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Abstract

This research is a quantitative study with two main objectives. The first
objective is to investigate the impact of personalized marketing on the loyalty of
Generation Y and Z consumers in Bangkok and the metropolitan area toward online
shopping platforms. The second objective is to examine the relationship between
personalized marketing and the loyalty of Generation Y and Z consumers toward
online shopping platforms in the same region. Data was collected through a
questionnaire using a non-probability convenience sampling method from 400
Generation Y and Z consumers in Bangkok and the metropolitan area who use online
shopping platforms. The data was analyzed using two types of statistics: descriptive
statistics, which were analyzed in terms of frequency, percentage, mean, and standard

deviation, and inferential statistics, which were analyzed using multiple regression.

The research discovered that personalized marketing, especially in dimensions
of recognition, recommendation, and relevance, greatly impacted customer loyalty
toward online shopping platforms. Customer recall also played a significant role.
Additionally, recognition, remembering, and relevance were positively correlated with
loyalty, as indicated by a statistically significant relationship at the 0.05 level. These
factors collectively accounted for 28% of the variation in customer loyalty towards

online shopping platforms.

Keywords: Personalized Marketing, Loyalty, Online Shopping Platform
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