .001 Highly Significant 

Quality Control .681** < .001 Highly Significant 

Service Value Growth    

Management Support .404** < .001 Highly Significant 

Goal Alignment .479** < .001 Highly Significant 

Quality Control .468** < .001 Highly Significant 

**Correlation is significant at the 0.01 level 

 

The statistical analysis, as per Table 5, showed that there was a positive correlation between customer-centric 
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initiatives and business intelligence dimensions. All the measured relationships were statistically significant at the 

p<0.01 level, and rho values showed that there were strong associations among all the constructs that were looked 

into. From our relationship analysis, we can see that Customer Orientation has a lot of relationships with Business 

Intelligence factors. Management Support is positively correlated (ρ = 0.352, p<0.01 ), thus it was supportive in 

creating customer orientation. And even more so, goal alignment was even more aligned with r=.631, p< 01 ), 

meaning that when a company’s goals align with something its customers can expect, the more it will align its 

customer-focused methods. Quality Control was positively correlated with Customer orientation and ρ = 0.649, p 

< 0.01, which means that only by doing a good job of maintaining the quality of products and services can we 

fundamentally improve our customer orientation. 

And then I looked at customer awareness again, and also looked at all business intelligence elements. 

Management support is also strongly associated (ρ=0.345, p<0.01), which shows that it really matters when trying 

to build customer awareness. Goal alignment was way stronger (ρ=0.683, p<0.01), which means that strategically 

aligning with what people need actually made people way more aware of stuff. Quality Control stayed almost just 

as important (ρ=0.681, p<0.01), which means that making sure products are still good all the time also helped 

people know about a thing better. Service Value Growth was also looked into; its results were similar. Management 

Support had a moderate association (ρ=0.404，p<0.01), which further verifies its effect on improving the service 

value. Goal Alignment still had quite a bit of link (r=0.479, p<0.01), which meant that it helped service value grow 

when we focused on it. Quality Control is still relevant(ρ=0.468，p<0.01)， and quality management practices 

do contribute to making the service more valuable. 

All of these quantified results indicate that management can help the company increase improvement of 

customer-oriented operations greatly if they can provide more management support and also align their strategies 

with more and have a stronger quality assurance system. The evidence that has been shown in the real world shows 

how important it is for companies to have customer-related plans to get ahead of competitors in business 

intelligence systems. It was in line with other works by Ozigbo (2021), Wang et al. (2021). Previous studies by 

Sjödin et al. (2021), Hussain et al. (2022) have found that leaders provided the resources and direction for the 

customer to be understood and helped, thereby making the customer happier and more loyal. At the same time, 

Mikalef et al. (2023) and ZEHIR & UZMEZ (2024) pointed out the great significance of customer-oriented goal-

setting in strategic planning. Other scholars (Lestari et al., 2025; MIRSA et al., 2022) found that strict quality 

controls resulted in products and services that met their customers’ demands and reinforced service values. From 

what is known from the present data, combining leader commitment, fitting goals well, and using strict quality 

control methods can satisfy customers, keep people happy, and allow a company to be successful. 

Table 6 

Relationship Between Customer-centric Initiative and Strategic Integration 

Variables rho p-value Interpretation 

Customer Orientation    

Strategic Consensus .599** < .001 Highly Significant 

Strategy Implementation Capability .324** < .001 Highly Significant 

Strategic Implementation Power .582** < .001 Highly Significant 

Customer Awareness     

Strategic Consensus .617** < .001 Highly Significant 

Strategy Implementation Capability .287** < .001 Highly Significant 

Strategic Implementation Power .581** < .001 Highly Significant 

Service Value Growth    

Strategic Consensus .491** < .001 Highly Significant 

Strategy Implementation Capability .316** < .001 Highly Significant 

Strategic Implementation Power .482** < .001 Highly Significant 

**Correlation is significant at the 0.01 level 

 

The table 6 statistical analysis is also showing some really interesting links between customer-centric activities 

and strategic integration numbers that show how closely they are connected, are show great links with everything 

we are checking for. All of the reported p-values were 0.01 level of significance, which means that these p-values 
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were significant. Customer-oriented analysis led to some interesting links to strategic integration parts. Strategy 

Consensus was correlated with (ρ=0.599, p<0.01), meaning that if we all agreed on a strategy, then customers 

became a lot more important. Similarly, it was related to Strategy implementation capacity (ρ = 0.324, p<0.01). 

And, this implies that the company’s ability to make its plan happen affects its customer orientation. There was 

also quite a correlation here with Strategic Implementation Power (ρ=0.582, p<0.01) – so there was ongoing work 

on the implementation of those strategies, leading to more customer-focused action. 

Customer awareness has similar trends to strategic integration elements. Strategy Consensus has a strong 

correlation (ρ=0.617，p<0.01). This meant that when the organizations were working from the same strategic 

priorities then it was a lot easier for everyone to understand what the customer wanted. Though it was less, there 

still was a statistically linked one between strategy implementation Capacity (ρ=0.287, p<0.01), indicating that 

execution ability would help turn customer knowledge into action. A substantial relationship exists between 

Strategic Implementation Power (ρ=.581, p<.01), which highlights how a continuous application of the strategy 

has improved its perception by customers as well as the organization’s reaction. Service Value Growth has close 

relations with integration parts. There was a link between Strategy Consensus and strategy (p=.491, p<.01), so 

strategy did count since better service with quality and new items did matter. In the Connected to strategy 

implementation capacity (ρ=0.316，p<0.01). I think that this execution ability can lead to a faster realization of 

service value. Connection with strategic implementation power ρ=0.482, p<0.01, demonstrated that constant effort 

at implementation was pushing toward improvement in services and creation of value. 

And these results, in combination, showed that creating strategic agreements and growing stronger in 

execution would make customer focus, customer awareness, and a service’s value much bigger. And it’s just 

another example of how important it is for companies to focus on their consumer and how you get those customer-

centered strategies and get that embedded into your business to benefit your business. This is in line with what 

scholars have also said previously. Elia et al. (Elia et al., 2020; Giannoccaro et al., 2020) found that there is a need 

for strategic consensus to do customer centric activities well, and it gave a clear path towards implementing 

strategic actions which improved customers’ understanding of their value and service innovations. Ketelsen et al 

(2025), and Hawkins et al (2025) have said that by improving their ability to implement their strategies and being 

able to turn their strategic ideas into something they can do, it will result in customers’ information leading to 

changes in services. Other scholars (Pardo‐Jaramillo et al, 2025; Gillani. et al, 2024) have also pointed out that it 

is important to keep up with a solid strategic execution capacity to sustain the customer-oriented strategy over the 

long term and to keep the company centered on customers needs and to form lasting relationships with customers. 

So companies have to create strategic agreement mechanisms all over the place, tidy up execution systems, 

and strengthen backing for putting things into action. Such kind of integration made it possible for the company 

to get better knowledge about their customers, make people know more about them, and improve services all the 

time, so as to help the organization keep getting better by using good customer-centered ways. 

Table 7 

Relationship Between Business Intelligence and Strategic Integration 

Variables rho p-value Interpretation 

Management Support    

Strategic Consensus .349** < .001 Highly Significant 

Strategy Implementation Capability .471** < .001 Highly Significant 

Strategic Implementation Power .281** < .001 Highly Significant 

Goal Alignment    

Strategic Consensus .614** < .001 Highly Significant 

Strategy Implementation Capability .348** < .001 Highly Significant 

Strategic Implementation Power .538** < .001 Highly Significant 

Quality Control    

Strategic Consensus .640** < .001 Highly Significant 

Strategy Implementation Capability .336** < .001 Highly Significant 

Strategic Implementation Power .633** < .001 Highly Significant 

**Correlation is significant at the 0.01 level 
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Table 7 shows that there is a statistically significant correlation between BI and strategic integration according 

to the statistical data. As for the reported rho value, it showed strong positive correlations on every single construct 

measured, and the p-value was always under 0.01, which proved its statistical significance. Management Support 

showed strong relationships with all elements of strategic integration. According to Strategy Consensus (ρ=0.349, 

p<0.01), manager support really brought about better alignment. There was a link between executive commitment 

and consensus creation, this showed how well the organization agreed about which way they were going, this was 

important for BI success; and it was also related to Strategy Implementation Capacity (ρ = 0.471, p<0.01), this 

meant that if there were stronger management support, it would greatly boost their strategic carrying power. 

Likewise, its relationship with strategic implementation power, ρ=0.281, p<0.01, it is clear that the long-term 

manager gave a much greater strength, and that force necessary for the strategic implementation component needed 

the BI system. 

Goal Alignment kept some relation with strategic integration parts. It is strongly related to Strategy Consensus 

(ρ=0.614,p< 01). It means that, as goals align more, strategic agreement and commitment to the organization are 

much better. Relationship towards strategy implementation capacity (ρ = 0.348, p < 0.01). The more cohesive the 

goals are, the easier it is to make ideas into something that people can do. A strong relation was shown by a ρ = 

0.538, p < 0.01 link to the Strategic Implementation Power, which means greater goal consistency made it much 

better for strategies to be carried out very forcefully and last for quite some time. Quality Control had some really 

real links to the strategic integration pieces. Strong connection to Strategy Consensus (ρ=0.640, p<0.01), which 

indicates that strict quality management really boosted strategic consensus. With quality management working 

better, the organization would get more confident because of better results. The relationship between Strategy 

Implementation Capacity （ρ=0.336，p<0.01）showed that quality control improvement was greatly increased 

in strategy implementation capacity. The most prominent connection was with Strategic Implementation Power 

(ρ=0.633, p<0.01), which shows that improving quality can have a very large increase in the determination of 

strategic implementation power. 

From the perspective of empirical evidence, it can be seen that the business intelligence systems have 

strengthened the support level of the enterprise's management, matched the goal, and enhanced its quality control, 

leading to the fact that the enterprise achieves greater success with the improvement of the agreement on strategic 

decisions, the capability of implementation, and the execution force. The results were clear: BI was something 

companies thought was important, and it was strategically incorporated into them, which is something we already 

knew from the academics. When it comes to support from management, Kisielnicki & Misiak (2021), Özgen & 

Kaptanoğlu (2024), Raihanto et al (2023) also discovered that executive commitment was required in order for BI 

and strategic integration to function. They demonstrate that improved manager support helps the BI’s decision 

support function become easier, so it becomes better to reach strategic agreements, strengthen implementation 

strength, and escalate execution power. 

On Goal alignment, Blanco-Fernández et al (2023), Mori et al (2023) talked about how for things to go well, 

you have to have your goals lined up with BI goals. They found out that once the group’s aim was right, they ended 

up wanting to go along with it a whole lot more, which made everybody easier to agree on things, helped them get 

a bit better at carrying out their ideas, and helped everyone complete their tasks just a little better. So, during 

strategic planning time is when businesses need to take it seriously and build up their BI systems as well, so that 

it all grows at the same time. In terms of quality control, Al Balushi, M. (2024) and Yao, Y., Zhang, L., & Sun, H. 

(2023) stated that there were many advantages for companies that had developed a good quality management 

system. They figured out that when they applied strict quality criteria and processes, it would enhance the outcome 

too and it made the organization feel much more assured about their strategies and how they executed them, so 

organizations could get stronger support from managers, better alignment with goals, and improved quality control 

through actual steps such as leaders committing to do something, plans on how goals fit together, and rules for 

making sure things are good – so they can take advantage of BI’s capacity to assist in making decisions. This sort 

of combined approach was beneficial for strategic agreement-making, raised carrying out capacity, strengthened 

execution force, and achieved. 
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This investigation analyzed the interconnected dynamics between Customer-Centric Initiatives (CCI), 

Business Intelligence (BI), and Strategic Integration (SI) as drivers of organizational performance. The proposed 

conceptual model delineated how these elements collectively enhanced operational effectiveness and competitive 

advantage. As shown in Figure 1. Customer-Centric Initiatives encompassed three fundamental dimensions. 

Customer Orientation established organizational policies and structures that aligned with client requirements 

through employee behavioral guidance and systematic restructuring. Customer Awareness fostered comprehension 

of customer value realization mechanisms through feedback analysis and service optimization. Service Value 

Growth embedded a client-focused philosophy throughout service delivery systems via innovation initiatives, 

customization capabilities, and satisfaction enhancement protocols. Business Intelligence functionality was 

manifested through three core components. Management Support utilized leadership endorsement to optimize 

analytical tools and reinforce evidence-based decision processes. Goal Alignment maintained strategic harmony 

between organizational objectives, consumer expectations, and market realities to strengthen enterprise outcomes. 

Quality Control implemented intelligence-enabled monitoring systems to elevate service standards and operational 

excellence. 

 

Figure 1. Customer Centric Initiatives, Business Intelligence, And Strategic Integration to Performance 

Improvement Framework  

Strategic Integration operated through three critical mechanisms. Strategy Consensus established 

organization-wide strategic alignment across functional units to enhance operational synergy. Strategy 

Implementation Capacity developed execution proficiency through systematic capability development initiatives. 

Strategic Implementation Power applied motivational and reinforcement systems to drive employee engagement 

and organizational adaptability. Within this conceptual framework, dynamic interrelationships among variables 

collectively influenced managerial outcomes. The organizational approach emerging from CCI-BI synergy directly 

affected sustained performance enhancement. Concurrently, progressive advancement in CCI-BI systems enabled 

Strategic Integration to constructively shape ongoing performance development. 
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This framework presented a comprehensive methodology for organizational improvement, emphasizing the 

synergistic integration of CCI, BI, and SI components. Its primary objective involved creating an optimized 

performance management architecture to strengthen competitive positioning. Successful implementation required 

customized strategic planning, structured development initiatives, and disciplined execution methodologies. 

Persistent Strategic Integration, combined with appropriate Business Intelligence instruments, ensured effective 

CCI assimilation into organizational processes. Furthermore, periodic assessment and strategic modification 

remained imperative for responding to evolving business environments and industry-specific challenges. 

4. Conclusions and recommendations 

The study findings reveal that the implementation of customer-centric initiatives achieves a moderate level, 

with composite results for customer orientation, customer awareness, and service value growth collectively 

indicating consistent but intermediate organizational adoption, confirming substantial potential for further 

development. Business intelligence receives positive assessment across fundamental dimensions, where strong 

management support, substantive goal alignment, and quality control jointly establish a solid foundation for BI 

effectiveness. Strategic integration gains favorable recognition among organizational members, with demonstrated 

robustness in implementation capability supported by measurable strategic consensus and implementation power, 

confirming its institutional significance. Empirical verification establishes significant interrelationships among 

core constructs, as correlation analyses identify statistically positive associations linking all measured facets of 

customer-centric initiatives, business intelligence, and strategic integration, demonstrating their synergistic role in 

driving organizational performance. The research culminates in a performance improvement framework that 

synthesizes empirical evidence into a structured, actionable model for enhancing performance in technology-based 

enterprises. To address these findings, marketing and customer service managers should implement immediate 

customer feedback mechanisms that utilize business intelligence systems to convert customer data into timely 

service improvements. The operations team, with IT support, should establish comprehensive data governance 

protocols incorporating standardized validation procedures and regular quality audits. Senior leadership must 

ensure complete alignment between performance management systems and strategic objectives through explicit 

integration of KPIs with organizational goals. Management should champion integrated performance dashboards 

that synthesize customer, operational, and strategic data to enable dynamic resource allocation and continuous 

strategy optimization. The framework implementation primarily serves technology-based companies, providing a 

structured methodology to integrate customer focus, business intelligence, and strategic execution. 
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