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Abstract. In today’s business world, fundamentally changed by the boom of
social media, the strategic handling of private domain traffic and executing pre-
cise marketing have become important elements for firms’ competitive ad-
vantage. This is about the disconnect between these two major marketing activ-
ities. It investigates the tremendous challenges firms face, involving fragmented
strategies on private domain growth, user operation, and precise marketing ex-
ecution, leading to issues like fuzzy user images, slow customer communica-
tion, and broken conversion pipelines. By combining user behaviour analysis
theory, data mining theory, and the innovative marketing model, this paper dis-
cusses the inherent logic and mutual promotion of combining private domain
operation with precise marketing. The main proposition builds a collaborative
model based on three pillars: improving the complete user-tagging system, op-
timizing the content distribution mechanism, constructing a closed-loop omni-
channel data ecosystem. The implementation of this integrated strategy aims to
achieve a deep integration of private domain traffic development and precise
marketing execution. For companies, it is expected that customer acquisition
costs will be drastically reduced, user involvement and loyalty will see a signif-
icant boost, and conversion rates will greatly improve. Overall, this paper offers
both a solid theoretical and operational manual for organizations trying to
achieve ongoing progress and long-term competitive advantage within the ev-
er-changing social media environment.

Keywords: Private Domain Traffic, Precision Marketing, Social Media, Col-
laborative Strategy, User Engagement, Data-driven Marketing.

1 Introduction

The rise and proliferation of social media without a doubt have transformed the mar-
keting atmosphere for businesses and has required a change from traditional, broad ads
to those that are much closer and data driven. In such an ecosystem, enterprises have to
cope with the twofold task of drawing and maintaining customers’ attention in a satu-
rated digital environment. It gives rise to two critical strategic imperatives: private
domain traffic operation and precision marketing. Private domain traffic means cus-

© The Author(s) 2025

A. Senadjki et al. (eds.), Proceedings of the 2025 7th International Conference on Economic Management and
Cultural Industry (ICEMCI 2025), Advances in Economics, Business and Management Research 354,
https://doi.org/10.2991/978-94-6463-888-2_85


mailto:2595923598@qq.com
https://doi.org/10.2991/978-94-6463-888-2_85
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6463-888-2_85&domain=pdf

868 J. Chen

tomer assets that a business can easily and repeatedly reach for free [1], like followers
in a branded social media group or newsletter subscribers or loyalty club members.
Precision marketing is, by contrast, using data to reach out with personalized, very
relevant marketing messages to small groups of particular prospects. The two strategies
are seen as potentially viable, but tend to be used separately, which means there is a
substantial strategic deficit [2]. This research is conducted under the concept that it
takes the cooperation between the private domain traffic operation and precision
marketing in order to use them properly [3]. This piece of research mainly holds the
importance in that it tries to bridge the gap of operational divide, provide an overall
framework for companies to turn passively gathered crowds into actively participating
and valuable customers and help them be more competitive in general. The overarching
goal would be constructing and testing the combined model of the two functions. To do
this the study uses a variety of approaches, starting off by reviewing all the available
data and research on the private domain theory and development of precision market-
ing. This will then be followed by analyzing the current market to identify existing
issues and inefficiencies. The core content of the work is the construction of a detailed
collaborative framework, and at the same time, seeking related empowering technolo-
gies to implement ways as well. In conclusion, a case study analysis to present the
success of the model in the real world, concluding with practical insights and sugges-
tions for further scholarly research.

2 Theoretical Basis and Literature Review

A robust collaborative strategy requires a solid theoretical foundation. The core theory
of private domain traffic operation comes from CRM (Customer Relationship Man-
agement) and asset management, regarding an audience like a long-term corporate
asset rather than a transient one. Unlike public domain traffic that usually comes from
big platform search engine ads or social media feeds, it’s high cost but consistent and
predictable — private domain traffic is “own” and therefore has direct and complete
access that costs nothing. This framework emphasizes there needs to be a particular
area for very deep interactions, creating a very close connection to the brand, even
closer than just buying and selling things. Private domain is realized by continuous
engagement that turns followers into advocates [4]. Simultaneously, precision mar-
keting is more developed than it was in its very basic demographic segmentations of old
[5]. Modern precision marketing is a data intensive field that uses advanced analytics to
accurately understand and predict consumer behavior. Its research progresses with its
usage of machine learning algorithms for the purpose of doing the task of predictive
model making, natural language processing for sentiment analysis and dynamic seg-
mentation that keeps changing depending on what the users do. The core principle of
precision marketing is to deliver the right message to the proper person through the
correct channel at the right time, making the marketing highly relevant and reducing
marketing waste. Theoretical basis for a collaborative strategy comes from the natural
fit of these two domains. Private domains act the best storage place for loads of first
party data and precision marketing gives the analytical engine that’ll subject this in-
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formation to a good testing through personalized contacts. Synergy theories claim that
it is possible for the combined output of two linked systems to be much more than
simply their individual parts added together. In this context, the private domain is the
“who” and “where” (the audiences and the channel), and the precision marketing is the
“what” and “when” (personalized content and timing), and together create a powerful
cycle of engagement and learning.

3 Current Circumstances and Problems

Social media is generally accepted as a key marketing channel, however, there con-
tinues to be a fragmented and ineffective strategy by many enterprises. Right now,
companies often have a siloed internal structure where the internal team responsible for
growing their social media following (private domain acquisition) is cut off from the
team responsible for their advertising/promotions (the precision marketing execs). This
operation division is the cause of many contradictions and inefficiencies. Take a
company for example, it could pour a lot of effort into creating content to amass
thousands of followers on its IG page or WeChat OA, thus establishing a large private
domain. However, these followers usually tend to be seen as one group and get a
standard, same-for-everybody communication. Meanwhile the precision marketing
team may be buying ads on the exact same platforms but going after larger demo-
graphically defined slices because they don't have the fine grained behavioral and
interactional data being generated within the companies own private domain. This is a
fundamental contradiction, the enterprise has abundant sources of first-party data, but
does not use it for precise targeting and instead relies on inefficient, more expensive
third-party data and public domain advertising. This cannot work together well, so
there is a very severe problem with efficiency. The most severe limit is that we can't
have a completely clear 360-degree view of customers. User profiles are still too vague
and insufficiently filled in to be personal. As a result, outreach efficiency is low;
messages fail to resonate, leading to poor engagement rates, high unsubscribe rates, and
audience fatigue. Consequently, the conversion funnel becomes disjointed and leaky,
with a significant drop-off between the initial stage of audience acquisition and the
final stage of purchase or loyalty, ultimately hindering the enterprise's ability to achieve
sustainable growth.

4 Construction of Collaborative Strategy

To address those issues, we have to make a proper collaborative strategy that can put
deep integration of data, content and marketing activities in the middle of it.

4.1 Incorporation of User Profiles According to Data

Any good collaboration strategy begins by creating a single, unified data-supported
user picture. This goes deeper than just demographics; it gives us the whole picture of
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each and every customer. It requires the integration of data from all customer journey
points systematically. Explicit data like purchase history from e-commerce platforms
and the info given in registration form, behavioral data like website browse patterns,
app usage, likes, shares, comments on social media for content interactions, and
transactional data from both online and offline store. To make use of all these various
information about end customers, by bundling all disparate data sources in one place —
like a Customer Data Platform: CDP — an organization could build out a rich and live
tagging system on users. This system would have all different layers of tags, ranging
from static demographics all the way through dynamic behaviors, all the way through
to predictive labels like “high value customer”, “at risk of churning”, “potential brand
advocate”, and so on. As detailed in Table 1 we get the full integration view to be able
to do an audience segmentation at any level of granularity, and that is the foundation of
personalization and precision marketing within the private domain. It turns the user
from an anonymous follower to a clear individual so the company can predict their
needs and personalize its interactions.

Table 1. Integration of user profile dimensions.

Data Source

Category Specific Data Points Example of Derived Tag

CRM & Purchase History, Order Frequency, High-Value Customer, Loyal Cus-
E-commerce  Average Order Value, Last Purchase Date tomer, One-Time Buyer

Social Media Likes, Shares, Comments, Follows, Di- Brand Advocate, Engaged Follower,
Platforms rect Messages, Poll Votes Content Preference: Video

Website & App Pages Viewed, Time on Site, Products  Interested in: Product X, Price Sen-

Behavior Clicked, Cart Abandonment sitive, Abandoned Cart
Customer Inquiry Type, Complaint History, Feed- Positive Sentiment, Requires Fol-
Service back Score, Communication Channel low-up, Prefers Chat Support

4.2  Content Distributed Correctly and Scenario-Based Outreach

An integrated user profile allows enterprises to move away from broadcasting com-
munication and toward scenario-based outreach. This ensures that the right info,
messages, products are delivered for each person based on who they are (tags, actions,
where they are in your relationship with them). Instead of sending a generic promo-
tional e-mail to the whole private domain, the company will be able to create and
automate a great number of directed communication flows. For example, the brand
creates an automatic series for new followers that have just entered on your private
domain. This would be messages that will introduce brand history/stories and high-
lights products you're selling. If a customer often browses a certain product category
but doesn't buy anything, we can send them a case study or a tutorial video about the
product. A high value, loyal customer would be aware of new items, special discounts,
or invitations to exclusive events. It makes sure each one of them is on point and gives
something of worth from customer’s point of view, which raises chances of getting
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their attention and changing their minds. Table 2 provides a framework for the con-
tent-user matching, showing the different types of user personas that could be reached
with tailored content via the proper channels. This kind of scenario-based method of
outreach makes customers feel that they're known and valued, turning private space
from just another marketing channel into an area where it’s possible to create real,
one-to-one bonds.

Table 2. Content -User Matching.

User S t o S io-Based Content .
Ser Segimen Key Characteristics cenatio-based -onten Primary Channel
(Persona) Strategy

Welcome series, brand
introduction, core value
proposition.

Automated Direct
Message, Email

Just joined private domain,
New Follower J p .
low interaction history.

Active Frequently visits site/app, Product tutorials, customer Retargeting Ads,
views specific products, no testimonials, targeted re-  App Push Notifica-
Browser . . . .
purchase. minder of viewed items. tion

Post-purchase thanks you,
request for review, tips on  Email, SMS
using the product.

First-Time Made one purchase re-
Buyer cently.

High-Value = Multiple purchases, high  VIP-exclusive offers, early VIP Social Media
Loyal Cus-  AOV, frequent engage- access to new products, Group, Personalized
tomer ment. loyalty rewards. Email

4.3  Closed-Loop Design of Private Domain Traffic Pool and Marketing
Activities

The last bit of the strategic architecture is creating a closed-loop system that continually
improves and refines your marketing activities. It means private domain isn't just a
static list of users, but rather it's a space where launching, measuring, and making
marketing campaigns better happens. It starts with making use of the detailed user
profiles and segmentation, so highly targeted marketing campaigns can be done in the
private domain, like a quick sale for just a certain group of users or a fun competition
with some great content. When users start interacting with the campaign, by clicking on
the links, purchasing products, or leaving their feedback, all of that new information
gets captured and fed back into the central user profile system. And so, this loop adds
new datapoints and behaviors to the user profiles, making future segmenting and tar-
geting even better. As an example, if a user is positively impressed by a discount
promotion, he/she can be tagged as “price-sensitive” for the future. They take part in a
poll on a new product feature and thus their preference is recorded. It makes an ongoing
cycle of going out there, collecting data, and improving the profile, a continually
self-improving marketing engine. This translates to that the company will constantly
increase the value of the private domain traffic pool and that marketing actions will
continuously improve and be more effective, thus creating a sustainable competitive
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advantage by building a comprehensive, data-driven knowledge about the customer
pool.

5 Technological Empowerment & Ways of Put into Practice

The successful undertaking of the suggested collaborative strategy mainly depends on
the use of modern technology to automate operations, analyze data, and oversee
cross-platform interactions.

5.1 Big Data & Al Collaboration Application

At the center of the technology framework are Big Data and Al technologies - to lev-
erage computing power to make sense of the massive and complex datasets produced
by the age of social media. In order to gather and manage all of this user information
from so many touchpoints, Big Data infrastructure will be required. This could include
distributed storage and processing systems such as Hadoop or cloud-based data
warehouses, which can store and process terabytes of user data. This tech solves the
basic issue of the amount of data and how fast it is. Complementing this, Al and the ML
(Machine Learning) algorithms that find out what is actually worth something in the
data. ML models are trained on historical customer data and predicted their CLV
(Customer Lifetime Value), identifying users most at risk to churn, and recommending
next best product to offer are examples as well. Natural Language Processing (NLP) is
an Al subfield that can analyze customer comments, reviews, and service chat logs to
measure sentiment and spot new trends or problems. As shown in Table 3, these
technologies work together to automate the types of complex analysis that simply can’t
be efficiently executed by humans alone, enabling the enterprise to go from reactive to
predictive personalization, and actually make use of the concept of data-driven mar-
keting on a grand scale.

Table 3. Important technologies of a collaborative marketing platform.

Technology Core Function Application in Collaborative Strategy
Big Data (e.g., Ha- Store & Process Vast Aggregates user data from all channels (social,
doop, Spark) Datasets web, CRM, offline) into a single data lake.

Artificial Intelligence Powers predictive segmentation, product rec-

Pattern Recognition

(AI) / Machine Learn- . ommendations, churn prediction, and customer
) & Prediction o .
ing (ML) lifetime value scoring.

Anal text fi ial medi t
Natural Language Understand Human natyzes text from social media comments,

reviews, and support chats for sentiment anal-

P ing (NLP L . . .
rocessing ( ) anguage ysis and topic extraction.

. Integrates all data sources to create a persistent,
Customer Data Plat-  Unified Customer & P

form (CDP) Profile Creation single view of the customer, serving as the

system of record.
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5.2  Marketing Automation Tool Adoption Ideas

While Big Data and Al provide the brainpower, marketing automation tools give the
operational capacity for running the collaborative strategy. As for orchestration and
automation of complex marketing workflows over a variety of channels these platforms
such as HubSpot, Marketo, or Salesforce Marketing Cloud were intended. One main
way of deployment would be using this tool for the scenario-based outreach models
which we talked about before. That is to say, setting up these “triggers” and “actions”.
A possible trigger is when a customer leaves their stuff behind in the online shopping
cart. The marketing automation platform would immediately pick up this event and
automatically initiate a predefined workflow — an alert email one hour from now, then a
push notification a day later should the purchase still be incomplete and a small dis-
count offer included with it. The results of these automated actions are then monitored
and logged back into with the user’s profile. As shown in the Sample Workflow in
Table 4, automation at this level would be capable of managing several thousand
customized journeys for customers. This would allow for timely and relevant interac-
tions without needing a large marketing team. Deploying these tools strategically is key
if the framework’s precision marketing element is to scale up, which would free up the
human marketers to get back to doing the high-level strategic tasks, creative work, and
analysis of performance.

Table 4. Deployment of a marketing automation workflow example.

Workflow Step 1 Action Step 2 Action (Time:

Tri Data Feedback L
Name rgget (Time: +1 Hour) +24 Hours) ata Feceback Loop

User adds item Send automated

. . If hase, send T fil
Cart Aban-  to cart but does email: "Did you 1o purchase, sen ag USST profre as

app push notification Responded to Dis-

donment not complete  forget something?" . .
P o . & . 87 wWith a 5% discount count, update Last
Recovery checkout within with a link to the k
code. Interaction date.
1 hour. cart.
Send automated Day 2: Send link to .
User follows . Y Tag user profile with
New Follow- direct message: most popular blog

brand on pri-
mary social
media channel.

Interest: [Poll Re-
sponse], track
click-through rates.

er Onboard-
ing

"Welcome! Here's post. Day 5: Send a
what our brand is  poll to ask about
about." their interests.

5.3  Cross Platform Data Integration and Management

Breaking down data silos via effective cross-platform data integration and management
is a prerequisite condition for this entire strategy. In an ordinary firm, client data is
scattered all over numerous systems that do not talk to each other — the e-commerce
platform, the social media management systems, the email marketing service, the
customer support software, and the offline point-of-sale systems. A CDP is a central
technology designed to solve exactly this problem: The main goal is to take all this
disparate data from various sources and collect it, clean it up, deduplicate, and then put
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it all back together to create a single, unified, and persistent profile of the customer.
This unified profile, accessible via other marketing systems, becomes the one true
source for any customer information. Thus, the implementation of a CDP is also a
pathway for closing the data loop. And it allows a smooth transfer of information -
imagine you’re having a conversation on a social media post, which could automati-
cally start a certain email workflow based on that, and the outcome of the email updates
your user profile, which could make your next visit on the company’s website more
personal. Without this hub for data integration, efforts at collaborative strategy will
lack the necessary complete and consistent customer data making true personalization
impossible and maintaining the operational silos a collaborative strategy aims to
eliminate.

6 Case Study Analysis

Now we need to show how this collaboration takes place and just what benefits such a
strategy can be expected to provide. So, to demonstrate this, I create a scenario with a
fictional midsize company to go over all of this.

6.1 A Typical Enterprise’S Collaborative Operation Practice

Let's take “LuxeGlow Cosmetics” which is mid-sized and specializes in skincare
products. Firstly, LuxeGlow met some common marketing problems: They have a large
number of followers on Instagram and a large number of email lists, but they have very
low engagement and conversion rates. Their social media team was all about getting
followers and their e-commerce team was only sending out generic weekly promotions
to everyone on the email list. These two functions had operated in complete isolation.
To do this, LuxeGlow used a collaborative strategy. First, they set up a CDP linking
their Shopify store, Instagram page, Mailchimp, and Zendesk customer service plat-
form. This integration creates unified user profiles. And also, can see that revealed that
some Instagram follower were past customers who was a past customer of an anti-aging
serum and recently visited a page for a new eye cream. According to these combined
data, they formed a number of important customer clusters, for example “Ac-
ne-prone/oily skin”, “Focusing on anti-aging”, and “Lover of vegan products”. Then
the company shifted its strategy from generic posts to specific, situation-centric out-
reach. The “Acne-Prone” people got Instagram content about non-comedogenic things
and were shown ads for their clarifying cleanser. “Anti-Aging Focus” got emails that
had science facts about their new eye cream and testimonials from long-term users who
used it. Those targeted campaigns were run on a marketing automation platform, which
was then tied to the CDP to form what was essentially a closed loop where each cam-
paign’s results improved the user profile further.
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6.2  Success Experiences and Models Summary

The results of LuxeGlow’s strategic shift were considerable and the collaborative
model was proven effective. Within six months, they noted that there was a 40% in-
crease in their engagement rate or likes and comments per follower on their targeted
Instagram posts. Their email click-through rate increased by more than doubled on
segmented campaigns compared to their previous generic newsletters. The most im-
portant thing is that they have an overall increase in online conversion of 22%, and the
average order value of repeat customers also increased by 15% compared to before, due
to better cross-selling and up-selling. The successful experience of LuxeGlow brings
many generalizable conclusions and replicable models. First, it was clear that a central
data platform is an essential foundational technology for breaking down silos. Without
a single point of truth on the customer, there can be no true collaboration. Second, the
power was far more effective when utilizing a deep segmentation that is centered on
blending behavior & data of transactions rather than just relying solely on demographic
segmentation. And it can feel genuinely helpful, instead of overreaching. Third, the
establishment of a closed loop system with feedback, as a result of the campaign re-
sults, which enriches the customer profile is what makes it sustainable and
self-improving. Like this model:

Data Unification-Deep Segmentation-Personalized Outreach-Measurement & Re-
finement. This cycle shows that private domain operation and precision marketing
aren't separate functions but are the two integral parts of a unified customer engage-
ment engine.

7 Conclusion and Prospects

This research has studied the important need of collaborative strategy to make the
private domain traffic operation match the precision marketing in the social media age.

7.1  Research result and practical use

The most striking thing about this research is the current prevailing practice of man-
aging private domains, which does precision marketing, and has very vague user pro-
files and very little user engagement and broken conversion funnels. The main con-
tribution of this paper is creating a complete, tech-enabled collaborative framework
designed to address these problems. We take advantage of ideas of integrating users’
information together to make unified data profiles, and using these profiles for accu-
rate, scene-specific content distribution and creating a closed loop that will improve
upon a set of marketing efforts. It is of considerable practical significance to enter-
prises. With such cooperation, companies would shift from being just a repository of
passive people to a part of actively helping build links with clients. And it leads to real
benefits like significantly lower-cost customer acquisition by making the most out of
their owned media, better user stickiness and loyalty from personalized and relevant
messages, and, at the end of the day, higher customer conversion and lifetime value too.
At its most basic, this study helps businesses stop growing like a bunch of followers and
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start building a growth engine around what is real and true about their customers,
supported by data.

7.2 Future research direction and improvement suggestions

And while this paper has produced a strong framework, the ever-changing landscape of
digital marketing provides many ways for future research and refinement. First, future
studies can examine how the application and adaptation are done in other industries.
The exact data points, user groups, and content approaches that are effective for an
operating in the B2C cosmetics sector will probably vary greatly from those that would
be necessary for a B2B software company or a financial service enterprise. Compara-
tive studies can get useful industry-specific knowledge. Second, companies are gath-
ering more specific information, and the ethics of data privacy, ethics, and usage norms
become increasingly critical. Future work should examine the line between effective
personalization and overbearing surveillance, exploring effective strategies for main-
taining transparency and getting permission from users within the private domain
model. Third, the new forms of technology are also worth warrant exploration. The rise
of the metaverse, the growing complexity of conversational Al (chatbots), and the
possibility of decentralized identity technologies, all present fresh chances and diffi-
culties for private domain operation and precise marketing. Investigating their inte-
gration into the collaborative strategy will be an important aspect of future research, so
as to keep the model relevant and adaptable for the ever-changing digital world.
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