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Abstract 

In marketing, certain facets often find themselves relegated to the periphery, overlooked 

and underestimated. This theoretical exploration delves into strategies for reviving these 

neglected elements, aiming to reclaim their significance within the broader marketing 

landscape. In the dynamic world of consumer behavior and evolving market trends, it 

becomes imperative to reassess and reinvigorate those components that have been 

marginalized over time. This study postulates that a theoretical foundation can catalyze 

innovation, offering marketers a blueprint for revitalizing overlooked aspects. 

Professionals can uncover latent potential and undiscovered opportunities within their 

marketing arsenal by challenging conventional norms and engaging in theoretical 

discourse. The theoretical lens allows for a comprehensive examination of the overlooked 

facets, dissecting the intricacies that may have led to their neglect. This process facilitates 

a deeper understanding of the dynamics and sets the stage for strategic interventions. As 

marketing evolves, embracing a theoretical framework becomes paramount in 

deciphering the nuances of consumer psychology, technology integration, and societal 

shifts, ultimately empowering marketers to breathe new life into forgotten realms and 

redefine the boundaries of effective engagement.  

 

 

Article Info 

•  Received  : 24th March 2024 

•  Revised  : 6th June 2024 

•  Published  : 21st June 2024 

•  Pages  : 145-159 

•  DOI   : 10.33019/ijbe.v8i2.914 

•  JEL  : M31, M37, D91, Q33 

• Keywords : Marketing Revival, Overlooked Strategies, Reclaiming Forgotten  

                          Markets,   Forgotten Customer Segments. 

mailto:ijbe.feubb@gmail.com
http://ojs.ijbe-research.com/index.php/IJBE/index
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
mailto:reniati@ubb.ac.id


146 

This work is licensed under a Creative Commons Attribution 4.0 International License. 

1. Introduction 

The focus often gravitates towards innovative strategies and advanced technologies, 

overshadowing traditional channels like direct marketing and trade shows. While these 

traditional channels are sometimes seen as outdated in an era dominated by big data 

analytics and AI-based marketing, they still hold significant, untapped potential. As 

marketing strategies increasingly favor digital platforms, it is crucial to reexamine 

conventional methods. The evolution in consumer interaction through social media and 

mobile apps has transformed marketing, but not all customers prefer these digital 

channels. Therefore, understanding and leveraging traditional marketing channels 

remains relevant. This study aims to highlight the value of traditional marketing, 

emphasizing customer retention and balancing personalization with privacy. The shift 

from transaction-based to relationship-based marketing underscores the importance of 

retaining existing customers. As consumers become more privacy-conscious, finding the 

right balance between personalization and privacy is vital. Through theoretical analysis 

and proposed strategies, this research seeks to revive the overlooked aspects of traditional 

marketing. By doing so, marketers can discover new ways to engage with customers and 

achieve their marketing objectives effectively. 

 

2. The Overlooked Aspects of Marketing 

Traditional Marketing Channels 

Often overshadowed by social media and online advertising, traditional marketing 

channels retain inherent value in reaching specific demographics and enhancing brand 

visibility (Nazimsha & Rajeswari, 2017). Print media, for instance, offers a tangible and 

lasting connection with consumers, leaving a lasting impression and allowing for targeted 

placement in niche publications (Salehi et al., 2012). Similarly, radio marketing creates 

intimate and memorable experiences through the power of voice and storytelling, 

effectively conveying emotion and reaching consumers during daily routines (Durmaz & 

Efendioglu, 2016). 

Television remains a potent force, reaching a massive audience and conveying complex 

messages with visual and auditory impact (Haenlein & Libai, 2017; Trusov et al., 2009). 

It creates brand awareness and recognition, especially for large-scale campaigns (Grewal 

et al., 2021). Moreover, traditional channels reach demographics overlooked in the digital 

realm, such as older audiences (Bist et al., 2022; Caliskan et al., 2021). 

Recent literature emphasizes the complementary role of traditional channels in integrated 

marketing communication, highlighting their ability to evoke emotional responses and 

enhance engagement (Batra & Keller, 2016; Hyun et al., 2011). In today’s evolving digital 

landscape, integrating traditional marketing channels into comprehensive strategies 

ensures a more nuanced and effective approach to reaching diverse audiences (Valos et 

al., 2017; Young et al., 2019). 

Customer Retention 

Businesses often prioritize customer acquisition over retention, but neglecting existing 

customers can harm long-term success (Rosário & Casaca, 2023; Rosenberg & Czepiel, 

1984). While acquiring new customers is crucial, retaining current ones forms the 

foundation for sustained profitability and brand loyalty (Ismail, 2023). 

The allure of expanding the customer base can lead to a disproportionate allocation of 

resources toward acquisition efforts, overshadowing retention strategies 
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(Q. Chen et al., 2023). However, retaining customers is economically wise, as it ensures 

a steady revenue stream and significantly reduces marketing costs (Ascarza et al., 2018; 

Coyles & Gokey, 2005). Existing customers are also more likely to engage in repeat 

business and become brand advocates, contributing to sustainable growth through word-

of-mouth marketing (Li et al., 2023). 

Moreover, customer retention protects against market fluctuations and economic 

downturns, offering stability during challenging times (Negassa & Japee, 2023; Rust & 

Zahorik, 1993). Personalized communication, excellent customer service, and continuous 

value provision are essential to effective retention strategies (C. T. Lee et al., 2024). 

Loyalty programs, exclusive discounts, and tailored offerings demonstrate commitment 

to existing customers and foster lasting connections (Ahmad & Buttle, 2002; Alkitbi et 

al., 2021). 

Recent research emphasizes emotional engagement and customer satisfaction as drivers 

of long-term loyalty, highlighting the importance of prioritizing customer experience 

(Apenes Solem, 2016; Chi & Chen, 2019; Hernandez-Ortega & Ferreira, 2021; Homburg 

et al., 2017; Lemon & Verhoef, 2016). As businesses navigate the evolving marketing 

landscape, a balanced approach integrating acquisition and retention strategies will be 

key to unlocking sustained success. 

Personalization vs. Privacy 

Businesses often overlook the balance between personalization and privacy in their quest 

to engage customers (Hassan & Ahmed, 2023; Volokh, 2000). While personalized 

marketing has become a cornerstone of modern strategies, it raises significant ethical 

considerations (Chellappa & Sin, 2005; X. Chen et al., 2022). 

Customers are increasingly conscious of their privacy, given high-profile data breaches 

and growing awareness of online privacy issues (Toch et al., 2012). Thus, balancing 

personalization and privacy is crucial for building trust and fostering long-term 

relationships (Garcia-Rivadulla, 2016). 

Personalized marketing aims to enhance customer experience and drive sales by tailoring 

messages and offerings to individual preferences (Toch et al., 2012). However, this 

targeted approach can raise privacy concerns (Garcia-Rivadulla, 2016). 

Trust is paramount, and businesses disregarding customer privacy risk eroding this trust 

(Aguirre et al., 2016). Yet, excessive emphasis on privacy can hinder the benefits of 

personalized marketing (Lee et al., 2011). Transparency and robust data protection 

measures are vital (Sundar & Marathe, 2010). Businesses must be clear about data 

collection practices, explain usage, and offer opt-in/out options (Jackson, 2018). 

Customer consent is essential before using their data (Song et al., 2021). This empowers 

individuals and aligns with the principles of customer empowerment. Recent research 

highlights the importance of transparent data practices to build trust in personalized 

marketing (Hemker et al., 2021; Swani et al., 2021). Additionally, consumer perceptions 

of privacy influence engagement with personalized marketing (Aguirre et al., 2016; 

Martin & Murphy, 2017). 

Marketers must remain vigilant and adaptable as technology evolves (C. Chen & Duan, 

2022). Integrating ethical considerations into marketing practices aligns with consumer 

values (McKee et al., 2024). 

In conclusion, balancing personalization and privacy is crucial for building enduring 

customer relationships. Transparency, data protection, and explicit consent are vital in 

navigating this balance ethically. When executed thoughtfully, 
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personalized marketing can enhance the customer experience while respecting privacy 

rights. Addressing this balance is an ethical imperative that shapes the future of customer 

relationships. 

Sustainable Marketing 

Sustainable marketing focuses on creating long-term value for customers and society 

while minimizing environmental impact (Kotler, 2011). It involves adopting eco-friendly 

practices, promoting sustainability in product offerings, and transparently communicating 

these efforts to consumers. This approach supports environmental stewardship and 

appeals to a growing segment of eco-conscious consumers (Peattie & Belz, 2010). 

Value-Based Marketing 

Value-based marketing emphasizes delivering superior customer value and aligning 

marketing strategies with customer needs and preferences (Webster, 1994). This approach 

involves understanding and communicating the unique value propositions of products or 

services, ensuring that marketing efforts resonate with target audiences and foster strong 

customer relationships. 

ROI (Return on Investment) Measurement 

Measuring ROI is crucial for evaluating the effectiveness of marketing strategies (Rust et 

al., 2004). It involves assessing the financial returns generated by marketing activities 

relative to their costs. Accurate ROI measurement helps businesses allocate resources 

efficiently, identify successful strategies, and justify marketing expenditures to 

stakeholders. 

 

3. Strategies for Reclamation 

Integrated Marketing Campaigns 

Integrated Marketing Campaigns (IMCs) blend traditional and digital channels to create 

cohesive strategies (Bruhn & Schnebelen, 2017; Galloway, 2020; Kitchen & Burgmann, 

2010). Recent studies highlight IMCs’ effectiveness in enhancing brand visibility and 

consistency (Rehman et al., 2022; Rishi & Kuthuru, 2021; Šerić & Vernuccio, 2020). 

IMCs tap into diverse audience segments by combining traditional and digital channels 

(Boehmer, 2021; Camilleri, 2018; Dietrich & Livingston, 2013). They enable consistent 

messaging across platforms, reinforcing brand identity (Kitchen et al., 2008). 

Digital channels offer real-time feedback, enhancing IMCs’ agility (Zwerin et al., 2020). 

IMCs also optimize resources, balancing budget-friendly digital platforms with 

traditional methods (Campbell & Evans, 2018; Garretson & Burton, 2005). 

The synergy between traditional and digital channels ensures the longevity of reclamation 

efforts (Cross, 2019; Yasmimmuntaz & Rahman, 2024). IMCs provide a versatile 

approach for brand reclamation, adapting to market dynamics and maximizing impact. 

Customer-Centric Retention Programs 

Recent literature underscores the pivotal role of customer-centric retention programs in 

sustaining business success (Nataraj, 2010; Saber et al., 2021). Loyalty programs, 

including gamification elements and personalized rewards, enhance customer 

engagement and loyalty (Al-Zyoud, 2021; Haverila et al., 2022; Hwang & Choi, 2020; 

Shin et al., 2020). 
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Personalized communication, facilitated by data analytics and AI-powered strategies, 

strengthens customer relationships (Al-Hadrawi et al., 2022; Azeem et al., 2022). Post-

purchase engagement initiatives, such as building communities and gathering feedback, 

reinforce customer satisfaction and advocacy (E. Kang, 2020; J. A. Kang et al., 2020; J. 

Y. Lee et al., 2015). 

Technology is crucial in implementing these programs, with CRM systems and marketing 

automation platforms facilitating personalized engagement (Seo & Simatupang, 2024). 

Continuous evaluation and adaptation based on market dynamics and customer 

preferences ensure the agility and innovation of retention efforts (Baines et al., 2024). 

Ethical Personalization 

Ethical personalization, balancing customer experience enhancement and privacy 

protection, is crucial in modern marketing (Treiblmaier et al., 2004). Transparent data 

practices and user consent foster positive interactions (Coker & Izaret, 2021; Hermann, 

2022). Companies must communicate clearly about data collection and provide opt-in 

mechanisms (Apostolov, 2019; Pedrero‐Esteban & Gas‐Gozalbo, 2021). 

Data security requires robust cybersecurity measures (Gupta & Jain, 2023). Selective data 

collection minimizes privacy risks, focusing on relevant information (Dolganova, 2021; 

Gerlick & Liozu, 2020). Privacy-enhancing technologies (PETs), like differential 

privacy, ensure anonymity while deriving valuable insights (Wolniak & Grebski, 2023). 

Ethical personalization fosters trust and confidence, demonstrating a commitment to 

responsible data practices (Hermann, 2022). By prioritizing transparency, user consent, 

data security, selective data collection, and PETs, businesses can deliver personalized 

experiences while safeguarding user privacy (Gupta & Jain, 2023; Wolniak & Grebski, 

2023). As technology advances, ethical personalization remains essential for sustainable 

customer relationships. 

Continuous Innovation 

Continuous innovation is vital for staying competitive and relevant in the ever-evolving 

market. Businesses must consistently seek new ways to improve products, services, and 

processes (Birnbaum et al., 2005). This approach involves fostering a culture of 

innovation, encouraging creative thinking, and investing in research and development. 

Recent studies highlight the role of continuous innovation in driving business growth and 

maintaining market leadership (Tidd & Bessant, 2020). Businesses prioritizing 

innovation can adapt to changing market conditions, meet evolving customer needs, and 

stay ahead of competitors. 

Continuous innovation requires a proactive approach to identifying emerging trends, 

experimenting with new ideas, and implementing successful innovations. This agility 

enables businesses to respond swiftly to market changes and seize new opportunities 

(Goffin & Mitchell, 2016). 

Commitment to Quality 

Commitment to quality is fundamental for building customer trust and sustaining long-

term success. Businesses must prioritize delivering high-quality products and services 

that meet or exceed customer expectations (Crosby, 1979). This involves establishing 

robust quality control processes, continuously monitoring performance, and addressing 

issues promptly. 
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Recent literature emphasizes the importance of quality management in enhancing 

customer satisfaction and loyalty. A strong commitment to quality fosters positive 

customer experiences, leading to repeat business and brand advocacy (Garvin, 1987). 

Quality management involves adopting best practices, investing in employee training, 

and implementing continuous improvement initiatives. By maintaining high standards of 

quality, businesses can differentiate themselves in the market and build a reputation for 

reliability and excellence. 

 

4. Case Studies 

Old Spice: The Power of Rebranding 

Old Spice’s rebranding illustrates the successful transformation of a traditional brand to 

resonate with a new audience demographic (Harris, 2012). Initially associated with older 

generations, Old Spice recognized the need to modernize its image to appeal to younger 

consumers.  

Central to this transformation was introducing the “Old Spice Guy” campaign featuring 

Isaiah Mustafa, which injected humor and entertainment into the brand’s marketing 

strategy, effectively distinguishing it in the competitive men’s grooming market. 

Moreover, Old Spice strategically leveraged social media platforms, particularly 

YouTube, to broaden the campaign’s reach and engage its target audience with shareable 

content and interactive experiences.  

As a result of these efforts, the campaign achieved viral status, generating widespread 

buzz across both social and traditional media channels, thus amplifying organic word-of-

mouth marketing and consumer interest.  

Ultimately, Old Spice’s rebranding initiatives yielded substantial sales growth and 

revitalized its brand image, consolidating its position as a relevant and desirable brand in 

the men’s grooming industry. 

Domino’s Pizza: Transparency in Marketing 

Domino’s Pizza’s “Pizza Turnaround” campaign illustrates the profound impact of 

transparency in marketing, showcasing how addressing criticism directly can revitalize 

brand perception and drive sales (Buell & Choi, 2019). Rather than sidestepping negative 

feedback, Domino’s Pizza openly acknowledged it, demonstrating a commitment to 

listening to customer concerns and prioritizing improvement. This proactive stance laid 

the foundation for a transparent and authentic marketing campaign. 

Moreover, the campaign acknowledged shortcomings and made a public commitment to 

address them, showcasing accountability and dedication to delivering a superior product 

(Buell & Choi, 2019). By integrating customer feedback into their advertising and 

showcasing their efforts to improve, Domino’s Pizza built trust and credibility with 

consumers, who valued the company’s transparency. 

This transparent approach deeply resonated with customers, who appreciated Domino’s 

honesty and authenticity, strengthening brand loyalty. Ultimately, Domino’s Pizza’s 

transparent and customer-centric strategy significantly boosted sales, demonstrating the 

tangible benefits of rebuilding trust and confidence through transparency and quality 

commitment (Buell & Choi, 2019). 
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Apple: The Resurgence through Product Design 

Apple’s resurgence through product design, particularly exemplified by the launch of the 

iMac G3 in 1998 (Barros & Dimla, 2021), underscores the transformative power of design 

innovation in revitalizing a brand and driving market success (Cusumano, 2010). 

The late 1990s saw Apple grappling with significant financial challenges and a decline in 

market share. However, a pivotal shift occurred with Steve Jobs’ return to the company. 

Jobs recognized the critical importance of design innovation in reshaping Apple’s 

trajectory and regaining its competitive edge. Under his leadership, Apple continuously 

emphasized design as a central component of its product strategy. 

This renewed focus on design innovation was exemplified by the launch of the iMac G3 

in 1998. Departing from conventional computer designs, the iMac G3 introduced a 

colorful and distinctive aesthetic that captured consumers’ attention and set Apple apart. 

This marked the beginning of Apple’s strategic emphasis on aesthetics and user 

experience, a shift defining its future success. 

Apple’s marketing strategy evolved to highlight its products’ sleek design, intuitive 

interfaces, and seamless user experiences. By prioritizing these aspects, Apple 

differentiated itself in the market and resonated with consumers seeking innovative, user-

centric technology solutions. This emphasis on design and user experience became 

integral to Apple’s brand identity and was crucial in revitalizing the company’s image. 

The success of the iMac G3 laid the groundwork for subsequent product launches, 

including the iPod, iPhone, and iPad. These iconic devices further solidified Apple’s 

reputation for innovation and quality, establishing the company as an industry leader. By 

consistently delivering products that seamlessly integrated cutting-edge technology with 

elegant design, Apple set new standards for excellence and transformed how consumers 

interacted with technology. 

Coca-Cola: Personalized Branding with “Share a Coke” Campaign 

Coca-Cola’s “Share a Coke” campaign, initiated in 2011, is a prime example of 

personalized branding’s potency in fostering consumer connections and amplifying 

engagement. Recognizing the imperative of establishing a more intimate rapport with 

consumers, Coca-Cola embarked on this endeavor to elevate brand loyalty and interaction 

(Vincent & Kolade, 2019). 

The initiative entailed substituting the iconic Coca-Cola logo on bottles with an array of 

popular names and terms of endearment, thereby personalizing each bottle and instilling 

a sense of individuality among consumers (Vincent & Kolade, 2019). This tailored 

approach spurred active engagement as consumers eagerly sought bottles bearing their 

names or those of their loved ones, sparking a social phenomenon (Gao, 2022; Nguyen 

& Nguyen, 2015). 

Social media platforms played a pivotal role in amplifying the campaign’s impact, with 

consumers sharing their discoveries online and generating significant user-generated 

content. This spontaneous sharing extended the campaign’s reach and served as an 

authentic endorsement of the brand, reinforcing its bond with consumers (Nguyen & 

Nguyen, 2015). 

The outcomes of the “Share a Coke” campaign were palpable, with Coca-Cola witnessing 

heightened sales and increased consumer engagement (Vincent & Kolade, 2019). By 

harnessing personalized branding, Coca-Cola tapped into the desire for customized 

experiences, stimulating social sharing, driving immediate sales, and enduring brand 

loyalty (Gao, 2022; Vincent & Kolade, 2019). 
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Airbnb: Building Trust and Community 

Airbnb’s journey from startup to global hospitality giant exemplifies the transformative 

power of trust and community-building in shaping a brand (Guttentag, 2015). Initially 

facing challenges in establishing trust among hosts and guests, Airbnb tackled this issue 

head-on by implementing rigorous verification processes and secure payment systems, 

laying the groundwork for secure peer-to-peer transactions. 

Central to Airbnb’s success has been its commitment to fostering community among its 

users. Initiatives such as Airbnb Experiences and host meetups have provided platforms 

for users to connect, share stories, and forge relationships, thereby enriching the overall 

user experience. 

Responding promptly to user feedback has been another key aspect of Airbnb’s strategy. 

By continuously improving its platform based on host and guest experiences, Airbnb has 

maintained high satisfaction levels and cultivated loyalty among its users. 

As Airbnb expanded globally, it retained a focus on local experiences, encouraging hosts 

to showcase unique aspects of their culture and surroundings. This emphasis on 

authenticity has allowed Airbnb to differentiate itself from traditional hotel chains, 

offering travelers more personalized and immersive travel experiences. 

During times of crisis, such as the COVID-19 pandemic, Airbnb demonstrated 

adaptability and support for its community. Implementing flexible booking policies and 

providing financial assistance to hosts helped preserve trust and loyalty amidst 

uncertainty, further solidifying Airbnb’s reputation as a brand that cares for its 

community. 

 

5. Conclusion 

This research emphasizes the pivotal role of recognizing and harnessing overlooked 

marketing strategies, emphasizing the enduring significance of traditional channels 

alongside the dynamic landscape of digital platforms. It underscores the imperative of 

striking a balance between customer acquisition and retention, advocating for the 

cultivation of existing clientele through customer-centric retention programs to foster 

enduring loyalty and brand advocacy essential for maintaining competitiveness in the 

market. 

Moreover, it stresses the critical importance of ethical data practices and privacy 

considerations in cultivating consumer trust, advocating for transparent data usage and 

robust protection measures to ensure personalized marketing strategies align with 

consumer privacy expectations in today’s data-driven marketing environment. 

Additionally, it highlights the efficacy of Integrated Marketing Campaigns (IMCs) as a 

strategic approach for brand revitalization, allowing businesses to reach diverse audience 

segments while optimizing resource allocation to craft a cohesive and impactful 

marketing strategy. 

Case studies such as Old Spice’s successful rebranding efforts through humor and social 

media, Domino’s Pizza’s transparent response to criticism leading to consumer trust 

restoration, Apple’s transformative design innovation with products like the iMac G3, 

Coca-Cola’s personalized branding initiative with the “Share a Coke” campaign, and 

Airbnb’s community-focused journey from startup to global hospitality giant, each 

exemplify key principles for brand rejuvenation and consumer engagement. 
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