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There’s a revolution 
happening in marketing

It’s bigger than the advent of TV, the introduction 
of cable, or the impact of the internet.



It’s called one-to-one marketing 

And it provides marketers the 
opportunity to analyze data, 

create customer profiles, 
hyper-target ads to those 

customers, and then track 
whether or not they eventually 

purchased the product. 
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Case study



And you want to send an ad 
campaign that builds 
awareness for a Type 2 
Diabetes medicine in Atlanta

Imagine you’re 
a pharmaceutical 

company
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how can we do this?



What we know from a single dot of light.



What we know from a single dot of light.
• What its chemical composition is 
• How old it is 
• When it will die 
• Whether there are black holes nearby 
• How old it is compared to the universe 
• How big it is 
• Whether or not it has planets around it 
• Whether those planets might support life 
• What galaxy it is part of 
• Where the star is located 
• How far away it is

• What temperature the star is 
• What kind of star it is 
• What stars are nearby 
• Whether those stars are gravitationally attached 
• Where it falls on the H-K spectrum 
• How soon it will become a supernova 
• How similar it is to our own star 
• How many other stars are in its neighborhood 
• When the star will run out of fuel 
• What the temperature of the star is 
• What the mass of the star is



What we can know about a single individual.



What we can know about a single individual.
• Where they shop for groceries 
• What they watch on TV 
• Whether they like Coca-Cola or Pepsi 
• Where they went on vacation 
• What their credit score is 
• Where they bank 
• What kind of car they drive 
• Where they live 
• What their birthdate is 
• Whether they like white wine or red wine

• How many children they have 
• When they’re going to buy their next car 
• Whether they will default on their next loan 
• Whether they’ve ever been arrested 
• How many accidents they’ve had 
• Where they’re planning on going for vacation 
• What TV shows they watch 
• Whether they like opera or tennis or football 
• When they probably broke up a relationship 
• When they probably got back together again
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where do we  
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let’s take a look at 
the one-to-one 

marketing landscape



Brand

the one-to-one marketing landscape



Brand
Identity 

Resolution 
Partner

the one-to-one marketing landscape



Brand
Identity 

Resolution 
Partner

the one-to-one marketing landscape
Branded Data 

Partners (add and 
enhance data)



Brand
Identity 

Resolution 
Partner

the one-to-one marketing landscape
Branded Data 

Partners (add and 
enhance data)

Data Quality and 
Privacy Partners



Brand
Identity 

Resolution 
Partner

the one-to-one marketing landscape
Branded Data 

Partners (add and 
enhance data)

Data Quality and 
Privacy Partners



Brand
Identity 

Resolution 
Partner

Agency

the one-to-one marketing landscape
Branded Data 

Partners (add and 
enhance data)

Data Quality and 
Privacy Partners



Brand
Identity 

Resolution 
Partner

Agency Ad Buying 
Platform

the one-to-one marketing landscape
Branded Data 

Partners (add and 
enhance data)

Data Quality and 
Privacy Partners



Brand
Identity 

Resolution 
Partner

Agency Ad Buying 
Platform Consumer

the one-to-one marketing landscape
Branded Data 

Partners (add and 
enhance data)

Data Quality and 
Privacy Partners



Brand
Identity 

Resolution 
Partner

Agency Ad Buying 
Platform Consumer

the one-to-one marketing landscape
Branded Data 

Partners (add and 
enhance data)

Data Quality and 
Privacy Partners

Retailer



What about Privacy?



“The secret to a successful marketing campaign 
isn’t about personalization. It’s about knowing 
where the line is between your customer 
welcoming you into their lives and your customer 
pushing you out of their lives.” – Chuck Moxley, 
Senior Vice President, Marketing, Mobivity





665 consumers between the ages of 18 and 65 living in Poland, 
the U.K., France, Germany, Italy, Spain, and the U.S. 
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action steps



survey respondents 
value privacy, possibly 

more than you think



consumers trust 
businesses to be 
truthful and 
honest and to 
follow privacy laws



Most consumers 
surveyed believe 
it’s fair for 
companies to 
collect data in 
exchange for a 
discount



Consumers will go out 
of their way to connect 
with brands they trust



there is confusion about how 
organizations use the data they collect — 

and this can be a competitive advantage



Final thoughts
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