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ABSTRACT 

The industrial landscape is in the midst of a transformation from Industry 4.0 to Industry 5.0, characterized 

by technological advancements, increased automation, and a greater reliance on data-driven decision-

making. Industry 5.0 has a profound impact on marketing by introducing a new era of hyper-

personalization and leveraging advanced technologies to enhance consumer engagement: reshaping 

marketing and consumer engagement strategies. 

Following a descriptive research methodology, the paper presents a comprehensive assessment of the 

changing role of marketing cues as it adapts to this shifting landscape. It investigates the transformation of 

marketing strategies in terms of cues, from traditional times to the emerging trend of hyper-personalization, 

which accompanies the transition to Industry 5.0.  

Secondary data from academic journals, scholarly articles, research papers, and industry reports are used in 

obtaining insights how marketing cues have adapted and their implications within the context of Industry 5. 

The study concludes that Industry 5.0 has brought about a revolution in marketing by seamlessly 

integrating technologies like artificial intelligence (AI), the Internet of Things (IoT), big data and real time 

technologies and many more. The extensive aim is to create an intelligent, interconnected system where 

machines and devices communicate and collaborate throughout the marketing process. 

Keywords; Industry 5.0, Hyper- Personalisation, Marketing Cues,  

 

1. INTRODUCTION- NAVIGATING THE TECHNOLOGICAL SHIFT 

The evolution of industry, since Industry 1.0 to the current era of Industry 5.0, signifies a remarkable 

journey of advancement and innovation. The shift from Industry 1.0 to 3.0 signifies a transition from the 

era of steam engines and mechanization (1.0) to the period of mass production driven by electricity and 

assembly lines (2.0). Subsequently, it progressed into the age of electronics and information technology 

(3.0), where automation, computers, and digital technology revolutionized both manufacturing and the 

processing of information. 

Then the emergence of Industry 4.0 extended the groundwork of digitalization and data exchange. It 

represents the convergence of physical and digital technologies, revolutionizing not only the way products 

are manufactured but also how businesses operate and cater to their customers. 
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The transition from Industry 4.0 to Industry 5.0 marks a significant shift in the industrial landscape, 

impacting technology, automation, and business strategies in significant ways. Industry 4.0 laid the 

groundwork for the emergence of Industry 5.0. A central theme in Industry 5.0 is the reintroduction of 

human workers into industrial processes, emphasizing a symbiotic relationship between humans and 

machines. It prioritizes human creativity, intricate decision-making, and adaptability while harnessing the 

capabilities of advanced technologies. 

 

    1.1 INDUSTRY 5.0  

Industry 5.0 is a revolutionary concept in the sphere of manufacturing and production. It builds on the 

foundation of Industry 4.0 but brings about a significant change by placing ‘humans’ at the centre of 

collaboration with advanced technologies, departing from traditional, mechanized industrial methods. 

Envisioning a future of synergy between humans and machines, it aims to enhance efficiency, agility, and 

environmental responsibility in production. It represents a future where technology empowers individuals 

and businesses to create highly customized products that align with consumer needs and societal values, all 

while minimizing the environmental impact of industrial processes. Thus, it is a vision for the future of 

industry, reshaping the way we think about, produce, and engage with the products of the future. 

Contrasting to Industry 4.0, which focused only on integrating innovation and new technology into the 

manufacturing process, it focuses on ‘Human-Technology’ collaboration. Despite its notable developments 

in industrial automation, Industry 4.0 occasionally displaced human labour. Industry 5.0, by leveraging 

cognitive computing, cyber-physical systems, and artificial intelligence, aims to address this imbalance and 

ensure that humans play a role in the ongoing digital transformation. 

 

1.2 KEY FEATURES 

Industry 5.0 encompasses several key features that mark a significant departure from conventional 

industrial practices. 

                       

                                                           Industry 5.0                                                          Source- owned 

Human -
Machine 
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• Human-Machine Collaboration: Industry 5.0 emphasizes a cooperative relationship where 

humans and machines work together, combining creativity, problem-solving, and critical thinking 

with the precision and efficiency of machines. 

• Hyper-personalization: This feature highlights a shift towards highly customized products tailored 

to individual preferences, reflecting a personalized approach in manufacturing. 

• Digitalization and Connectivity: The integration of advanced digital technologies and 

connectivity is a fundamental aspect. Industry 5.0 leverages the Internet of Things (IoT), artificial 

intelligence (AI), and other digital tools to create interconnected and smart manufacturing systems. 

• Interactivity: The seamless interaction between humans and machines is a key aspect, facilitating 

real-time communication and decision-making in the manufacturing process. 

• Collaborative and Interactive Processes: Overall, Industry 5.0 is defined by collaborative and 

interactive processes, emphasizing a transformative approach in modern manufacturing and 

production. 

 

2. RESEARCH OBJECTIVES 

• To provide a detailed explanation of Industry 5.0. 

• To investigate the technological shift towards Industry 5.0 in marketing sphere. 

• To trace the evolution of marketing cues in the era of hyper personalisation. 

• To provide a review in enhancement of customer experience and engagement and suggest 

implications. 

 

3. RESEARCH METHODOLOGY 

Following a descriptive research methodology, the paper aims to provide a comprehensive in-depth 

assessment of the implications of Industry 5.0 in marketing. Data is collected via secondary sources, which 

involve an extensive review of literature and the analysis of documents. These sources include academic 

journals, scholarly articles, research papers, industry reports, and similar materials. 

 

4. REVIEW OF LITERATURE 

The continuous advancement of technologies, tools, and systems, known as technological development, has 

historically driven transformative changes in production methods and technological capabilities. Aeshita 

Mathur, et al.,(2022) highlights the crucial role of technological advancements in supporting and 

enhancing the overall economy. The concept of Industry 5.0 signifies a shift towards human-machine 

collaboration, prioritizing customized products to enhance client satisfaction. Amr Adel (2022) emphasizes 

its necessity in the current business landscape, citing recent technological advancements as vital for 

providing manufacturing with competitive advantages and fostering economic growth. Industry 5.0 is seen 

as the re-humanization of the race towards automation, as noted by Prassanalohar. Masurali anticipates 

the collaboration between humans and robots, foreseeing its impact on marketing accessibility and changes 

in product development, customer interaction, and overall customer experience. Jao Barata (2023) 

underscores the contemporary emphasis on circular manufacturing strategies infused with human-friendly 
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digitalization in Industry 5.0, signaling a departure from the initial design of Industry 4.0. Vincent Jaiwant 

(2023) describes the repositioning of marketing within the context of Industry 5.0, emphasizing the 

automation and cyber technology axis, resulting in enhanced marketing campaigns and improved 

evaluation of outcomes. Ronald Goldsmith (1999) highlights marketing managers' reliance on 

personalization, mass customization, and individualization to cultivate consumer relationships, proposing 

an expanded 8Ps framework. Kalia Paul (2021) underscores businesses' endeavors to enhance client 

relationships through exceptional services and digital transformation, contributing to the evolving discourse 

on the intersection of business strategies and customer engagement. Organizations advocate for success 

through hyper-personalized marketing strategies, emphasizing the integration of data, sophisticated 

analytics, and artificial intelligence (AI) into the customer journey.( Deloitte) Dawn introduces the 

replacement of the traditional four "Ps" with five "Is" due to personalization viz. product, price, place, and 

promotion—have been replaced by five "Is"—identification, individualization, interaction, integration, and 

integrity Mark S Rosenbaum’s (2021) explores hyper-personalized products using a customer's DNA in 

the manufacturing process, positioning them as epitomes of modern luxury with high quality, uniqueness, 

and premium pricing. Drashna Desai (2022) Hyper-personalization provides additional insight into the 

needs and desires of customers and delves deeply into an analysis of their behavior, preferences, and likes. 

Hyper-personalization creates a highly contextualized customer experience by utilizing AI and real-time 

data analytics.  

 Overall, this literature review depicts the multifaceted impacts and implications of Industry 5.0, ranging 

from human-machine collaboration to hyper-personalization in marketing and product development. 

 

5. INDUSTRY 5.0 & MARKETING 

Industry 5.0 has brought about transformative changes in the field of marketing, reshaping how businesses 

interact with consumers, convey brand messages, and deliver products and services.  

In its updated role, marketing operates at the intersection of automation and cyber technology within 

Industry 5.0. This transformation of marketing procedures leads to more effective marketing initiatives, 

restructuring of marketing processes, and the evaluation of the outcomes of marketing campaigns. Industry 

5.0 tools provide a comprehensive marketing catalogue that encompasses all marketing content and 

communications. This facilitates marketers in creating segmented, personalized, and positive marketing 

experiences for potential buyers.  

With the collaborative integration of human capabilities and advanced technologies, marketing strategies 

will become more personalized, adaptive, and responsive. The emphasis on human-machine collaboration 

allows for a deeper understanding of consumer needs and preferences, enabling marketers to create highly 

tailored and engaging campaigns. Real-time data analytics, artificial intelligence, and augmented reality 

will play pivotal roles in delivering immersive brand experiences. Furthermore, Industry 5.0 promotes a 

customer-centric approach, where businesses can build meaningful relationships by anticipating and 

fulfilling individual requirements. This shift ensures that marketing goes beyond a mere transactional 

process, transforming into a dynamic, interactive conversation between brands and consumers, ultimately 

enhancing overall customer satisfaction and loyalty. 
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5.1 SYNCHRONIZED EVOLUTION: INDUSTRY ADVANCEMENTS AND MARKETING 

PROGRESSION 

The progression of marketing cues closely mirrors the advancement of industry, starting from the early 

days of Industry 1.0 through to the fifth Industrial Revolution, known as Industry 5.0. In the era of Industry 

1.0, marketing was basic, primarily concentrating on local markets and constrained by print media. With 

the advent of Industry 2.0 and mass production, marketing expanded its horizons, incorporating early 

advertising and brand communication methods. However, it was during Industry 3.0, characterized by the 

emergence of automation and digital technology, that marketing cues diversified. Television and radio 

advertisements gained prominence, and businesses utilized computer technology to more precisely target 

and engage consumers. This transformation marked the shift from traditional marketing to a data-driven 

and consumer-centred approach, laying the groundwork for the continued evolution of marketing cues in 

Industry 4.0 and beyond. With the onset of Industry 4.0, digitalization, data-driven insights, and 

personalized marketing took centre stage. Now, in Industry 5.0, hyper-personalization using advanced 

technologies like AI and IoT has become the norm, forging a deep and individualized connection between 

businesses and consumers through marketing cues. This journey illustrates how marketing cues have 

evolved in step with industrial advancements. 

 

 

 

INDUSTRIAL 

ERA 

 

       KEY CHARACTERISTICS 

 

             MARKETING CUES 

 

Industry 1.0 

 

 

Mechanisation 

• Limited marketing cues 

• Mass marketing 

• Mostly local and face-to-face marketing 

practices 

 

Industry 2.0 

 

 

Electrification 

• Basic segmentation for marketing  

•  Broader regional marketing practices 

• Visual cues- print media 

 

Industry 3.0 

 

Automation  • Data-driven marketing cues  

• The beginning of direct mail and 

telemarketing 

• Audio- visual cues 

 

Industry 4.0 

 

Digitalisation 

• Targeted marketing based on data analytics 

• Emergence of online and e-commerce 

marketing 

• Personalisation  

 

Industry 5.0 

 

 

Hyper personalisation 

• Highly customized marketing content 

• Omni-channel marketing 

•  Real-time data analysis 

• Immersive customer experiences 

• Hyper personalisation 
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5.2 EVOLUTION OF MARKETING CUES 

Marketing cues refer to various stimuli or signals used in marketing to communicate messages, evoke 

emotions, and influence consumer behaviour. They play a crucial role in shaping the overall brand 

experience and guiding consumers through their purchasing journey. The evolution of marketing cues can 

be observed through technological advancements, changes in consumer preferences, and shifts in 

communication strategies. This evolution reflects a continuous effort to adapt to changing consumer 

behaviours, technological innovations, and societal trends, ultimately aiming to create more impactful and 

relevant brand interactions. 

The transformation in marketing has witnessed a remarkable change, shifting from traditional mass 

marketing to hyper-personalized approaches. In the mid-20th century, mass marketing was prevalent, 

employing one-size-fits-all strategies to reach broad audiences through mediums like television, radio, and 

print media. However, the rise of the internet and data analytics emerged a new era where marketers 

harnessed the potential of targeted advertising and segmentation, allowing for more customized content 

based on demographic and behavioural information. As technology continued to advance, hyper-

personalization came into play. Presently, companies utilize sophisticated algorithms and artificial 

intelligence to analyse extensive data, enabling them to provide customized messages, products, and 

services to individual consumers in real-time. This level of personalization takes into account not just 

demographics but also individual preferences, online behaviour, and real-time context, creating a more 

immersive and engaging marketing experience that deeply resonates with each customer. While this 

transformation has redefined marketing as more effective and customer-focused, it also raises important 

questions about data privacy and ethical considerations. 

                                                                    
Source- owned 

 

6.  HYPER PERSONALISATION 

"Hyper" as a prefix implies an extreme or heightened state, indicating an exceptionally advanced or 

intensified level. On the other hand, "personalization" involves tailoring or customizing something based 

on individual preferences, characteristics, or needs to create a more individualized experience. 

Thus, "hyper-personalization" denotes an extremely advanced or intensified approach to tailoring or 

customization. This is particularly relevant in providing highly individualized and personalized 

experiences, content, or services. The concept often incorporates advanced technologies, data analytics, and 

artificial intelligence to deliver personalized experiences with an unprecedented level of specificity and 

relevance to individual users or customers. 
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Hyper-personalization represents a revolutionary method within the domain of marketing and customer 

interaction. It entails the customization of products, services, and marketing strategies to suit the unique 

preferences and requirements of each individual customer. This approach adopts cutting-edge technologies, 

data analysis, and artificial intelligence to craft exceptionally tailored experiences.  

Amazon, a pioneer organisation in e-commerce and technology, represents the concept of hyper-

personalization through its multifaceted approach to customer engagement. The company employs 

sophisticated algorithms and data analytics to probe into users' preferences, creating a highly personalized 

experience. From the moment users access the Amazon homepage, they experience a dynamically tailored 

interface, featuring personalized product recommendations, exclusive deals, and content suggestions based 

on their past interactions and real time data. The power of hyper-personalization extends to Amazon's email 

campaigns, where users receive targeted messages showcasing products aligned with their interests. The 

introduction of voice-activated assistant Alexa further amplifies the personalized experience, adapting 

responses and recommendations to individual preferences. Amazon's commitment to dynamic pricing 

ensures that users may encounter personalized pricing based on their historical interactions and demand 

patterns. Additionally, subscription services like Prime Video and Amazon Music curate content 

suggestions based on users' viewing and listening history, embodying a commitment to delivering 

personalized and engaging experiences. Through its persistent integration of data-driven insights and 

cutting-edge technologies, Amazon continues to redefine hyper-personalization in the digital landscape, 

setting industry standards for tailored customer interactions. 

Another trailblazer Netflix in the area of streaming services showcases hyper-personalization in its content 

delivery strategy. At the core of this approach lies Netflix's intricate algorithmic system, which analyzes 

user behaviour, viewing history, and preferences. From the moment users log in, they are presented with a 

personalized homepage featuring personalised recommendations tailored to their individual tastes. This 

dynamic interface evolves in real-time, adapting to changes in user preferences and ensuring a continuous 

stream of content that aligns with their interests. The platform's strategy towards hyper-personalization 

extends to the creation of multiple thumbnails for a single show or movie, each designed to appeal to 

different users based on their unique likes and dislikes. For instance, a user fond of drama may see a 

thumbnail emphasizing the emotional depth of a show, while another inclined towards action might be 

presented with visuals highlighting intense sequences. The use of hyper-personalized cues is further 

evident in the "Continue Watching" feature, allowing users to seamlessly pick up where they left off in a 

series or movie. Through its innovative and data-driven approach, Netflix has redefined the entertainment 

landscape, showcasing the power of hyper-personalization to captivate audiences and revolutionize the way 

content is consumed. 

 

7. CUSTOMER EXPERIENCE AND ENGAGEMENT 

In the era of Industry 5.0, where hyper-personalization takes centre stage, it impacts marketing and 

consumer engagement strategies and reshapes how businesses connect with their customers. Here's how 

hyper-personalization shapes the consumer experience and engagement in Industry 5.0: 

1. Personalized Content and Recommendations: Industry 5.0 leverages hyper-personalization, 

enabling businesses to create unique content and product suggestions tailored to each individual. 

For example, platforms like Netflix and Spotify provide custom content recommendations based on 

users' viewing and listening histories. 
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2. Real-Time Interaction: Through real-time data analysis and AI-driven insights, Industry 5.0 

ensures swift engagement with consumers. Chat bots and virtual assistants are available 24/7 to 

answer questions, resolve concerns, and provide personalized assistance, ensuring customers 

receive rapid responses. 

3. Seamless Multi-Channel Experiences: Hyper-personalization extends to all touch points, 

consisting of both physical and digital domain. Consumers can initiate interactions on one channel 

and smoothly transition to another without losing context. For example, a shopper can browse 

products on a mobile app, receive tailored offers, and finalize the purchase in a physical store, all 

while maintaining a consistent experience. 

4. Interactive and Immersive Content: In Industry 5.0, interactive marketing content and immersive 

experiences take precedence. Utilizing technologies like augmented reality (AR) and virtual reality 

(VR), businesses create captivating and immersive brand encounters. For instance, furniture 

retailers offer AR applications enabling consumers to visualize how furniture might look in their 

homes. 

5. Dynamic Pricing: Hyper-personalization extends to pricing strategies, enabling businesses to adapt 

pricing in real-time based on consumer behavior and market dynamics. Dynamic pricing ensures 

that consumers receive offers aligned with their willingness to pay, enhancing their engagement and 

likelihood of making a purchase. 

6. Co-Creation and Feedback: Hyper-personalization actively involves consumers in co-creating 

products and services. Businesses solicit feedback and ideas, allowing consumers to exert influence 

on product development. This collaborative approach makes consumers feel valued and invested in 

the brand. 

7. Stronger Customer Loyalty: Through the provision of personalized experiences and addressing 

individual needs, hyper-personalization cultivates more robust customer loyalty. Consumers feel 

acknowledged and valued, leading to repeat business and positive word-of-mouth endorsements. 

8. Immersive Experiences: Immersive marketing experiences, such as product demonstrations based 

on VR or interactive storytelling, generate lasting impressions for consumers. These encounters are 

highly captivating and reinforce brand identity. In the era of Industry 5.0, hyper-personalization 

stands as a pivotal force behind the consumer experience and engagement. It empowers businesses 

to deliver bespoke content, real-time interactions, and sustainable messaging, ultimately nurturing 

deeper connections and brand loyalty. Consumers, in return, anticipate and appreciate the tailored 

experiences offered by businesses in this dynamic industrial landscape. 

 

8. IMPLICATIONS AND FUTURE 

The implications and future of Hyper-Personalization in the transition towards Industry 5.0 is 

multifaceted and transformative. This transition signifies a pivotal moment in the world of marketing 

and consumer engagement, with far-reaching consequences. 

Firstly, it holds a new era of consumer empowerment. As marketing cues become hyper-personalized, 

consumers will have greater control over the products, services, and content they encounter. They will 

actively engage with brands that offer them meaningful choices and customization options. This shift 
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places consumers at the centre of the marketing landscape, demanding that businesses truly understand 

their needs and preferences. 

Ethical considerations will also play a central role in the future of marketing cues. As data collection 

becomes more extensive and personal, businesses will need to adhere to ethical data practices. Trust 

and transparency will be of great importance, and consumers will gravitate toward brands that prioritize 

data privacy and responsible marketing. 

Technology will continue to advance, further accelerating the transition. The future will see the 

refinement and expansion of technologies like AI, IoT, and real-time analytics, enabling businesses to 

offer even higher levels of personalization and interactivity. The competitive landscape will evolve, 

with businesses vying to innovate and differentiate their marketing cues. 

Global market expansion is another implication, as hyper-personalization allows businesses to reach 

international audiences with tailored content and offerings. Regulatory changes are also on the horizon, 

with governments and regulatory bodies likely to introduce new rules surrounding data privacy, 

marketing practices, and cyber security. 

In conclusion, the future of adapting marketing cues is one of enhanced consumer engagement, ethical 

marketing practices, global market expansion, and technological advancement. It is a future in which 

consumers wield more influence, data ethics are paramount, and businesses must continuously innovate 

to stay competitive. The transition from Industry 4.0 to Industry 5.0 represents a profound evolution 

that will reshape the marketing landscape in profound ways. 
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