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Abstract: This article substantiates the necessity of 

implementing individualized approaches in the digital 

retail of photographic equipment. The relevance of the 

study is driven by the rapid growth in volumes of 

behavioral and transactional data and the high 

competitiveness of the online market, where up to 80% 

of consumers expect personalized offers from brands 

and are willing to share their data to improve service 

quality. The objectives of the work are a systematic 

review of the theoretical foundations of one-to-one 

marketing, an analysis of the scale of CRM and CDP 

platform usage, and an assessment of the economic 

effect of applying algorithmic recommendation systems 

in the photographic equipment segment. The novelty of 

the research lies in the comprehensive combination of 

industry statistics analysis with concrete personalization 

techniques for photographic equipment, including 

differentiated content for novices and professionals. For 

the first time, the author integrates data on the 

multiplicative effect of personalized scenarios—a 288% 

increase in conversion and a 369% rise in average order 

value when interacting with dynamic 

recommendations—with market development forecasts 

for accessories and ROI metrics of email campaigns. The 

main conclusions confirm that the implementation of an 

end-to-end data → model → offer architecture based on 

the CRM + CDP linkage and machine learning not only 

nearly triples purchase likelihood and quadruples 

average order value but also reduces customer 

acquisition costs by up to 50%, while simultaneously 

increasing customer lifetime value and loyalty. 

Successful strategy execution requires the consolidation 

 

https://doi.org/10.37547/tajmei/Volume07Issue06-12
https://doi.org/10.37547/tajmei/Volume07Issue06-12
https://doi.org/10.37547/tajmei/Volume07Issue06-12


116 https://www.theamericanjournals.com/index.php/tajmei The American Journal of Management and Economics Innovations   

of transactional, behavioral, and demographic data, 

continuous A/B testing, and optimization of content 

chains according to consumer experience level. This 

article will be useful for marketers, product managers, 

and e-commerce executives specializing in photographic 

equipment sales.       

Keywords: personalization, marketing communications, 

CRM, CDP, machine learning, e-commerce, 

photographic equipment 

INTRODUCTION 

Personalization has long transcended its auxiliary 

marketing function to become one of the fundamental 

principles of the digital economy: processing large 

volumes of behavioral and transactional data enables 

companies to anticipate customer requests and 

formulate targeted offers even before the individual 

becomes aware of their own need. In 2024, 

approximately 80% of shoppers worldwide stated that 

they are comfortable receiving personalized offers, and 

an equally high proportion expect brands to actively use 

their data to enhance the interaction experience 

(Abraham et al., 2024). In conditions of total trade 

online, such a demand becomes not an option but a 

basic norm: the user compares any digital interaction 

with the best experience they have ever had and 

immediately switches to a competitor if expectations 

are not met. 

From an economic standpoint, personalization has 

proven its ability not merely to decorate 

communications but to directly increase revenue. The 

effect becomes multiplicative: the more data is 

processed in real time and the wider the channel 

coverage, the higher not only the conversion rate but 

also marketing efficiency, acquisition costs fall, while 

customer lifetime value grows. 

Marketers recognize this: 89% of commercial 

department leaders in a global 2024 survey 

acknowledged personalization as critically important for 

business success over the next three years, citing 

customer retention and loyalty enhancement, rather 

than sales growth, as the main driver (Segment, 2024). 

Thus, personalized marketing transforms into a strategic 

discipline that requires investment in data 

infrastructure, algorithmic recommendation models, 

and omnichannel contact management. 

Materials and Methodology 

The study of personalized marketing communications in 

the photographic equipment trade is based on the 

analysis of 15 key sources, including academic articles, 

industry reports, and statistical reviews. The theoretical 

foundation comprises the classical tenets of one-to-one 

marketing (Peppers & Rogers, 1995) and contemporary 

studies on personalization effectiveness, which 

demonstrate a high level of consumer readiness for 

tailored offers (Abraham et al., 2024) and the 

multiplicative revenue effect of personalized scenarios 

(Arora, 2021). An important supplement consists of data 

on the perception of personalization by commercial 

department leaders—89% consider it critically 

important for audience retention and loyalty growth 

(Segment, 2024). 

Empirical indicators of behavioral and transactional 

analytics usage were drawn from industry reports: 57% 

of e-commerce retailers already employ behavioral 

analytics as their main source of recommendations, and 

86% of B2B companies utilize CRM data for 

personalization (Muhammad, 2025). Technological base 

development forecasts—the market sizes for CRM 

(Grand View Research, 2024), CDP (CDP, 2023), and 

recommendation engines (Industry ARC, 2024)—

provided insight into the current scalability of tools. 

Communication channel effectiveness was analyzed 

based on open and conversion rates of email campaigns 

(American Marketing Association, 2024), push-

notification opt-in rates by industry (Dogtiev, 2024), and 

lift metrics for personalized recommendations (Serrano, 

2023). Email campaign profitability was supplemented 

by data indicating an average return of $36 for every 

dollar invested (Taheer, 2025). 

Methodologically, the research comprises four 

complementary stages. The first is a systematic review 

of literature and reports, comparing theoretical 

approaches to personalization based on heterogeneous 

data sources (CRM, CDP, ML engines) and key principles 

of one-to-one, relevance, and context. The second is a 

content analysis of secondary statistical data: 

aggregation of conversion, average order value, opt-in, 

and ROI metrics from published studies and reports. The 

third is a comparative analysis of the technology stack, 

including an assessment of the CRM + CDP linkage 

(Grand View Research, 2024; CDP, 2023) and 
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recommendation engines (Industry ARC, 2024) on the 

ability to form omnichannel personalized scenarios. The 

fourth is an analysis of industry cases and practices of 

dynamic recommendation blocks on websites and in 

mailings, illustrating how algorithmic solutions increase 

click-through rates and boost average order value 

(American Marketing Association, 2024; Dogtiev, 2024). 

RESULTS AND DISCUSSION 

Personalized marketing is defined as a company’s ability 

to modify the content and form of communication with 

each customer based on the aggregate information 

obtained from their past actions, current context, and 

explicitly provided preferences. The classic definition is 

attributed to Don Peppers and Martha Rogers, according 

to whom one-to-one marketing entails the willingness to 

adapt one’s behavior to a particular buyer based on 

what he has told about himself and what the firm knows 

from other sources (Peppers & Rogers, 1995). 

Contemporary authors complement this with an 

emphasis on digital infrastructure: personalization is 

only possible when disparate customer data are 

integrated into a single model capable of generating 

individual messages and offers in real time, 

distinguishing it from traditional segmentation, which 

targets groups rather than persons. 

The concept rests on three complementary principles. 

The first is one-to-one—that is, striving for an individual 

dialogue instead of mass-sending identical messages. 

The second is relevance: any brand activity must deliver 

value to the customer at the moment of contact and 

correspond to their current goals; otherwise, the 

communication is perceived as noise. The third is 

context, which implies accounting for the channel, 

timing, device, and even the emotional state of the user; 

it is precisely context that makes a relevant offer timely. 

Adherence to these principles not only increases click-

through rates and average order value, but according to 

McKinsey’s estimates, companies in the top quartile of 

personalization maturity generate up to 40% of their 

total revenue through personalized scenarios alone, 

while laggards forgo billions in potential (Arora, 2021). 

The foundation of personalization is data, and the 

sources of this data have expanded significantly with the 

development of digital channels. Behavioral data 

records every user action: product page views, time on 

page, and sequence of clicks. Transactional data reflects 

actual purchases, returns, and order frequency, enabling 

forecasts of customer lifetime value. Demographic and 

technographic data (age, place of residence, device 

type) add a static slice that is useful when behavioral 

history is limited. Studies show that 57% of e-commerce 

retailers already use behavioral analytics as their 

primary source of personalized recommendations, and 

86% of all B2B companies employ some form of 

marketing personalization, relying primarily on CRM 

transactional logs (Muhammad, 2025). At the same 

time, more than 70% of American online retailers 

consider further development of AI-driven 

personalization a critical factor for competitiveness in 

2024–2025 (Perkins, 2024). 

The combination of a clear definition, the principles of 

one-to-one, relevance, and context, and a multilayered 

data set forms the methodological foundation to which, 

in the following sections, technological tools and applied 

models of personalized communications will be tied. 

The technological framework of personalization is built 

around two complementary loops: the customer data 

repository and its activation engine. CRM systems serve 

as the long-term notebook where all transactions and 

interactions are recorded; by 2024, the global CRM 

market was valued at USD 73.4 billion and is forecast to 

grow to USD 163.2 billion by 2030, corresponding to a 

compound annual growth rate (CAGR) of 14.6%, as 

shown in Figure 1 (Grand View Research, 2024).  
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Fig. 1. Customer Relationship Management Market Size (Grand View Research, 2024) 

Already today, approximately 80% of companies use 

CRM for operational sales reporting and deal-cycle 

automation, making it a cornerstone for subsequent 

personalization (Grand View Research, 2024). However, 

CRM alone is insufficient: it stores what the customer 

has done but does not fully capture what they reveal 

about themselves through their digital behavior. This 

gap is filled by Customer Data Platforms (CDPs), which 

aggregate clicks, views, and offline signals into a unified 

behavioral timeline. The CDP market, according to The 

Business Research Company, will reach USD 7.39 billion 

by the end of 2025 and maintain a CAGR of 

approximately 29% through 2029 (CDP, 2023). The CRM 

+ CDP linkage enables companies to store both purchase 

facts and intentions, thereby calculating the true 

probability of the customer’s next step and triggering 

personalized responses in real time. 

The second technological line is machine learning, which 

transforms raw data into pinpoint recommendations. 

Collaborative filtering algorithms, gradient boosting, 

and increasingly deep neural networks generate a 

ranked list of next best actions. Industry estimates 

confirm the scale of the economic effect: the global 

market for recommendation engines will grow from USD 

1.14 billion in 2018 to approximately USD 12 billion by 

2025, demonstrating a CAGR of over 30% (Industry ARC, 

2024). Technologically, this is achieved through 

continuous model retraining on event streams from the 

CDP and subsequent delivery of results to 

communication channels. 

Content delivery channels constitute the third layer of 

the stack, and it is here that end-user response is 

measured. In email newsletters, personalization yields a 

measurable increase: messages with tailored content 

are opened 26% more often and can boost campaign 

revenue by up to 20% (American Marketing Association, 

2024). Push notifications show lower absolute figures, 

but their effectiveness grows through contextual 

targeting: consent to receive push notifications in the 

High segment exceeds 90%, whereas in the Low 

segment it ranges from 38% (medical and fitness) to 78% 

(education) (Dogtiev, 2024), as shown in Figure 2.  
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Fig. 2. Comparative Analysis of Voluntary Opt-In Rates for Android Push Notifications Across Industry Verticals 

(Dogtiev, 2024) 

Meanwhile, the website remains the core of the 

customer journey: dynamic recommendation blocks, 

generated by ML models, are injected by the server or 

via client SDKs at page load, simultaneously updating e-

mail and mobile push scenarios. The integration of all 

three layers—CRM/CDP, algorithms, and channels—

creates a closed loop: data → model → personalized 

message → new behavior, which returns a fresh set of 

facts into the system and improves the accuracy of the 

subsequent iteration. 

Investments in the aforementioned personalization 

stack yield measurable financial effects for retailers 

already in the first iteration. The initial tangible results 

are increases in conversion rate and average order 

value. When a visitor interacts at least once with a 

personalized recommendation, the likelihood of 

purchase rises by 288%, and the average order value in 

such sessions exceeds the baseline by 369% (Serrano, 

2023). Large-scale panels confirm this effect: even at 

moderate personalization maturity, companies 

generate an additional 10–15% of total revenue through 

higher precision in product selection and dynamic 

pricing (Arora, 2021), as shown in Figure 3. 
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Fig. 3. Relationship between Company Archetype, Customer-Relationship Strength, and Percentage of Revenue 

Attributable to Personalization (Arora, 2021) 

The long-term payoff manifests in increased customer 

lifetime value. Higher repurchase frequency and 

reduced churn directly support strategic metrics of CLV 

and retention. Finally, personalization optimizes the 

marketing budget itself. According to McKinsey, 

pinpointed offers can reduce customer acquisition costs 

by up to 50% while simultaneously increasing marketing 

ROI by 10–30% through more precise allocation of 

promotional investments (McKinsey & Company, 2023). 

Thus, personalized communications not only accelerate 

sales growth but also render that growth economically 

sustainable, freeing resources for further scaling of data 

and algorithms. 

The implementation of a personalized marketing 

strategy begins with meticulous data collection and 

consolidation. At this stage, companies must integrate 

information from all available sources: CRM systems, 

social media, web analytics, and other customer 

touchpoints. Crucial to this process is creating a unified 

data-processing platform that aggregates transactional 

and behavioral data and supplements it with 

demographic information. This ensures a 

comprehensive view of the customer, enabling the 

construction of more accurate and effective 

personalized offers. 

The next stage involves segmentation and persona 

creation. Segmentation is based on analysis of the 

collected data, dividing customers into groups according 

to their interests, behavioral patterns, pricing 

preferences, and other factors. From these data, 

personas are formed—archetypal profiles of typical 

representatives of each group—allowing for the 

development of more precise marketing strategies for 

each category. For example, customers inclined to 

purchase high-end photographic equipment may be 

offered premium products and accessories, whereas 

novices might be presented with entry-level models 

accompanied by educational materials. The application 

of personalized approaches in segmentation helps to 

enhance the relevance of offers and accelerate purchase 

decisions. 

After persona development, a content matrix and 

communication sequences must be devised to provide 

customers with a consistent brand experience. The 

content matrix is structured to address the interests and 

needs of each persona at different stages of their 

journey—from initial product discovery to post-

purchase support. Each persona is assigned specific 

channels and types of communication, such as 

personalized email campaigns, push notifications, or 

dynamic website banners. Each message must be 

adapted to the customer’s current context, prior 
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interactions, and present needs. 

An integral component of personalized strategy 

implementation is A/B testing and continuous 

optimization. To determine which communication 

elements perform best, experiments must be conducted 

comparing various offer variants, content formats, and 

channels. A/B testing not only identifies the most 

effective approaches but also enables real-time strategy 

adjustments. This is particularly important given rapidly 

evolving user preferences and the constant emergence 

of new technologies. Continuous optimization involves 

regular analysis of collected data, review of 

performance metrics, and strategy refinement based on 

the results obtained, thereby achieving maximal 

effectiveness of personalized communications. 

The high technical variability of photographic equipment 

makes personalization especially productive: a single 

camera purchase is rarely the end of the cycle, as the 

user gradually builds an ecosystem of lenses, memory 

cards, and accessories. Hence, each interaction with the 

retailer presents an opportunity to identify a need and 

propose the next best action. Practice shows that 

leading companies actively employing recommendation 

engines derive a large proportion of their total online 

revenue from personalized offers, whereas customers 

who do not see such recommendations defect to 

competitors significantly more often. At the product-

detail level, this is manifested in dynamic blocks: for a 

mirrorless camera body, the algorithm automatically 

selects a compatible lens, suggests a branded battery, 

and recommends a memory card of the required speed 

class, thus alleviating the purchaser’s technical stress 

and simultaneously increasing the average order value. 

The effectiveness of such selections increases markedly 

when content is tailored to the user’s level of expertise. 

For a novice who is reading articles on basic exposure 

settings and comparing kit lenses for the first time, the 

algorithm will present a comparison of available crop-

sensor models and, in the newsletter, offer a free 

introductory webinar from Nikon School; for a 

professional, the system will display newly released full-

frame cameras with high buffer depths and a suite of 

premium lenses, drawing on their search history and 

frequency of RAW shooting. This differentiated 

approach reduces cognitive load: the user receives 

precisely the amount of information corresponding to 

their competencies and moves to purchase more 

quickly. 

Upon acquisition of the core—the camera—a chain of 

individualized promotions and cross-sell offers is 

activated. The accessories market is projected to grow 

from USD 4.79 billion in 2025 to USD 17.21 billion by 

2034—a more than threefold increase—driven primarily 

by lifestyle content creators and videographers who 

regularly purchase tripods, lighting, microphones, and 

additional memory cards (Precendence Research, 2025). 

For the retailer, this translates into a high probability of 

repeat transactions: if the automated email schedule 

reminds the customer of the need for a high-speed UHS-

II card before a planned shoot, the likelihood of an 

additional purchase rises without direct advertising 

costs. 

An equally valuable closing element is personalized 

educational content. Emails containing a checklist of five 

mistakes when shooting in backlight, push notifications 

about a free master class on working with external 

flashes, and contextual banners reading Unlock LOG-

video mode—view the tutorial not only increase 

engagement but also indirectly stimulate sales of 

advanced accessories. Email campaigns in which content 

and offers are behaviorally driven deliver an average 

return of $36 for every dollar spent, over ten times more 

effective than many paid channels (Taheer, 2025). Thus, 

personalization in the photographic-equipment 

segment is not merely a set of isolated recommended 

products but a coherent end-to-end strategy in which 

recommendations, educational content, and trigger-

based offers work in concert, transforming the 

customer’s complex information search into a smooth 

and profitable journey for both parties. 

CONCLUSION 

As demonstrated by the preceding analysis, 

personalization of marketing communications in the 

photographic-equipment trade has ceased to be an 

optional tactic and has become a system-forming factor 

of commercial effectiveness. By integrating CRM 

systems, CDP platforms, and machine-learning 

algorithms, retailers establish a continuous loop of data 

→ model → individualized offer that adapts in real time 

to each customer’s actions and context. Empirical data 

show that such an architectural solution nearly triples 

purchase likelihood, increases average order value more 
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than fourfold, and simultaneously reduces acquisition 

costs by up to 50%, thereby delivering multiplicative 

revenue growth while improving CLV and retention 

metrics. 

The key theoretical conclusion is the validation of the 

triad of one-to-one communication, relevance, and 

context, which elevates personalization from a segment-

level tactic to individualized dialogue. Practical 

implementation of this triad requires consolidation of 

transactional, behavioral, and demographic data, 

ensuring a holistic customer view and enabling 

generative models to determine the next best action 

with high precision. 

The technological framework—built on the CRM + CDP 

linkage and recommendation engines—has proven 

scalable: the global CRM market has already exceeded 

USD 73 billion, and the CDP segment exhibits a CAGR of 

approximately 29%. Such accelerated development of 

data infrastructure makes omnichannel activation of 

personalized scenarios possible—from email and push 

notifications to dynamic on-site content—with a unified 

decision-making center based on machine learning. 

The specific characteristics of the photographic 

equipment market amplify the value of personalization. 

The high technical variability of cameras, lenses, and 

accessories creates an extended cycle of 

complementary purchases, where each subsequent 

transaction depends on the appropriateness of the 

previous offer. Differentiating content by experience 

level—from novices to professionals—eliminates 

cognitive barriers to choice, accelerates the purchase 

journey, and fosters a loyal ecosystem in which 

educational materials and cross-sell promotions serve as 

natural growth points. 

Thus, personalized communications in the 

photographic-equipment segment simultaneously fulfill 

three functions: they enhance immediate commercial 

returns, optimize marketing spend, and cultivate long-

term customer loyalty. The results confirm that strategic 

investment in data infrastructure, algorithmic models, 

and continuous A/B testing processes is a prerequisite 

for retailer competitiveness in 2025–2030. 

Personalization is no longer optional but the core of a 

digital strategy, transforming the complex customer 

journey into a predictable and economically efficient 

cycle of mutual value for both company and client. 
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