
Until very recently, traditional marketing relied on
sending similar messages to a wide audience. This
seems too old-fashioned now. A customer browsing
the Internet can open an app and see a jacket that suits
her perfectly and is made in her favourite colour, long
before she is even ready to buy one. A streaming site
suggests a documentary that ties in with a feeling she’s
not even able to articulate yet. This is where hyper-
personalization comes in. In other words, the marketers
are now using vast amounts of behavioural,
transactional, and contextual information in order to
predict customers’ desires even before they understand
them themselves. Today, knowing a person’s name and
birthday is insufficient; a marketer’s knowledge of a
customer’s behaviours, emotion, and needs has reached
an entirely new level.

Hyper-personalization leverages the combination of
machine learning, artificial intelligence, as well as
insatiable urge for information. Information gathered from
every click, scroll, moment of inaction, and abandoned
shopping cart is used to enhance this constantly changing
model. The machine that is driving hyper-personalization
can create an extensive representation of an individual even
before he/she has made up his/her mind to buy anything by
evaluating a user's geographical history, checking voice
commands, and monitoring his/her social media activity.
Exemplary usage of the principle was created by companies
like Netflix and Amazon that turned recommendation
systems into core of their businesses rather than mere
elements of convenience. Nowadays, banks utilize hyper-
personalization to steer their customers to the products, and
fitness applications develop specific exercises based on
one’s sleeping patterns.  
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The outcome of all the processes results in getting
personalized information that does not feel like advertising
but more like chatting with someone who knows them
extremely well. However, the issue arises due to the fact
that many people feel insecure when this information goes
beyond the limits. Today, customers realize that they are not
simply being guided toward products; their behaviour is
being analysed to influence those choices
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The technology of hyper-personalization is here to stay,
as it is too powerful becoming one of the business
drivers. The more important question to ask is not how
much information companies can glean about their
customers, but how responsibly they can use it. The
marketing of the future will likely belong to companies
that view personal data as borrowed rather than
belonging to them, and that keep in mind that while
relevance matters, it can also turn into intrusion. In
times when machines can understand people's
preferences before they speak about them, the real
advantage may be not in knowing customers better than
they know themselves but in being worthy of this
information.
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Advertising, an industry predominantly reliant upon
attention, is currently grappling with a more nuanced
conundrum, regarding whether the degree of hyper
personalisation is excessive. Brands must now weigh
not just relevance but restraint as a message or
advertisement appearing uncannily accurate, but too
early, begins to feel invasive, rather than helpful. Every
scroll, pause, search and click, leaves behind small
signals of consumer intent, even when they do not
consciously choose to share this information. What
makes it different from conventional methods of
targeted advertising is the depth and speed with which it
works. By the time a consumer's behavioural pattern has
been studied, they've often already made the decision
without conscious awareness.

 

 

Rebuilding a healthy relationship with personalised marketing
will require far more than opt-out settings, though tools such
as transparent data dashboards and consent-based targeting
should be a necessary starting point. Regulators must delineate
clearer boundaries for inference while also allowing for
beneficial uses of inference such as accessibility features and
genuinely helpful recommendations. Companies must be
willing to both reveal and allow contestation of what data is
being inferred and public awareness will be critical in ensuring
consumers have the literacy to know when a "coincidence" is
actually a prediction engineered through months of
observation. A reversal of consumer autonomy is not an
inevitability, but it will require a concerted effort from
technologists, regulators and the public at large to ensure
personal data is perceived as borrowed and not owned. Only
then can marketing be reframed as a service to consumers, and
not a reflection of the decisions they have yet to make
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The Intimacy of Prediction

The Anatomy of an Engineered Choice
The latent threat isn't the prediction of behaviour, but it's the
lies in the unawareness of being profiling - Every digit click
leaves a trace, that is longer than most people assumed. This
asymmetry, often described as a data power imbalance,
allows companies to act on intimate behavioural signals like
hesitation, scroll patterns, late-night browsing and, emotional
spikes while the individual remains unaware such signals
were even collected. Vulnerable groups are susceptible:
people going through a breakup have been served content
engineered around loneliness, a person with an on-going
health issue discovering a potential diagnosis causing
emotional and psychological distress and sometimes real
harm to family relationships and people recovering from
financial hardship have found themselves targeted with high-
interest credit offers timed to moments of stress

Restoring the Sovereignty of Choice

Three weeks in to a breakup that you haven't told anyone
about, content alluding to it will suddenly start showing
up in your Instagram feed. And you are just sitting there,
contemplating if this is even possible? For a while
personalisation felt like an amenity - A curation that fits
your preferences, an ad that mirrors your circumstances,
making the consumer feel understood in a market where
being understood has become a rare privilege. This
feeling of reassurance is quickly replaced with
something else, something eerie when the Artificial
Intelligence begins to forecast the perceptions,
behavioural tendencies, and moods of consumers before
they can consciously articulate them to themselves. This
practice, known as hyper personalisation, goes beyond
recommendations or targeted ads, and has infiltrated
various sectors from finance to healthcare, and even
grief with the underlying thread that the customer retains
autonomy. But as it starts to become more invisible and
powerful, we are forced to confront an uncomfortable
question - if a machine can predict your next decision
before you've made it, whose decision is it really?


	THE STUDENT’S PRESS
	MONTHLY  MANAGEMENT E-RELEASE
	SEPTEMBER’26
	When Marketing Knows You Better Than You Know Yourself.
	The Age of Anticipatory Marketing
	How Algorithms Learn to Finish Your Sentences

	Earning the Right to Know So Much
	Advertising, an industry predominantly reliant upon attention, is currently grappling with a more nuanced conundrum, regarding whether the degree of hyper personalisation is excessive. Brands must now weigh not just relevance but restraint as a message or advertisement appearing uncannily accurate, but too early, begins to feel invasive, rather than helpful. Every scroll, pause, search and click, leaves behind small signals of consumer intent, even when they do not consciously choose to share this information. What makes it different from conventional methods of targeted advertising is the depth and speed with which it works. By the time a consumer's behavioural pattern has been studied, they've often already made the decision without conscious awareness.



	The Intimacy of Prediction
	Three weeks in to a breakup that you haven't told anyone about, content alluding to it will suddenly start showing up in your Instagram feed. And you are just sitting there, contemplating if this is even possible? For a while personalisation felt like an amenity - A curation that fits your preferences, an ad that mirrors your circumstances, making the consumer feel understood in a market where being understood has become a rare privilege. This feeling of reassurance is quickly replaced with something else, something eerie when the Artificial Intelligence begins to forecast the perceptions, behavioural tendencies, and moods of consumers before they can consciously articulate them to themselves. This practice, known as hyper personalisation, goes beyond recommendations or targeted ads, and has infiltrated various sectors from finance to healthcare, and even grief with the underlying thread that the customer retains autonomy. But as it starts to become more invisible and powerful, we are forced to confront an uncomfortable question - if a machine can predict your next decision before you've made it, whose decision is it really?
	Restoring the Sovereignty of Choice
	The Anatomy of an Engineered Choice
	Rebuilding a healthy relationship with personalised marketing will require far more than opt-out settings, though tools such as transparent data dashboards and consent-based targeting should be a necessary starting point. Regulators must delineate clearer boundaries for inference while also allowing for beneficial uses of inference such as accessibility features and genuinely helpful recommendations. Companies must be willing to both reveal and allow contestation of what data is being inferred and public awareness will be critical in ensuring consumers have the literacy to know when a "coincidence" is actually a prediction engineered through months of observation. A reversal of consumer autonomy is not an inevitability, but it will require a concerted effort from technologists, regulators and the public at large to ensure personal data is perceived as borrowed and not owned. Only then can marketing be reframed as a service to consumers, and not a reflection of the decisions they have yet to make
	The latent threat isn't the prediction of behaviour, but it's the lies in the unawareness of being profiling - Every digit click leaves a trace, that is longer than most people assumed. This asymmetry, often described as a data power imbalance, allows companies to act on intimate behavioural signals like hesitation, scroll patterns, late-night browsing and, emotional spikes while the individual remains unaware such signals were even collected. Vulnerable groups are susceptible: people going through a breakup have been served content engineered around loneliness, a person with an on-going health issue discovering a potential diagnosis causing emotional and psychological distress and sometimes real harm to family relationships and people recovering from financial hardship have found themselves targeted with high-interest credit offers timed to moments of stress
	EDITORIAL INCHARGE MS.RUPAKSHI GAUR
	2/2
	Anushka Srivastava





