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WHAT IS PERSONALIZED MARKETING?? 
 



WIKIPEDIA DEFINITION 

òPersonalized marketing is an extreme form 

of  database marketing. Whereas  product 

differentiation  tries to differentiate a product from 

competing ones, personalization tries to make a 

unique  product offering  for each customeró 



QUOTE FROM MARKETING-SCHOOLS.ORG 

òPersonalized marketing is the ultimate form of 

targeted marketing, creating messages for individual 

consumers. It is most often an automated process, 

using computer software to craft the individual 

messages, and building customer -centric 

recommendation engines instead of company -

centric selling engines ó 



EXAMPLE 
 



AMAZON ð PERSONALIZED MESSAGES 



AMAZON ð PERSONALIZED MESSAGES 



AMAZON ð PERSONALIZED MESSAGES 



SEARCH ON TRIPADVISORé. 



é.. ADVERT ON FACEBOOK 



BOOKING.COM - PERSONALIZED HOMEPAGE  



UPON LEAVING BOOKING.COMé.. 



HOW CAN INTERNET USER BEHAVIOR BE 
TARGETED ONLINE?? 

 



1) DATA FROM òCOOKIESó 



        1) DATA FROM òCOOKIESó (CONT..) 



WHAT IS A COOKIE? 

ÅA cookie is a small piece of data sent from a website and stored in 

the user's  web browser  while the user is browsing the website  

 

ÅEnables a website to collect data on the user and òrecognizeó the 

user when they return to the site ð often resulting in the user seeing a 

personalized version of the site homepage  

 

ÅThere are many different types of cookies ð for example:  
ü Some expire after one user session  

ü Others persist for much longer  
ü Some cookies enable users to be targeted on other site, either via adverts 

from the site originally visited OR based on general internet behavior  



2) òRELATIONSHIPó DATA 



2) òRELATIONSHIPó DATA (CONT..)  

Signing -up for a websiteõs marketable database 

means that website can:  
 

Å Track and store your detailed behavior on that website in a 

data warehouse  

Å Personalize the website when you return  

Å Send messages to you via email, push notification or other 

channels based on your personal online behavior  
 

THIS IS CALLED CUSTOMER RELATIONSHIP MANAGEMENT, OR CRM 



PERSONALIZED MARKETING TECHNOLOGY 

Å Today, personalized marketing is largely enabled 

by cookie tracking technology and CRM, either 

individually or working in combination.  

 

Å It is characterized by a ò1-to-1ó approach, as 

opposed to a ò1-to-manyó approach of traditional 

marketing.  



MARKETING CHANNELS ð TRADITIONAL VERSUS 
NEW 

Channel  

Relative Cost 

(per  thousand 

people 

reached)  

Effectiveness 

Measurability  

Can Be 

Personalized?  

TRADITIONAL 

Above -the -Line Advertising 

(TV, Print, Outdoor etc.)  
High  Very Low  No 

Events & Exhibitions  Very  High  Low  No 

PR & Communications  
Low - Medium  Medium  

Press Releases 

Yes, Coverage 

No 

NEW 

Social Media  
Low High  Yes 

Online Targeted Advertising  

Low High   Yes 

Customer Relationship 

Management  

 

Low 
 

High  Yes 



CRM and Marketing Automation represent the cutting -edge of best -
practice marketing in todayõs business world, for both B2B and B2C brands: 
 

ÅCRM is how company manages their interaction with current and future customers, 
usually using technology to organize, automate, and synchronize activities and functions 
such sales , marketing, customer service, and technical support . 

 

ÅMARKETING AUTOMATION is the use of technology designed to more effectively market 
on multiple channels online (such as email, social media, websites, etc.) 
and  automate  repetitive tasks based on customer data or other triggers.  

 

ÅEMAIL MARKETING is the use of email to market to customer and is one of the most 
common (albeit not the exclusive) and suitable channels that can work hand -in-hand 
with CRM and Marketing Automation.  

 

 

 

 

 

CRM AND MARKETING AUTOMATION ð A KEY 
OPPORTUNITY 



Marketing automation is the use of software to automate 
marketing processes such as customer segmentation, customer 

data integration, and campaign management. The use of 
marketing automation makes processes that would otherwise 

have been performed manually much more efficient, and makes 
some new processes possible. Marketing automation is an 

integral component of customer relationship management 
(CRM). 

 

 

 

 

 

 

 

AUTOMATION ð FURTHER EXPLANATION 



The usage of CRM, Marketing Automation and Email Marketing represents a 
significant opportunity insofar that a) it is largely untapped in the GCC 
region and b) it has been shown to perform extremely well in comparison to 
other marketing channels:  
 

Å92% of companies state they lack alignment between Sales / Business Development and 
Marketing.  

 

ÅAlmost 50% of B2B marketers close less than 4% of the leads they generate.  

 

ÅOnly 36% of companies are connecting social media results with business results.  

 

ÅAutomated campaigns have a 200% higher conversion rate than non -automated.  

 

 

 

 

 

 

 

 

WHAT IS THE OPPORTUNITY? 

Data source: Oracle  



 

ÅMoneySupermarket.com is a price comparison website -based business specializing in 
financial services.  

 

ÅThe Challenge - had a lot of data on their audience, however struggled to turn insights 
into positive marketing action on a regular basis. 

 

ÅThe Solution ð use to Oracle marketing cloud to create dynamic audience segments and 
cross-sold additional products to customers who purchased package holidays, car hire, 
flights, and hotels -  e.g. offered travel insurance to these customers via email and 
personalized adverts.  

 

ÅResults 
üDrove immediate 33% increase in attributed revenue versus spend  
üBuilt a custom data classification of 2,000 target attributes, with which customers can be tagged to 

received extremely personalized messages.  

 
 
 
 
 
 

 

 

 

B2C CASE STUDY -  

Data source: Oracle  


