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Abstract

As a new type of marketing method based on information technology, accurate marketing has at-
tracted wide attention due to its accuracy and advantages of efficient economy. Through literature
review, it is found that the existing precision marketing researches mainly focus on theory and
application research: theory researches mainly tend to precise marketing concept and theoretical
basis of research, and application research is prominent in three aspects, agricultural products
precision marketing, e-commerce precision marketing and advertising marketing. Based on the
literature review and combing of precision marketing, this paper puts forward the deficiency of
existing researches, and finally reviews the existing literatures, and prospected the future re-
search and development trend of precision marketing.
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Table 1. Research on the concept of accurate marketing under different perspectives
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