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ABSTRACT  

We are living in the Information Age where a person may be either a consumer or 
producer. They are flooded by tons of data about the products or services online. Gone are the 
olden days where a salesperson would explain the advantages and disadvantages of their 
company's product or service. Prospects jump directly into the internet searches for the 
products and get the entire details about it and finally decides which one to buy in the available 
choices. With the internet’s intervention, DIGITAL MARKETING has evolved into an 
irreplaceable part of any business. Moreover, now companies are pushed to offer personalized 
suggestions of products to their consumers. This is the birth of the one to one marketing era. 

 
Keywords: salesperson would explain the advantages and disadvantages of their company's 
product or services. 
 

I. INTRODUCTION 
 

Digital Marketing is the current upgraded topic which is gaining importance in this 
world of Technology.  This article is going to through light on the analysis of one to one 
Marketing and its Positive Trends 

II. OBJECTIVES 
 

“Tell the truth, but make the truth fascinating. You know you can’t bore people into buying   you product, you 
can only interest them into buying it” 

– David Ogilvy 
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Marketing is the process that saw its inception when humans started to do anything in 
the form of business. Digital Marketing is the new buzz word in the industry right now but this 
channel of marketing has been used by us for more than a century. Radio was the technology to 
introduce it. Later this evolved exponentially and with the Internet & Social Media, it is one of 
the major players of the marketing channel. The main objective of this research paper is to 
explain how the future of digital marketing will provide personalized suggestions to individual 
prospects and convert them to delightful customers. 

Today we are living in the digital world which has changed the lifestyle of many people. 
Today, there are hardly any people who are not using smartphones. And most of the people 
spending most of their time on gadgets like smartphones and laptops. This digital world has 
attracted all categories of people who come under different age groups having different tastes 
and preferences because they can access something of their own interest and this is how digital 
marketing also works. Today, the maximum population is using social media, shopping websites 
and today’s generation mostly prefer watching videos and movies online over Television. That 
means digital marketing can cover more customers through their advertisements as compared to 
the advertisements on television. And one another advantage of digital marketing is that it 
doesn’t bore the customers by showing all kinds of unnecessary ads because affiliate marketing 
shows the ads to the customers only on the basis of their interests which they acquire from the 
accounts of the people from social media whereas television cannot understand the interests of 
the customers and keep showing unnecessary ads which sometimes, rather than attracting the 
people towards their product, it actually irritates the customers and they start losing their interest 
in that product. Digital marketing is also cheaper than traditional marketing and it also saves the 
time and energy of the person who are involved in the digital marketing and its reach of the 
product through advertisement is also huge as it also covers those categories of the people who 
are busy with their schedule and don’t have time to spend in front of television and newspaper. 
Digital marketing has also got more job openings. Any person who is creative and knows about 
digital marketing are welcome and this field has good career growth not only in terms of getting 
employment but also for opting it for doing business because investment is also very low in this 
kind of business. And very soon, a day will come when digital marketing will completely replace 
the existence of traditional marketing because of the changing habit of the people as they are 
spending more of their time on smartphone rather than newspaper and television not only 
students and working people but also today’s homemakers who have started watching TV serials 
on online and spending more of their time on being on social media and learning recipes on 
internet. Not only housewives but also today’s children, they are showing more interest in using 
smartphones rather than television to watch cartoons and even for studies also they prefer 
tutorial videos and all kinds of ads for the kids are shown there. 

R.Mayakkannan(2019) The  future  will  bring  about  more  environment  issues  
owing  to  the  increasing  pace  of industrialization. Green marketing in the present times is not 
merely an approach to marketing with the social and environment dimension inherent in it. 
Green  marketing  has  now  acquired more  strength  as  compared  to  traditional  marketing.  
It  should  be  realized  that  green  marketing carries  a  lot  with  it  than  simple  marketing  
strategies.  The responsibility of protecting the environment lays on both the groups, 
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R.Mayakkannan( 2019)1 It is turning  into  more  and  more  clear than to be  able  to 
survive  and extra  essential to  be  triumphant, online merchants should embrace and actively 
pursue fundamental principles of proper retailing that observe to any  medium.  One  of  these  
concepts  is expertise  approximately  existing  and  capability  customers  and  their  preferences  
and  behaviors. In  this  look  at  buying  orientations  be  reliable  predictors  of  consumer  
patronage conduct in an online shopping context. Based on the findings from this examine, 
They anticipated that they take a look at of purchasing orientations could also help digital stores 
pick out and recognize those clients who favor saving online and the motives why. Further, 
shopping orientation may be used to segment clients and formulate one of a kind strategies 
based on each section’s relative propensity to adopt and use online buying. 

3. NEED FOR THE STUDY 

The need for the study is to compare the customer relationship with that of the 
salesperson a few years back and the marketing done on a digital platform today. Since one to 
one marketing is based on customer relationship management, the strategy is emphasizing 
personalized interactions with the customers. The personalized interactions thought to foster 
greater customer loyalty and better return on marketing investment, the concept of one to one 
marketing is featured. The following report tells us that how well the marketing has evolved 
from public transmission mode of marketing to online websites and social media marketing.  
Since there is a huge market for buyers concentrating on each and every individual personally in 
today’s fast-moving world is not possible. Hence the study has raised to know how the digital 
marketing platform works and how it will evolve in the future to bridge the gap between 
business and customer needs. 

4. SCOPE 

The one to one marketing plays a major role in terms of relationship with the direct 
individuals or consumers where their wants and needs have to be satisfied. Companies main role 
is to handle the consumer’s tastes & preferences. Companies satisfy them with the products or 
services which are easy and simple but to maintain the same existing consumers, in terms of 
sustainability is a bit difficult and here is where the one to one marketing plays where they 
follow their consumers and benefit them.  

Following up with the customers gives personal attention to them and they both feel 
comfortable to present their views and thoughts. Following up through social media, personal 
interaction arrives and it improves to understand more effectively and efficiently the needs of 
the consumers.  

 

                                                           
1 R.Mayakkannan (2019) A Study on Online Marketing in India-Paradigm, MPACT: International 

Journal of Research in Humanities, Arts and Literature (IMPACT: IJRHAL) ISSN (P): 2347-4564; ISSN (E): 

2321-8878 Vol. 7, Issue 3, Feb 2019, 292-297  

Https://www.researchgate.net/publication/331249776_a_study_on_online_marketing_in_i

ndia-paradigm [accessed may 01 2020].  

 

https://www.researchgate.net/publication/331249776_A_STUDY_ON_ONLINE_MARKETING_IN_INDIA-PARADIGM
https://www.researchgate.net/publication/331249776_A_STUDY_ON_ONLINE_MARKETING_IN_INDIA-PARADIGM
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Recognition of the consumer is very important. Details and all other aspects will help 
you analyze through a questionnaire. Social media helps a lot in communication and other 
aspects to improve the company performance. Company’s main aim is to increase the volume of 
sales digitally to the consumers. It's also been estimated that in future the companies officers or 
their department staff may do a video conference in order to solve the consumer’s queries.  

The market may rise digitally as the digital market is a very big and huge platform to 
promote products or services and also to sustain the customer relationship. There won’t be any 
communication barriers between the customer and the company officer. Therefore it aims to 
enlarge the communication and fulfill the satisfaction of the consumer desires as we all say 
“CONSUMER ARE THE KINGS” and we respect our king through discipline and a proper 
manner to sustain not only in the current situation but also in future duration as well.  

Hence the upcoming generation will be well versed with the knowledge of internet and 
technology data, the expectation of the interaction among one to one may be relevant and 
amazing to generate and come up with the optimum solution of any queries.    

ABOUT THE PAPER IN DETAIL 

4.1 ONE TO ONE MARKETING 

One-to-one marketing or 1:1 marketing is a type of direct marketing in which a 
salesperson communicates directly with somebody the company targets. It is a CRM strategy 
that focuses on personalized interactions with customers or potential customers. CRM stands 
for Customer Relationship Management. Personalized marketing and Individual marketing 
with the same meaning as one-to-one marketing. Let us get through CRM and Customer Life 
Cycle first. 

4.2 CUSTOMER RELATIONSHIP MANAGEMENT 

Customer relationship management (CRM) is a technology for managing all your 
company’s relationships and interactions with customers and potential customers. The goal is 
simply to “Improve business relationships”. A CRM system helps companies stay connected to 
customers, streamline processes, and improve profitability. To put up in simple words, CRM is a 
tool that helps with contact management, sales management, productivity, and more.  

4.3 CUSTOMER LIFE CYCLE 

In customer relationship management, the customer lifecycle explains the various stages 
a consumer goes through before, during and after they complete a transaction. These stages are 
called touchpoints in the marketing world. Simply put, it's the journey a stranger takes until they 
are converted into a customer. 

 

The phases a customer passes through during the course of an ongoing relationship with a 
brand vary on a case-by-case basis, but here are seven basic stages of a customer lifecycle: 
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CUSTOMER LIFE CYCLE 

1. AWARE 

Initial stage where a prospect knows about our product. The product should solve any 
problem with him or make his life easier. This stage filters out lots of prospects who has more 
potential to be converted into or consumers. 

2. CONSIDER 

Consider stage is where we get our product into the mind of the prospect stating that 
we can help him. Here our prospect thinks why we should choose our product in the 
competitive market and how we differ from others. 

3. DECISION 

After considering and thinking a lot about our product our prospect wants to give it a 
try. This is simply put together to be called a decision stage. Now sales must be done in a 
favorable manner for both of us. So here we must support our prospect to make a conversion. 
Moreover in Digital Marketing, we call this as retargeting. 

4. PURCHASE 

Purchase part is the sweet spot of this process where a conversion is made. Finally, our 
prospect is converted to our customers. But few things must be done after a purchase is 
completed by the company to retain the valuable customer. 

“If you make customers unhappy in the physical world, they might each tell six friends. If you 
make customers unhappy on the internet, they can each tell 6,000” – Jeff Bezos 

In this first half, a critical Buy decision is made which involved marketing & sales. But 
in the upcoming second half Own decisions are emphasized by the company on the customer. 
This is how the brand value of the company can be retained and referred. 
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5. ENGAGE 

Engaging with the customer as much as possible once the conversion completes gives 
the customer a touch. This directly influences the brand value as customers will feel safe and 
secured to buy our products in the future.  

6. LOYAL 

This stage is the extension of engagement. Where the loyalty of the customer is 
achieved. Once this is done successfully by a company. The customer retention rate is very 
much great and moreover our existing customers will create many customers for us in the 
future. 

7. ADVOCATE 

Advocacy is the phenomenal process in any marketing strategy as it has the potential to 
influence the customers by other customers or stakeholders.  Advocacy should be the end goal 
for any company that wants to be successful.  

The final 3 stages says how to Own a customer by serving and supporting him. So they 
can make other customers. The entire Customer Life Cycle process is a cyclic one where all the 
stages are repeated at some point in a customer’s journey. These are the steps from Acquisition 
to Advocacy in a customer’s journey. In one to one marketing, the strategy is to give 
personalized suggestions of products for the prospect from the initial stage. 

4.4 ONE TO ONE MARKETING 

Now let us get into the core of one to one marketing. One to One marketing a strategy 
that relies on getting to know the individual choices made by a customer, and then tailoring 
marketing outreach to each customer differently based on those choices. It’s an approach that is 
not used to get the customer’s attention but to keep their attention and their business. 

5. TWO FUNDAMENTAL TYPES OF ONE TO ONE MARKETING 

Personalization - the company learns the personal preferences and tastes of each 
consumer and customizes its marketing plan to them. This is done by the past search histories 
of the consumer. Amazon.com is the most successful 1:1 personalization strategy, 
recommending products based on past purchases and interests. 

Customization - the company doesn’t learn the preferences of each customer but 
instead gives the individual customer the ability to customize the product to their own tastes. 
Many online news websites and applications use the same strategy by allowing visitors to pick 
and choose the types of news stories (international, political, financial, etc.) they want shown 
most prominently. 
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6. STRATEGIES 

One to One marketing strategy employees three crucial elements, 

 The Personal Touch 

 “Suggestions for You” Marketing 

 Preferred-Customer Marketing  
 

1. THE PERSONAL TOUCH 

Few things make a bigger impression on a consumer than personal attention and 
appreciation. Investment bankers are expert 1:1 marketers. They get to know their clients’ 
personalities and investment preferences and priorities, as well as what level of risks they’re 
willing to take. 

2. “SUGGESTIONS FOR YOU” MARKETING 

Online marketing companies like Amazon and Netflix have become masters at 
collecting, storing, and interpreting customers’ click history on their sites. They take that 
information and create a specialized marketing plan just for each customer, with 
recommendations on the next book to read or the next movie to watch. 

3. PREFERRED-CUSTOMER MARKETING  

Many retailers now offer a no-cost “club membership” to consumers. Club 
membership gives the customer incentives in the form of lower prices or frequent-purchase 
rewards. In order to earn those incentives, the customer must check-in with their club 
membership ID. This allows the company to track all items purchased during each visit. Once 
retailers know each customer’s shopping patterns and preferences then they can serve each 
customer individually. Which gives consumers more honor. 

Let us understand the power of one to one marketing with the following real-life example, 

In 2002, the stores combined for about $7 billion in book sales, compared to Amazon’s 
less than $2 billion. By 2007, however, Amazon’s 1:1 marketing approach and the ease of using 
its site propelled it to even with Barnes & Noble and well ahead of Borders. In 2010, Amazon’s 
$6.8 billion in book sales was more than Barnes & Noble and Borders combined.  

The following chart clearly shows annual book sales in billions for the two biggest retail 
store chains (Barnes & Noble and Borders) and the biggest online book retailer, Amazon has 
changed. 
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Source: www.fonerbooks.com 

This is the potential of the one to one marketing. It is changing and will change the future of 
digital marketing to a greater one. 

III. CONCLUSION 

In this study, we have started with what our topic is all about and then came with the 
objectives of this study and explanations of why this study is needed, further having scope of 
this study and a detailed explanation of one to one marketing. Adding further in this study one 
to one marketing has two fundamental types of personalization and customization.  

In personalization, companies will find taste and preference from the past records 
which are available. In customization companies allow the consumer to select their own taste 
and preferences. At last, the strategies which companies follow have been discussed. As one to 
one to one marketing solves the gap between sellers and buyers. It is easy to retain the consumer 
for the companies. It is important that companies should follow the consumer taste and 
preference so that they can earn profits and consumers will be satisfied with that product.   
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