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ABSTRACT 

 

In the current economy, businesses are continuously exploring innovative methods to engage and influence their target 

audiences, with personalized marketing emerging as a key strategy. This study explores the effectiveness of personalized 

marketing channels and advertisements on purchase decisions and shopping experiences, investigate factors influencing 

consumer preferences, and evaluate the impact of personalized advertising on purchase frequency.Utilizing a 

comprehensive research methodology, including a survey of 108 respondents, the findings reveal that social media, 

mobile apps, and online shopping websites significantly influence consumer purchases compared to email marketing. 

Data privacy, security, and brand trustworthiness are identified as the most influential factors on consumer preferences. 

However, personalized advertising does not significantly affect purchase frequency. Valuable suggestions like enhance 

data privacy and security measures, optimize relevance & recommendations, explore alternative marketing strategies 

and focusing on consumer preference influential factors have been put forth in order to improve the effectiveness of 

personalized marketing. 
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INTRODUCTION 

In present day economy, businesses are constantly looking for new ways to influence and motivate their target 

audiences. One of the methods that attracts a lot of attention is personalized marketing. Personalized marketing involves 

tailoring recommendations, content, ads and messages to customers based on their interests, behaviours and 

characteristics. This approach transforms the way businesses interact with customers to deliver meaningful and 

engaging content. By leveraging data analytics, artificial intelligence, and customer insights, personalized marketing 

enables brands to create more relevant and timely interactions. It enhances user experience, increases customer loyalty, 

and drives higher conversion rates. This strategy empowers businesses to stand out in competitive markets by making 

consumers feel understood and valued. 

Personalized Marketing 

Personalized marketing, also known as one-on-one marketing or individual marketing, is a marketing strategy in which 

companies tailor advertising and promotion to customer needs and preferences. This approach is based on collecting and 

analyzing information about customers, such as their purchasing history, online behavior, demographics, and 

preferences for using this information; businesses can create ads, products and services that are relevant to all 

customers. For example, if an online retailer knows that a customer often buys a particular brand, it will send customers 

personalized recommendations about that brand. 

 

Scope and Limitations of Personalized Marketing 

The scope of personalized marketing is vast in today’s digital economy. It allows businesses to build deeper customer 

relationships by delivering highly relevant and timely content. Through data analytics, artificial intelligence, and 
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machine learning, companies can predict customer preferences and behaviour, leading to increased engagement, higher 

conversion rates, and improved customer loyalty (Chaffey & Ellis-Chadwick, 2019)1. Industries such as e-commerce, 

streaming platforms, and financial services leverage personalized marketing to offer tailored experiences, enhancing 

user satisfaction and retention. 

 

However, there are limitations and challenges. A major concern is consumer privacy. Collecting personal data raises 

ethical and legal issues, especially with regulations like the General Data Protection Regulation (GDPR) and the 

California Consumer Privacy Act (CCPA). Misuse or breach of data can damage brand trust and lead to legal 

consequences (Tucker, 2014)2. Additionally, over-personalization can make users feel surveilled or manipulated, leading 

to discomfort or disengagement. Another limitation is the high dependency on quality data and technology 

infrastructure. Poor data quality can lead to inaccurate personalization, potentially alienating customers. 

 

LITERATURE REVIEW 

Shen, A. (2014)3 This exploratory study examines customers "lived" experiences with commercial recommendation 

services to understand their expectations for personalization. Recommendation agents that "learn" customer preferences 

and provide personalized product and service recommendations are considered valuable for targeting customers 

individually. Leading service firms have developed proprietary recommender systems, hoping that personalized 

recommendations will engage customers, increase satisfaction, and enhance competitive advantage. However, 

personalized recommendations often lead to dissatisfaction, annoyance, or irritation rather than customer satisfaction. 

Maslowska, E., Smit, E. G., & Van den Putte, B. (2016)4. This study investigates the mediating role of perceived 

personalization in personalized advertising. It compares three personalization strategies: raising expectation, 

identification, and contextualization. The results confirm that perceived personalization mediates the effects of 

personalized advertising on attention, cognitive responses, and attitudes toward the message. Enhanced attention due to 

perceived personalization leads to both positive and negative cognitive responses. The findings suggest that 

personalized advertisements are more effective when recipients recognize the personalization elements. 

Anshari, M., Almunawar, M. N., Lim, S. A., & Al-Mudimigh, A. (2019)5. The objective of this research is to explore the 

application of big data in the context of CRM. Data collection was carried out through a literature review and thematic 

analysis of recent studies. The findings reveal that CRM integrated with big data enables businesses to adopt more 

aggressive marketing strategies, such as push notifications through smartphones to target audiences effectively. 

Sigar, E. T., Massie, J. D., & Pandowo, M. H. (2021)6. This research aims to analyse the impact of consumer behavior 

(cultural, social, personal, and psychological) and digital marketing (social media marketing, email marketing, and 

search engine marketing) on consumer purchase decisions for Grab Food in Manado, both partially and simultaneously. 

A sample of 100 consumers was used, and the analysis was conducted using Multiple Linear Regression, with 

hypothesis testing through F test and T test. The results indicate that consumer behavior and digital marketing 

collectively have a significant impact on purchase decisions. Individually, consumer behavior significantly influences 

purchase decisions, while digital marketing does not. It is recommended that Grab Food management organize 

consultation programs for MSME actors, helping them participate in business incubation and coaching to support their 

progress in the digital era, thereby increasing sales in Manado. 

Chandra, S., Verma, S., Lim, W. M., Kumar, S., & Donthu, N. (2022)7. This study addresses the existing knowledge gap 

by conducting a bibliometric review using performance analysis and science mapping. By comprehensively analysing 

383 publications, this study reveals trends in publication and citation patterns, identifies the leading authors, journals, 

and publications, and outlines six key themes in personalized marketing. These themes include personalized 

recommendation, personalized relationship, personalization–privacy paradox, personalized advertising, personalization 

concept and discourse in marketing, and customer insights in personalized marketing. The study concludes with 

suggestions for future research, advocating for the exploration of new-age technologies such as artificial intelligence, 

big data, blockchain, the internet of things, and wearables to enhance personalized experiences across online and offline 

channels. 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                          Volume: 09 Issue: 05 | May - 2025                              SJIF Rating: 8.586                                     ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM49282                                                  |        Page 3 
 

Okorie, E., Egieya, I., Ikwue, U., Udeh, A., DaraOjimba, D., & Oriekhoe, P. (2024)8. This review analyzes the use of big 

data in personalized marketing strategies, focusing on its impact on consumer behavior and business outcomes. It 

discusses data mining techniques for customized marketing, the role of big data in precision marketing, and personalized 

recommendations, particularly in the telecommunications industry.  

Gujar, V. (2024)9. The paper examines AI-driven personalization strategies in digital marketing, highlighting how 

businesses leverage AI to gain insights into individual preferences and behaviors. It discusses the transformation of 

customer engagement through tailored content and services, emphasizing the importance of understanding and 

empathizing with customers to enhance satisfaction and loyalty.  

Rajendran, R. P., Shilpi, K., Kushwaha, S., & Pawar, S. A. (2024)10. This study investigates personalized marketing 

techniques and their impact on consumer engagement. It explores methodologies employed in personalized marketing 

and evaluates their influence on consumer behavior, providing insights into how customized experiences align with 

individual interests and habits to enhance engagement.  

Pasupuleti, M. K. (2025)11. This study explores AI's transformative role in digital marketing, emphasizing personalized 

content delivery and ethical advertising. It highlights AI techniques like recommendation engines and predictive 

analytics, while addressing ethical concerns such as data privacy and algorithmic bias. The paper also discusses 

emerging trends like hyper-personalization and integration with AR/VR and IoT technologies.  

Srinivas, S. S., Das, A., Gupta, S., & Runkana, V. (2025)12. The authors present a multilingual, multimodal AI 

framework for hyper-personalized advertising in B2B and B2C markets. By integrating retrieval-augmented generation 

and adaptive persona-based targeting, the system generates culturally relevant ads tailored to dynamic consumer 

behaviors, enhancing engagement and maximizing return on ad spend.  

 

OBJECTIVES OF THE STUDY 

This study aims to evaluate the effectiveness of personalized marketing channels and advertisements on consumer 

purchase decisions and shopping experiences. It also investigates key factors influencing consumer preferences and 

examines whether personalized advertising significantly impacts purchase frequency, thereby providing insights into the 

overall influence of personalization on consumer behavior. 

 

RESEARCH METHODOLOGY 

 

The research methodology for the study on the study of consumer perception on personalized marketing, involves a 

comprehensive approach. Beginning with an extensive literature review on consumer perception in personalized 

marketing, the study defines its problem and set objectives, primarily aiming to assess consumer perception in 

improving personalized marketing. A suitable research design is chosen, incorporating data collection methods such as 

surveys. Initially, the survey questionnaire was administered with 150 respondents using convenience sampling 

technique. In that, 42 respondents were not fully aware or having least awareness about the personalized marketing. So, 

the remaining 108 responses had been considered for the study as primary data. Collected data was then analyzed with 

statistical tools such as percentage analysis, weighted average method and one-way anova. 

DATA ANALYSIS AND INTERPRETATION 

I. Analyzing the Effectiveness of Personalized Marketing Channels and Ads on Purchase Decisions 

and Shopping Experiences 

 

a) Personalized Marketing Channels influence the Purchase Decisions 

 

Chart: 1 Personalized Marketing Channels influence the Purchase Decisions 
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Inference:  

Personalized marketing channels like Social Media, Mobile Apps and Online Shopping Websites influence the 

consumers’ purchase to a greater extent when compared to Email Marketing. 

b) Impact of Personalized Advertising on Purchase Decisions  

 

Chart: 2 Impact Of Personalized Advertising On Purchase Decisions  

 
Inference: 

Personalized Advertising has significant impact over the consumers’ purchase decision as per 90% of the respondents’ 

perception. 

 

 

c) Effect of Personalized Marketing in enhancing Overall Shopping Experiences 

 

Chart: 3 Effect of Personalized Marketing in enhancing Overall Shopping Experiences 

 
Inference: 

Most of the respondents (83%) expressed that Personalized Marketing enhances the overall shopping experience of the 

customers. 
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II.Analyzing the Factors Influencing Consumer Preferences in Personalized Marketing 

Weighted Average Method 

(On a scale of 1 to 5, where 1 is "Least Influential" and 5 is "Highly Influential") 

Table:1 Weighted Average of the Factors Influencing Consumer Preference in Personalized Marketing 

Factors Weight 1 2 3 4 5 Total 

Relevance & 

Recommendations 

Frequency 8 9 15 39 37 
412 

Score  8 18 45 156 185 

Trustworthiness of the 

Brand 

Frequency 3 8 29 27 41 
419 

Score  3 16 87 108 205 

Frequency of 

Personalized Messages  

Frequency 11 18 21 25 33 
375 

Score  11 36 63 100 165 

Data Privacy & Security Frequency 9 7 18 27 47 
420 

Score  9 14 54 108 235 

 

Inference 

The weighted average analysis indicates that, the factors Data Privacy & Security and Trustworthiness of the Brand are 

the highly influential factors followed by the factor Relevance & Recommendations whereas the Frequency of 

Personalized Messages is the least influential factor based on the opinion of the respondents. 

III. Testing whether the impact of personalized advertising over purchase decisions influences the Purchase 

Frequency  

ANOVA 

Null hypothesis (H0): There is no significant difference between thepurchase frequencies with respect to the impact of 

personalized advertising over purchase decisions. 

Alternate hypothesis (H1): There is a significant difference between the purchase frequencies with respect to the impact 

of personalized advertising over purchase decisions. 

ONE WAY ANOVA 

Features      

 Sum of Squares Df Mean Square F Sig. 

Between Groups 3.894 4 .973 .465 .761 

Wit-hin Groups 215.764 103 2.095   

Total 219.657 107    

 

Inference 

Since the SPSS generated value 0.701 is greater than the significant value 0.05, the null hypothesis is accepted. There is 

no significant difference between the purchase frequencies with respect to the impact of personalized advertising over 

purchase decisions. 

FINDINGS OF THE STUDY 

I. Demographic Findings 

1. Most (82%) of respondents are in the age group of 20 to 30   

2. 61% of respondents are female. 

http://www.ijsrem.com/


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                          Volume: 09 Issue: 05 | May - 2025                              SJIF Rating: 8.586                                     ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM49282                                                  |        Page 6 
 

3. 19% of the respondents are married. 

4. Regarding the profession of respondents, 53% are private employees, 7% are government employees, 

11% are business owners, 6% are professionals, 16% are students and the remaining 7% fall into the "Others" 

category.  

5. Regarding the educational qualifications of the respondents, 16% studied up to the school level, 5% 

completed ITI/Diploma, 55% are undergraduates and 24% are postgraduates. 

II. Effectiveness of personalized marketing channels and ads on purchase decisions and shopping experiences 

1. Personalized marketing channels like SocialMedia, Mobile Apps and Online Shopping Websites 

influence the consumers’ purchase to a greater extent when compared to Email Marketing. 

2. Personalized Advertising has significant impact over the consumers’ purchase decision. 

3. Personalized Marketing enhances the overall shopping experience of the customers. 

 

III. Factors influencing consumer preferences in personalized marketing. 

• Regarding the factors influencing consumers preferences in personalized marketing, Data Privacy & 

Security and Trustworthiness of the Brand are the highly influential followed by Relevance & 

Recommendations and Frequency of Personalized Messages is the least influential. 

IV. Impact of personalized advertising over purchase decisions influences the Purchase Frequency 

• The impact of personalised advertising over the purchase decisions does not have significant impact 

over the purchase frequency. 

SUGGESTIONS 

1. Enhance Data Privacy & Security Measures: Since Data Privacy & Security and Trustworthiness of the 

Brand are identified as highly influential factors, companies should prioritize enhancing their data privacy and 

security measures. Implementing robust security protocols and transparently communicating these efforts to 

customers can build and maintain trust. Regular audits and certifications can also be conducted to ensure 

compliance with the highest standards. 

2. Optimize Relevance & Recommendations: Given the importance of Relevance & Recommendations, 

businesses should invest in advanced data analytics and machine learning algorithms to improve the accuracy and 

personalization of their recommendations. Ensuring that the content delivered is highly relevant to the individual 

consumer's preferences and past behaviors can enhance customer satisfaction and engagement. 

3. Explore Alternative Marketing Strategies: Since personalized advertising does not significantly impact 

purchase frequency, it may be beneficial to explore alternative marketing strategies. This could include strategies 

such as influencer partnerships, experiential marketing, or loyalty programs which may have a more direct impact 

on purchase behavior. 

4. Conduct Further Research: To better understand the dynamics of personalized advertising and purchase 

behavior, conducting further research can be valuable. This could involve segmenting the customer base to identify 

if certain demographics respond differently to personalized advertising or experimenting with different types of 

personalized content to see what resonates most with consumers. 

5. Focus on the Influential Factors:  It is suggested to prioritize enhancing data security measures and building 

brand trust as they are the most influential factors of personalized marketing. Additionally, optimizing 

recommendations based on relevance can further enhance user engagement and satisfaction with personalized 

marketing efforts. 

6. Enhancing Marketing Strategies to increase purchase frequency: Exploring alternative marketing strategies 

to complement personalized advertising to increase purchase frequencies may be considered. 

CONCLUSION 

 Personalized marketing is more effective when it is targeted appropriately considering demographic profiles, 

addressing key influencing factors, and focuses on product categories that consumers are most receptive to. This study 
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underscores the importance of personalized marketing in enhancing consumer purchase decisions and shopping 

experiences. Social media, mobile apps, and online shopping websites are more effective than email marketing in 

influencing purchases. Key factors like data privacy, security, and brand trustworthiness play a crucial role in consumer 

preferences. Despite the positive impact on purchase decisions, personalized advertising does not significantly influence 

purchase frequency. These insights suggest that businesses should prioritize trust and privacy in their personalized 

marketing strategies while exploring additional approaches to increase purchase frequency. As the marketing landscape 

continues to evolve, the insights gained from this research serve as a valuable compass for companies seeking to direct 

the intricacies of personalized marketing successfully. Future research should focus on integrating new-age technologies 

to further enhance personalized marketing effectiveness. 
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