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Exploration of Brand Market Segmentation and Precision Marketing Strategies under Big
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[Abstract] This article conducts research on the application of big data technology in market segmentation and
precision marketing, and combines Amazon's actual case to deeply analyze the application of big data in market
segmentation and personalized marketing. Research adopts data—driven models to segment the market and
improve marketing effectiveness through personalized recommendation systems. By analyzing data, enterprises
can identify the characteristics and needs of different consumer groups, and thus carry out differentiated
marketing. Precision marketing strategy utilizes big data analysis to help businesses develop corresponding
marketing plans based on order characteristics. Then, data—driven decision—making through data visualization
and intelligent analysis systems allows enterprises to monitor market changes and consumer feedback in
real—time, enabling them to quickly adjust marketing strategies. This flexible approach enables brands to
maintain an advantage in a fiercely competitive market and respond quickly to consumer demands.
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