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The Effects of Personalized Marketing on the Loyalty of Digital Marketing
Platform Users on Mobile Phones in Bangkok Metropolis

Punna Kongsawang' Prayong Meejaisue” Snitnuth Niyomsin®

Abstract

his research article aims to examines (1) the effects of personalized marketing on

Tcustomer satisfaction and customer loyalty and examines (2) the effects of customer
satisfaction on customer loyalty of the digital marketing platform users on mobile phones in
Bangkok Metropolis. By employing both qualitative and quantitative research techniques with
a pilot study using qualitative data, obtained using the technique of interview with ten
executives, experts, and supervisors. Quantitative data were obtained from 400 digital marketing
platform users. Quantitative data were analyzed using the structural equation model (SEM) and
a computer program.

Findings are as follows: Personalized marketing affected customer loyalty but it did
not affect customer satisfaction at a statistically significant level on customer satisfaction.
Customer satisfaction did not affect customer loyalty at a statistically significant level on
customer loyalty, respectively. Research value: Executives in the e-commerce industry in
Thailand can apply the research findings appropriately with the characteristics of business in

order to raise the quality level in a continuous manner in the future.
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AAIALUULANZ G
ynAa (Perceived
Personalized
Marketing --PPM)
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PmIanIlasuauazAInaUIY - Ay
Uizaumiiﬁ"uaﬂgﬂﬁﬂ (customer experience)
(M = 4.553, SD = 0.623)
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31 chi-square = 417.23, df = 383 df = 1.089 p-value = 0.110 CFI = 0.999 GFI = 0.939 AGFI = 0.915
RMSEA = 0.015 nan1sinsiesiandulszaviidumadvdnaidsann (causal influence) uage
t-statistic WaAslARemI319 2 Wagnn 2

A1374 2
HANITIATISVRANTENUNTODNENATIA NS V9N NATIUALY 960N

dNSNA
fiankUs SAT LOY
DE IE TE DE IE TE
PPM 0.101 - 0.101 0789  0.010  0.799
SAT 0.096 - 0.096
R-Square (R?) 0.759 0.758

= v a
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Gamma = 0.789
: (8.530) ***
Gamma = 0.101
(0.133)
! .
I -7
! Beta = 0.096
(0.133)

A 2 FsyAvEidumneByinalisanivg (causal influence) wowen ¢ statistics fildannsiias gy
FuuusassEunsinsiadaansEnuwesfauUsneuen (exogenous variable) wagsauinglu
(endogenous variable) MUNTOULLIAALIUNITITY

BMR: PPM = 1133U3TINSAAALUULANZANIIUARS; SAT = Auilanelavesgndn; LOY = A3

fnpvagnm

N0 2 ArdulszAviduniedvinaidsanug (causal influence) wosiauuUsnIsuon
(Exogenous Variable—X/Ksai) fidanansznuludafinielu (endogenous variable-Y/Eta) anunsay
wAalumsisendsififmun 3 Wume fo fduneiuanaduduiivsnu 1 dums wneany
1 MsfuiimsaaialuuaIzasiiyana (PPM) fnansenunenseannuinavesgna (LOY) aes

aa o v a

fgddynsatiadmiudn 2 Wune nMsnaaluuaIzasiiyana (PPM) RANTENUNNIRTIABAIT

a v =

wanelavesgnen (SAT) segslifidudAynieadis wavanving anufianelavesgnan (SAT) dnanseny

9

o o aa

Mensseauinfvedgne (LOY) aeeliiitdudAgynivadi
n158AUIT8NaA
PNHANSANEIMUNTBULIARITedsfuan st e AUTeRaML I UTrasANTIdeuay
auyRgunsIdeldfeluil
Snquszasdidedert 1 dvualiin Wefnwmansznunsmsauasmedenvasnsinmssusia
MImAALUULIZasTIyARasian e lavesgnAuasALAnAYeIgnA Fa nsvinsiusianis
AAIALUUIANZAWIYARSEIRANSENUNIUINFiaAuiisnalavegna (H1) egnliiiduddynieaia
Tnewudn eoweanafigetu gnénusuasunninssumnmsdedudrinudesnenisvieuniduns
Hovtosulafluradaio-19 sihlvimnuaaviwesiuilnadeusraunisaifasgnusulimnsfuusay
yarafintueg1an anuinafsfuamududuiusrauseulmsetoyalurisnisssuinues
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Tadn-19 Ififwnunszuinfifeaiuenaududiusvesteya iliguslansesinsefdunsuueiy
foyaduyanauntu Fuilvnismainuuuiaizasiyanaiivszansnmosadunsduaiumi
#analavedgnAn (Tandon, Tandon, & Hassan, 2021) wagluunensal arunereulunisusul
dhiuyeeaiiiliaenedesiumiisuuazmumaniomsfausssuvesiuslnalulssmelne ¥ilvkadns
Tudsnandeanufionelaanas (Lee & Lee, 2020) arilioriauazamnIwUInstuiiugud iy
?Jﬂ%uﬂdwmimmmwumzmé’hqﬂﬂa Fuslaelvenudndyiutiadefidulsslovdnnninszaunisaii
Usulmuneiuusdazunng ﬁ?fqﬁﬂﬁwamzwusuaaﬂaqws‘méwﬁsiammﬁqwa%amm (Nguyen & Simkin,
2020) wenanil matwaITENdulUdunwaiBusuAUBumuasgndn Sevuimsfiunannesy
AnnudeyadiuyanavesgnAnnniiuly silfiAnauinauariandennududiud wagszuud
AnnnamnAinssuvesgnindaiissavamlsiinnwediasiinlagndn Wy szuufinniiaueduditing

e

ﬁzja"hJLLé’ﬂ%ﬂﬁLLﬁQﬂﬁ’]aﬂwﬁiaLﬁaa iAnauSayiugnAld wag mssuiianmsvinissuitens
AAAKUULIZAFIYARARAINANTENUNIUINARANNANAYDIGNAT (H2) BenslitiudAgvnsatialuseau
figann mudeuvesanuduiusesulavfatiuluinisldnismainduyana lesanillenaiisiniy
Tumw%’umﬁaumuwaaqqﬂﬁw (Steinhoff, Arli, Weaven, & Kozlenkova, 2019) msu¥uilasulu
LuUanzyAratsifinausnAeg N warduaduioinselonidy 1 luudumesinig mny
flanelamnefsmadnduosuinmsfidalidenovausinnudesnsveiuilaa (Ball, Coelho, & Vilares,
2006; Weber & Juhlin, 2021) Tun19nduiuminianvednanisvinniseann liimangnutisivdadanase
ANuanelauazAnARaLUTUA L

Snquszasdideden 2 dmualiin lefnwinanszmumenssesaufisnelavesgninsoni
fnpvesgnan %ammﬁqwﬂwmgﬂﬁwdqmamzm‘umqmﬂcsiammﬁﬂﬁmmgﬂﬁ’] (H3) pgnalaifitudngy

o w

N9aEA B991NN13ANYITES Meilatinova (2021) wanmsidenui Anuisnelailuladeddey lneanny

ageBsluuunvessneeulail Tech (2020) wui1 anufiswalalulduhludarudnfvesgndn u

v 1% '
A a ¥ v A

NauNINANNINNTalunsfRedureaulal Tnanizegedsduniusing aald1Anuiniiiadann

£

[

Auslaaiilineleenavengauiediulszaumsalnlammvanils ludseindalve gnAtenadsnsdnise

Y

wnaanesumatnfdvia wiiheglildsuanuiiaoneladiud dememanaieUsznis WU AnunumNg
91sualLardninen wiazlifianels wignAusaudinaianusniunisensualysedaladuunanlosy
Tugen1sunsszuInradlain-19 JUSIAATAIEAUNBIMIANNAYAINAUIBINKUTUATIAULAY LazAI1Y

v
v A

uniullfansegudinseduanuiianelasiavzunndialy (Heaslip, 2023) anuagainautgdunuv

Y

A lunsshwianudng gninviaeaufuasiuunasarlesuuainiesnnnisldnuiieg anusuay

o

e

ummsmaummbiwaiﬁ]LﬁﬂﬁaaLLasﬁﬁlﬂajﬂaﬂuﬁﬂﬁastasiaLﬁaa (Customer Think, 2023)
uenaNHunanlasusing 7 e ssuvplumsiasuunanmesuiigs Haseunseadadl
maeusnsldanulng M‘%ammL?imﬁ%’uidwmﬁﬂé’%’w%ﬂﬁﬁLLEJﬂdﬁﬁ'ﬁu anvdsalmAnaudeslunns
ghonmsldnuunanasa (UNCTAD, 2023) wguawaididuinnudnilunanidvadivansdiuay
mﬁ]maq’uﬁﬁammﬁﬂwdﬁﬂajLﬂulﬂmmﬁmw”ia wonanG annsthwedsenduludunwalBuduiu

a Y a
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'
aa v a

AEILargnAglduInsunanvlasunaafdvialiady fanudngnandinfuineiuinanesud
T Judsyduarazdumauiuuunaanasutudududuusn SnnsgnAludesnisiiazlamedaya
dupmalunuknanlesuduuinduliesainzihlvignaniaanuduaulunsddud msiaaiy

duA NM3tEly wasnsiiTuresAIdsINveyaduyAnaiie1aialua

Ualsuauue
FolaUBLULAIUIYVING

n9idededl Idfanniudsdmsunmsidonansenureanssusfamsnaanuuinizasiyang
sornuinvesildunamiosunanndiauulnsdwitiefoluumngammamuns filduninnsduneal
\ddnUszneufundngudeszdnduasnaniside Tusn 2 dudsvdn dudsiivil fe funtsiule
NSAAIARUULIERIYARR (Perceived Personalized Marketing--PPM) flasAUsenau 2 A1u Ag A1
Usgaunsnivesgna (Customer Experience--CEX) kagmunsusuusisuinig (Service Customization--
SEC) shuvsiiaes fe suanuflenslavesgnii (Customer Satisfaction—-SAT) flaaduszneu 2 fu
FuN1IERNLUULNaANBSU (Design--DES) LANTANANAINABINTS (Fulfillment-FUL) W 2 Fauus
¢fnsenesiuazaiiatuin (construct) Thdusuusiindesnilulflunsitedmsugiaulafng
Tuusungshafifieudmasiofiliuinsunane sunanaasiavulnsdmidofioluuiundu q lulena

selu awdadunwimalunisiauinseainluunannesusainnaviavulnsdnsidetelunadiudu 9

o w =

ndae uaifelundsinuinanufianelavesgnénlidsmanoaufnivosgndnedadeddy 4
lsiaenndesiunquiiildvumuin ifefiaulamnsoidudsiindnlunaaeuluituiviossidnuae
duiiofudunasield
Jawauauuziunsiluyszanaly

1. PUUImIAesEing MsTUIInITAaIALUUIRIYFIYARALAYAIILANAYBIGNAIYRINAN
sociuleddmnded mmeddvinadeuannnanngnsensunivesuilnalunsdoudmnaiiede
ogrannludoqdy aufianeladmunlaganiizmsorsualuazanuidssisuuarazaiianusng
vosffuslnaseunanyeunaindaviavesuield anudedunsiliiuilaesinufiaelanazding
sofiaaduFesddy wieswdoadnseie q sedosilunuiiiousuginmdnualvesuselovd
yosuinsiiiausuuiuledniounanosumanidvavuiede Tusuvirund anuianandila uay
mnuvaensis fiooulatfvzfesamusdisieideslunslidoyauasivimnuinrndlafuguilan
Jadunsiweesiazantymieinalulavesiuslaaiieairsusseiniavesnufimelauazaiiy
fdnusaananudssely

2. Muguimsdeszdeiinsativayy duasulvesinisiinsiaunimeluladansaume vve
daedalviuinnssunld msauayulviypannsaunsafumundslyeiideae sadnsdesmsywin
wagliimuddnyienisussandlifinalunnduneuresnisdiiiuvnu Wewuassdnenmnisdiiu

ganauazANEnsalunIuety Inemugluiumsinmsnansenuidsauiioaintuandeanauau
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i

AnutursUasasenidlees (cyber security) nsUSULinUsEanEamieanseiuanudeiay
NanszvvathweLiie Tinezdunisamuluwmalulad (technology) MIsiuUsEANENMURINTZUIUNTS
¥hau (process) sallUfamsifiumunseminiatsanasmesluueslituyaains (people) melu
83Ans duazthluganulaiuiounamsudaduluowen

3. {Adedirualafoiunsiuiisnsinssaauuuazasiiyana amnsiselavesgnin
waz ANMUANATEIYNAN mmmﬂwm‘ia‘"&ﬁ%Lﬂuéfuuw‘i,umsﬁﬂmmamaqms%’uifﬁqmiﬁwmsmmm
wuuzasiyanalunsidugsiavidonsnedudiuunanosulnessydnvazvesdud esn
aududavdnuaeiiiadoiidmaronsinduladefidneiy enadwalinadsedausetu

a Y a

H1un1sSusasamMwaInaudfvinisddensasineg (TC) aglungun 1 arvrdeauaans



870 Ph.D. in Social Sciences Journal Vol. 15 No. 3 (September - December 2025)

References

Agyeiwaah, E., Dayour, F., & Zhou, Y. (2022). How does employee commitment impact

customers’ attitudinal loyalty?. Journal of Hospitality and Tourism Insights, 5(2), 350-376.

Arora, N., Dreze, X., Ghose, A., Hess, J. D., lyengar, R, Jing, B., & Zhang, Z. J. (2022). Putting
one-to-one marketing to work: Personalization, customization, and customer experience.
Journal of Marketing, 86(3), 1-23.

Ball, D., Coelho, P. S., & Vilares, M. J. (2006). Service Personalization and Loyalty. Journal of
Services Marketing, 20, 391-403.

Chandra, S., Verma, S., Lim, W. M., Kumar, S., & Donthu, N. (2022). Personalization in personalized
marketing: Trends and ways forward. Psychology & Marketing, 39(8), 1529-1562.

Cochran, W. G. (1977). Sampling techniques (3rd ed.). John Wiley & Sons.

Creswell, J. W. (2015). Research design: Qualitative, quantitative and mixed methods
approaches (3rd ed.). Sage.

Customer Think. (2023). How digital transformation drove customer loyalty during the pandemic
and how to keep that loyalty now. Retrieved from https://www.customerthink.com

Grewal, D., Hulland, J., Kopalle, P. K., & Karahanna, E. (2020). The future of technology and
marketing: A multidisciplinary perspective. Journal of the Academy of Marketing
Science, 48(1), 1-8.

Hair, J. R, Black, W. C., Babin, B. J., & Anderson, R. E. (2018). Multivariate data analysis (8th
ed.). Essex. Pearson

Heaslip, E. (2023). How the pandemic has changed customer loyalty. US Chamber of Commerce.
Retrieved from https://www.uschamber.com

Juwaini, A., Chidir, G., Novitasari, D., Iskandar, J., Hutagalung, D., Pramono, T., ... & Purwanto,
A. (2022). The role of customer e-trust, customer e-service quality and customer
e-satisfaction on customer e-loyalty. International Journal of Data & Network Science,
6(2), 477-486.

Kim, Y., Wang, Q., & Roh, T. (2021). Do information and service quality affect perceived privacy
protection, satisfaction, and loyalty? Evidence from a Chinese O20-based mobile
shopping application. Telematics and informatics, 56, 101483.

Lee, S. VY., & Lee, K. H. (2020). The impact of cultural relevance on the effectiveness of
personalized marketing during the COVID-19 pandemic in Southeast Asia. Journal of
Consumer Research, 47(6), 1234-1250.

H1un1sfusesAunIwangudfvinidrsdensasine (TC) aglungun 1 anvdepuanans



NIEsnuUndiansdiauaans 9 15 adun 3 (fueieu - Suinau 2568) 871

Mahitthiwanitcha, N. (2020). Comparing the advantages between marketplace and e-commerce
of brands (By Priceza). Retrieved from https://www.twfdigital.com/blog/2020/08/
marketplace-vs-brand-e-commerce-website/

Meilatinova, N. (2021). Social commerce: Factors affecting customer repurchase and word-
of-mouth intentions. International Journal of Information Management, 57, 102300.

Muangtum, N. (2020). Personalized marketing. AMARIN.

Nguyen, T. N., & Simkin, L. (2020). Price sensitivity during economic uncertainty: Implications
for personalization strategies in digital marketplaces. International Journal of Market
Research, 62(5), 548-565.

Nyagadza, B., Mazuruse, G., Muposhi, A., & Chigora, F. (2022). Effect of hotel overall service
quality on customers’ attitudinal and behavioural loyalty: Perspectives from Zimbabwe.
Tourism Critiques: Practice and Theory, 3(1), 42-71.

Oliver, R.L. (1997). Satisfaction: A behavioral perspective on the consumer. Irwin-McGraw-Hill.

Pereira, H. G., de Fatima Salgueiro, M., & Rita, P. (2017). Online determinants of e-customer
satisfaction: Application to website purchases in tourism. Service Business, 11(2), 375-403.

Rita, P., Oliveira, T., & Faris, A. (2019). Understanding customer satisfaction in digital
marketplaces: A focus on design, security, and fulfillment. Journal of Retailing and
Consumer Services, 50, 67-74.

Shanahan, T., Tran, T. P., & Taylor, E. C. (2019). Getting to know you: Social media personalization
as a means of enhancing brand loyalty and perceived quality. Journal of Retailing and
Consumer Services, 47, 57-65.

Steinhoff, L., Arli, D., Weaven, S., & Kozlenkova, I. V. (2019). Online relationship marketing. Journal
of the Academy of marketing science, 47(3), 369-393.

Tandon, A., Tandon, A., & Hassan, Y. (2021). Examining the role of perceived personalization
and privacy concerns in driving online purchase intent during the COVID-19 pandemic.
Journal of Retailing and Consumer Services, 59, 102351.

Tech, J. E. T. (2020). The influence of online food delivery service quality on customer satisfaction
and customer loyalty: The role of personal innovativeness. Journal of Environmental
Treatment Techniques, 8(1), 6-12.

Thai Programmer Association. (2018). Restaurant food menu. Retrieved from https://
thaiprogrammer.org/lander?oref=https%3A%2F%2Fwww.bing.com%2F [In Thai]

Tirakanant, S. (2014). Research methodology in social science: Approach to action (12th ed.).

Chulalongkorn University Press. [in Thai]

H1un1sSusasamMwaInaudfvinisddensasineg (TC) aglungun 1 arvrdeauaans



872 Ph.D. in Social Sciences Journal Vol. 15 No. 3 (September - December 2025)

United Nations Conference on Trade and Development (UNCTAD). (2023). Consumer trust
in the digital economy: The case for online dispute resolution. Retrieved from
https://unctad.org/meeting/consumer-trust-digital-economy-case-online-dispute-
resolution

Voss, C., & Hsuan, J. (2021). Service architecture and modularity: The application of product
architecture concepts to services. Journal of Operations Management, 67(1), 1-18.

Weber, P. S., & Juhlin, J. (2021). Factors that affect consumer behavior towards streaming and

TV Services. Master’s Thesis in Business Administration. Malardalen University

H1un1sfusesAunIwangudfvinidrsdensasine (TC) aglungun 1 anvdepuanans



