
Creativity and Innovation
2025, VOL. 9, NO. 5, 9-12
DOI: 10.47297/wspciWSP2516-252701.20250905

Changes in Consumer Behavior Driven by Big Data and Optimization of 
Precision Marketing Strategies
Yan Zou

The Returned Overseas Chinese Federation of Hengyang, Hengyang, Hunan, 421001, China

ABSTRACT
With the continuous development of big data technology, changes in consumer behavior, and the optimization of precision 
marketing strategies have become key factors for enterprises to achieve a competitive advantage in the market. This paper 
explores the evolution of consumer behavior driven by big data, the theoretical framework and practical pathways of precision 
marketing, and combines case analyses to examine the application of precision marketing. Through a detailed discussion of 
multi-dimensional analysis of consumer needs, behavior prediction, and personalized recommendation strategies, this paper 
proposes specific strategies for optimizing precision marketing based on big data technology.
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1　Introduction

With the increasing diversification and personalization of consumer demand, traditional mass marketing models are 
gradually revealing their limitations in meeting individual needs. At the same time, the rapid development of big data 
technology has provided unprecedented opportunities, making precision marketing possible. Precision marketing, which 
relies on big data technology and advanced tools such as machine learning, employs strategies that analyze consumer 
data to deliver personalized marketing. It has demonstrated significant potential across multiple industries. By examining 
the impact of big data on consumer behavior and the technological foundations of precision marketing, this paper 
explores how to optimize precision marketing strategies to help businesses gain a competitive edge in highly competitive 
markets.

2　The impact of big data on consumer behavior

2.1　Characteristics and application value of big data

The core features of big data are massive data volume, heterogeneity, diversity, high-speed flow, low value density, and 
scalability. These features imply that big data not only has a huge scale of data but also encompasses the diversity of 
structured and unstructured data, and its flow rate is extremely fast. Furthermore, the scalability of big data enables it to 
maintain processing capacity and adaptability in the face of continuously growing data volumes. Through technologies 
such as data mining and machine learning, enterprises can extract potential commercial value from massive amounts of 
low-value-density data, deeply analyze changes in consumer interests and purchase decision-making paths, and provide 
a reliable basis for precise marketing.

2.2　Changes in consumer behavior

With the increasing personalization and diversification of consumer demands, the traditional mass marketing model 
can no longer meet consumers' personalized needs [1]. For instance, in the retail industry, consumers' purchasing decisions 
are not only influenced by price but also by factors such as brand awareness, social media recommendations, and 
consumer reviews [2]. In the traditional single-channel marketing model, these factors are often difficult to accurately 
capture. The application of big data technology enables enterprises to monitor consumer behavior across all channels, 
and to track and analyze multi-touchpoint data in real time. By identifying and analyzing consumers' potential demands 
and purchase motivations, they can optimize marketing strategies and improve personalized recommendations.

2.3　Behavioral prediction and trend insights

Big data can help companies effectively predict future consumption trends by deeply analyzing historical 
consumption data and combining machine learning and predictive modeling technologies. Commonly used predictive 
models include regression analysis, time series analysis, and neural networks, which can predict the future market 
demand for a product based on consumers' purchase history, browsing behavior, and search records. For example, JD 
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uses a consumption prediction model based on regression analysis to track users' browsing records and purchasing 
behavior in real time and adjusts its recommendation system through machine learning algorithms to increase product 
exposure and conversion rates.

3　Theoretical foundations and practical pathways of precision marketing

3.1　Definition of precision marketing

Precision marketing, based on in-depth data analysis and consumer behavior segmentation, is an important direction 
in marketing [3]. It aims to identify high-value customer groups and their potential needs and provide personalized and 
customized products and services to enhance marketing effectiveness. This theoretical framework is based on consumer 
behavior theory and data mining technology [4]. Precision marketing utilizes the lifetime value model of customers to 
predict long-term customer value and combines data models such as collaborative filtering algorithms and regression 
analysis to optimize the accuracy of product recommendations and advertising targeting [5]. Unlike the traditional mass 
marketing model, precision marketing focuses more on identifying and cultivating high-value customer groups, deeply 
understanding their potential needs, thereby enhancing the lifetime value of customers, optimizing resource allocation, 
and improving the return on investment.

3.2　The objectives of precision marketing

The core goals of precision marketing have three aspects: First, through data analysis, identify and focus on high-value 
customers to enhance their lifetime value. Second, optimize the allocation of marketing resources, precisely target 
advertising and promotional activities, and enhance the return on investment. Thirdly, provide personalized user 
experiences to enhance customers' brand loyalty and satisfaction, thereby promoting the establishment and 
maintenance of long-term customer relationships.

3.3　The technological foundation of precision marketing

The technical foundation of precision marketing mainly includes advanced technologies such as big data analysis, 
machine learning, artificial intelligence, and deep learning. Big data technology provides strong support for precise 
marketing by collecting and analyzing multi-dimensional consumer behavior data. Machine learning and deep learning 
algorithms such as decision trees, support vector machines (SVMs), and neural networks have been widely applied in 
behavior prediction and personalized recommendation [6]. For instance, Amazon's recommendation algorithm combines 
regression analysis and ensemble learning, which can accurately predict consumers' purchasing intentions, continuously 
optimize recommended content, and enhance conversion rates.

3.4　Implementation framework for precision marketing

The implementation framework of precision marketing includes market segmentation, consumer analysis and 
personalized recommendation strategies. Through in-depth analysis of consumers' purchase history and behavioral data, 
enterprises can identify the needs of different customer groups and customize products and advertisements based on 
personal preferences, thereby increasing click-through rates and conversion rates.

4　Optimization of precision marketing strategies driven by big data

4.1　Data integration and behavioral prediction

To gain a comprehensive understanding of consumer behavior, companies should eliminate data heterogeneity, 
redundancy, missing values and inconsistencies through data cleaning, standardization and cross-platform data 
integration. Data cleaning often involves deleting duplicate data, filling in missing values, correcting abnormal data, and 
converting data formats, etc. However, cross-platform data integration requires unifying data such as online purchasing 
behaviors, social media interactions, and offline consumption records from different channels into a consistent format, 
and analyzing and organizing them to form a complete consumer behavior dataset, ensuring the reliability of data 
quality. For instance, Amazon leverages its powerful big data technology to integrate multi-dimensional data from 
sources such as e-commerce platforms, user browsing history, and shopping cart information, and establish precise user 
profiles. By analyzing these data, Amazon can predict consumers' purchase intentions in real time, adjust 
recommendation strategies, and thereby increase user conversion rates.

4.2　Personalized marketing and recommendation systems

The core of personalized marketing lies in accurately providing products or services that closely match consumers' 
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demands through real-time data analysis. The company uses machine learning and deep learning algorithms to establish 
precise consumer profiles and adjusts the recommendation system in real time based on consumers' historical 
purchasing, browsing behaviors and social interactions. This personalized recommendation not only enhances the 
relevance of product recommendations but also dynamically optimizes the recommended content based on users' 
immediate needs, thereby increasing the conversion rate and customer satisfaction. For instance, Netflix employs deep 
learning algorithms to analyze users' historical viewing data, obtain their ratings and search behaviors in real time, and 
then provide personalized movie recommendations, significantly enhancing user stickiness [7]. Spotify is another 
successful example of personalized recommendations. Spotify uses deep learning algorithms to generate personalized 
content such as "Daily Recommendations" or "Annual Reviews" based on users' music listening records. Based on users' 
preferences, the platform adjusts music recommendations in real time and even predicts songs that users might like by 
analyzing their behaviors.

4.3　Precision advertising and pricing strategy optimization

The core of precision advertising lies in in-depth analysis of consumers' interests, purchasing power and historical 
behaviors, and then using this information for targeted placement, significantly improving the return on advertising 
investment and reducing advertising costs. For instance, enterprises can leverage big data analysis to identify potential 
high-value customer groups, optimize advertising channels and timing, and thereby reduce unnecessary advertising 
waste. In addition, by leveraging dynamic pricing models, enterprises can adjust product prices in real time to respond to 
changes in market demand and fluctuations in consumers' willingness to pay, thereby enhancing price elasticity and 
optimizing profits. For instance, the advertising platforms of Google and Facebook use real-time bidding systems (RTB) 
combined with big data analysis to precisely match advertisers with potential customers, thereby enhancing the return 
on investment (ROI) of advertising.

4.4　Dynamic optimization of marketing resource allocation

Enterprises can utilize methods such as A/B testing and MVT (Multivariate testing), through real-time data monitoring 
and dynamic analysis, to promptly assess the effectiveness of marketing activities and continuously optimize the return 
on marketing investment [8]. Meanwhile, enterprises need to conduct experimental tests on each marketing strategy to 
evaluate the effectiveness of different marketing methods for different audience groups. For instance, through A/B 
testing, companies can compare the conversion rates of two advertising formats and adjust their advertising creativity 
and placement strategies. Through multivariate testing, enterprises can simultaneously adjust variables such as 
advertising copy, images, and placement time to determine the best marketing mix. For instance, Adobe found through 
A/B testing that certain combinations of advertising copy and visual elements can more effectively attract the interest of 
potential customers, significantly increasing the click-through rate and purchase conversion rate of advertisements.

5　Challenges and strategies for precision marketing

5.1　Data privacy and security risks

With the gradual implementation of data privacy protection regulations such as the General Data Protection 
Regulation (GDPR) and the California Consumer Privacy Act (CCPA), enterprises are facing unprecedented compliance 
challenges when conducting big data analysis [9]. For instance, after Facebook was fined a huge amount for a data breach 
in 2018, it began to enhance its data protection measures, including strengthening data encryption and de-identification 
technologies [10]. In addition, the company must also establish a transparent data management system to ensure that 
users are informed and controllable of their usage. This challenge has prompted an increasing number of companies to 
adopt data compliance frameworks and utilize data anonymization technologies and privacy protection algorithms to 
meet the growing demand for privacy protection [11].

5.2　Data quality and integration challenges

In the big data environment, enterprises often encounter data quality issues, such as data redundancy, errors, missing 
data and inconsistency, etc. To ensure the high quality and integrity of data, enterprises must adopt efficient data 
cleaning technologies, combining manual verification with automated tools, to carry out multi-level data verification and 
repair. At the same time, cross-platform data integration often requires the establishment of unified data standards to 
ensure that data from different channels can be seamlessly connected. For example, the ETL (Extract-Transform-Load) tool 
is used to process cross-platform data, and the integrity and accuracy of the data source are continuously evaluated 
through the data quality monitoring system.
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5.3　Technical implementation challenges

The implementation of big data analysis and artificial intelligence technologies not only requires enterprises to have 
highly skilled professionals such as data analysts and machine learning engineers, but also advanced technical platforms 
and powerful computing capabilities. Due to the shortage of highly skilled talents, enterprises often encounter technical 
implementation bottlenecks. To this end, enterprises can reduce technical barriers by strengthening external cooperation. 
For instance, collaborate with technology service providers and cloud platform providers, or leverage cloud computing 
platforms such as AWS and Google Cloud. At the same time, enterprises can also enhance cross-disciplinary cooperation 
within their internal teams to improve the efficiency and accuracy of technology implementation. By optimizing technical 
processes and automated tools, we continuously enhance the flexibility and real-time response capabilities of technology 
deployment to accelerate the implementation of precise marketing. In addition, Microsoft's utilization of cloud 
computing platforms such as Azure to enhance data storage and processing capabilities is also a successful example of 
overcoming technical implementation challenges.

In the future, with the rapid development of artificial intelligence, machine learning and the Internet of Things, 
precision marketing will become more intelligent and real-time. For instance, with the help of Internet of Things (IoT) 
technology, brands can obtain real-time behavioral data of consumers in different scenarios and provide them with real-
time personalized recommendations. With the popularization of smart home devices and wearable devices, precision 
marketing will no longer be confined to traditional e-commerce platforms. Cross-device and cross-scenario marketing 
strategies will become a new trend. In addition, the wide adoption of 5G technology will significantly enhance the speed 
of data transmission and further improve the real-time response capability of precise marketing. This will enable the 
brand to convey targeted marketing messages at every point of user engagement, thereby enhancing marketing 
effectiveness.

6　Conclusion

In conclusion, with the rapid development of artificial intelligence, machine learning and Internet of Things 
technologies, precision marketing is moving towards more intelligent, real-time capabilities and scenario-based 
applications. However, with the continuous advancement of technology, data privacy protection and compliance issues 
will become increasingly complex. Enterprises must implement precise marketing while ensuring data security. In the 
future, the challenges of precision marketing will not only lie in the application and innovation of technology but also in 
how to provide consumers with truly personalized experiences within the framework of ensuring privacy and compliance. 
Therefore, enterprises should, while strengthening compliance work, continuously enhance their technical capabilities to 
ensure the sustainable development of precise marketing.
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