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Abstract
Research purpose:

This study examined the influence of personalized marketing strategies on trustable experiences and purchase
intention within digital supermarket applications. Additionally, this study examined the mediating role of trustable
experiences for the relationship between types of personalized marketing strategies and customer’s purchase intention.

Research motivation:

As the growth of in online shopping recently, it is important for researchers and practitioners to understand
the crucial role of types of personalized marketing strategies and trustable experiences in terms of improving
customer’s purchase intention.

Research design, approach, and method:

This study applied a questionnaire survey to investigate the influence of personalized marketing strategies on
purchase intention in online shopping. A structured questionnaire was developed based on previous studies covering
demographics and relevant research constructs. PLS-SEM was used to analyze 250 valid respondents and 10 reseach
hypotheses.

Main findings:

The study reveals that tailored approaches significantly impact customer trust and purchase decisions.
Moreover, trust serves as a crucial link between personalization and purchasing behavior. Future research could
broaden the scope of this model by examining how personalized strategies influence purchasing intentions across

diverse consumer groups and contexts.
can

Practical/managerial implications:

By customizing marketing approaches to align with individual customer preferences and interests, firms
effectively drive customer’s buying intention. Thus, firms should prioritize personalized experiences that build trust
and resonate with customers.

Keywords: Personalized strategy, trustable experience, purchase intention, medating effect.
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1. Introduction

The global e-commerce industry is rapidly evolving, driven by increasing internet access and technological
advancements. As of 2023, over two-thirds of the world’s population is online, fueling the growth of digital
marketplaces and providing unparalleled convenience to consumers. Together with a wide range of products and
affordable prices, this increase in online activity has greatly aided in the growth of e-commerce. Advanced payment
methods, infrastructure upgrades, and mobile technologies have all made internet buying even more convenient.
However, due to distinct market factors, e-commerce trends varies between nations. For example, mobile commerce
has gained prominence in Vietnam due to the country's high internet penetration rate and extensive smartphone use.
Online shopping is becoming more and more popular, which is also a result of the expanding middle class.
Notwithstanding these advantageous circumstances, the Vietnamese e-commerce industry nevertheless has to contend
with issues like a low credit card adoption rate, worries about fake goods, and a dependence on cash-on-delivery
payments. Businesses must solve these problems by providing alternate payment methods, guaranteeing product
authenticity, and giving cybersecurity first priority if they want to succeed in this industry.

Although Vietnam's e-commerce industry benefits from widespread smartphone adoption and internet
access, more research is required to fully comprehend how customized marketing affects consumer behavior.
Personalized recommendations can increase buy intentions, according to earlier research. On the other hand, over-
reliance on demographic information may reduce the efficacy of personalization tactics. Despite its potential strength,
identity-based customisation needs to be used carefully to prevent perpetuating prejudices and to meet customer
expectations. In order to create successful personalization techniques in Vietnam, a thorough grasp of cultural quirks is
essential. According to Ye et al. (2017), purchase intentions can be positively impacted by customizing personalization
levels to align with consumer privacy concerns and trust.

Transparent practices, strong data security measures, and ethical handling of consumer information are
essential for building trust and implementing successful personalized marketing strategies in Vietnam’s e-commerce
market. As most research has been conducted internationally with limited focus on Vietnam, this study aims to explore
the impact of personalized marketing on online purchase decisions within the Vietnamese context. Specifically, the
research will investigate the following questions: (i) How do identity-based, interest-based, and non-personalized
marketing strategies affect purchase intentions in online shopping? (ii) To what extent do factors like trust experiences
mediate the relationship between marketing strategy and purchase intention behavior?

2, Literature review and hypothesis development
2.1. Influence of marketing strategies on trustable experience
2.1.1. Identity strategy

Activities that are intended to establish and preserve a brand's reputation in the eyes of consumers are
included in Brand Identity Strategy (IS) (Keller, 2013). Logos, taglines, packaging designs, and advertising messaging
are examples of IS components. Building on earlier studies and theoretical models about IS and TE, Hypothesis H1
asserts that IS and TE are positively correlated. This hypothesis is grounded in the notion that IS fosters strong
customer trust by clearly communicating the brand's inherent value (Keller, 2013) and providing reassurance through a
clearer understanding of product or service offerings (Gefen & Straub, 2003). Additionally, the transparency offered
by IS significantly contributes to enhancing customer trust (Bhattacharya & Sen, 2003). Social cognition and trust
theories further reinforce this hypothesis, emphasizing the role of IS in shaping customer perceptions of brand
credibility and fostering trust-based relationships (Fiske & Taylor, 2013; Gefen & Straub, 2003). Prior research has
demonstrated a strong positive relationship between IS and TE, with robust IS efforts leading to higher levels of brand
attachment and TE (Keller, 2013). Consequently, it can be inferred that IS positively impacts TE. This conclusion
forms the foundation of the proposed study, which aims to gather customer data to explore the connection between IS
and TE in the context of online purchasing behavior in Vietnam.

H1: Identification strategy positively influences trustable experience.
2.1.2 Personalized Interest Strategy

The Personalized Interest Strategy (PIS) utilizes customer data on behavior and preferences to deliver tailored
messages and experiences, such as through email marketing, targeted online advertisements, and personalized product
recommendations (Verhoef et al., 2010). Hypothesis H2 suggests that PIS positively impacts Trustable Experience
(TE) by fostering engagement, relevance, and control. When customers feel understood and valued, their trust in the
brand increases (Verhoef et al., 2010). PIS enhances relevance by aligning experiences with customer needs, creating a
sense of security and trust (Gefen & Straub, 2003), while empowering customers to customize their interactions with
the brand builds confidence and respect (Bhattacharya & Sen, 2003). The hypothesis is grounded in Social Exchange
Theory, which views PIS as a resource exchanged for customer trust (Blau, 1964), and Interaction Theory, which
emphasizes the role of quality interactions in trust-building (Berry & Parasuraman, 1991). Empirical studies support
this relationship, showing that PIS can increase customer satisfaction, TE, and purchase intentions (Verhoef et al.,
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2010; Gefen & Straub, 2003; Van Doorn et al., 2010). Therefore, based on theoretical frameworks and prior evidence,
the study assumes PIS positively influences TE and aims to validate this by examining customer perceptions of PIS and
TE in Vietnam's online shopping context.

H2: Personalization interest strategy positively influences trustable experience.
2.1.3. Non-personalized marketing

Non-personalized Marketing (NPM) adopts a uniform messaging approach for all customers, typically
employed for mass-market products or when customer data is limited (Kotler & Armstrong, 2018). NPM is thought to
positively affect Trustable Experience (TE) by promoting transparency, fairness, and simplicity. Transparency is
achieved by delivering consistent information to all customers, enhancing their understanding of the brand's offerings
(Kotler & Armstrong, 2018). Fairness arises from treating all customers equally, fostering trust in the brand
(Bhattacharya & Sen, 2003). Simplicity in NPM makes brand communication straightforward, creating comfort and
confidence in interactions. This perspective is supported by the equity theory (Adams, 1965), which emphasizes the
appeal of fair and equal treatment, and the theory of simplicity (Kahneman, 2011), which highlights the preference for
clear and easy-to-grasp experiences. Empirical studies reinforce these ideas, showing that NPM is effective for broad
markets (Kotler & Armstrong, 2018), with transparency, fairness, and simplicity serving as critical drivers of trust and
satisfaction (Bhattacharya & Sen, 2003; Van Doorn et al., 2010). Based on this foundation, Hypothesis H3 posits that
NPM positively influences TE. Future research will validate this hypothesis by examining customer perceptions of
NPM and TE in Vietnam's online shopping environment.

H3: Non-personalized marketing positively influences trustable experience.
2.2. Relationship between trustable experience and purchase intention

Trustworthy Experience (TE) refers to customers' perception of trust and security when interacting with a
brand (Gefen & Straub, 2003). TE is cultivated through factors such as transparency, secure information handling, and
exceptional customer service. It is widely believed that TE positively impacts Purchase Intent (PI). This is because TE
fosters trust, ensures safety, and enhances customer satisfaction. Trust emerges when customers perceive the brand as
reliable and open, reinforced by accurate information, high-quality service, and effective customer support (Gefen &
Straub, 2003). A sense of safety arises when customers feel minimal risk in purchasing from the brand, supported by
secure information practices, reliable return policies, and credible customer care (Bhattacharya & Sen, 2003).
Satisfaction is achieved when customers have a positive experience that aligns with their needs and expectations,
resulting in a seamless and enjoyable shopping journey (Oliver, 1999). Theories of trust and satisfaction validate these
points, with trust being a cornerstone of customer-brand relationships and satisfaction serving as a critical driver of PI.
TE contributes to both by fostering transparency, safety, and positive experiences. Previous research supports these
claims, with Gefen & Straub (2003) showing that TE enhances trust and PI, Bhattacharya & Sen (2003) emphasizing
the importance of trust and safety, and Oliver (1999) highlighting the role of satisfaction in driving PI. Consequently,
Hypothesis H4 posits that TE positively influences PI.

H4: Trustable experience positively influences purchase intention.

2.3. The mediation role of Trustable Experiences for the relationship between Identification Strategy and
Purchase Intent.

This research examines the role of Trustable Experience (TE) as a mediator in the relationship between
Identification Strategy (IS) and Purchase Intent (PI). The basis for this hypothesis lies in the understanding that IS
impacts TE by fostering trust, security, and transparency (Keller, 2013; Gefen & Straub, 2003). For example, a well-
defined and credible brand identity can enhance customer trust, provide a sense of security during purchases, and
improve their understanding of the brand’s offerings. In turn, TE affects PI by building trust, ensuring safety, and
enhancing satisfaction (Gefen & Straub, 2003; Oliver, 1999). When customers trust the brand, feel secure in
transactions, and are satisfied with their overall experience, they are more inclined to make purchases. Additionally, IS
indirectly affects PI through its influence on TE, as IS promotes trust, transparency, and safety, which heighten TE and
subsequently lead to stronger PI driven by customer satisfaction. This hypothesis is grounded in two primary theories:
the mediator role theory and the satisfaction theory. The mediator role theory highlights TE as a key factor linking IS
and PI (Baron & Kenny, 1986), while the satisfaction theory underscores the importance of customer satisfaction in
strengthening the connection between the brand and its customers (Oliver, 1999). Supporting evidence from previous
studies shows that robust IS and elevated TE are associated with higher PI (Keller, 2013; Gefen & Straub, 2003), and
that customer satisfaction plays a significant role in increasing PI (Oliver, 1999). Accordingly, this research proposes
the stated hypothesis:

H5: TE mediates the relationship between identification strategy and purchase intention.
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2.4. The mediation role of trustable experiences for the relationship between non-personalized marketing and
purchase intention

This study explores the mediating role of Trustable Experience (TE), where non-personalized marketing
(NPM) enhances TE by promoting clarity, equity, and simplicity in the customer journey (Kotler & Armstrong, 2018;
Bhattacharya & Sen, 2003). For example, delivering precise and transparent information through NPM strengthens
customer trust in the brand. Meanwhile, TE influences Purchase Intent (PI) by fostering trust, security, and satisfaction
(Gefen & Straub, 2003; Oliver, 1999). Satisfied and trusting customers are more likely to demonstrate higher purchase
intentions. Additionally, NPM indirectly affects PI through TE, as improvements in TE driven by NPM positively
impact PI. By cultivating a reliable experience, NPM increases customer trust and satisfaction, leading to greater
purchase likelihood. This hypothesis is grounded in mediator role theory and satisfaction theory. Mediator role theory
identifies TE as a critical link between NPM and PI (Baron & Kenny, 1986), while satisfaction theory underscores the
importance of customer satisfaction in fostering strong brand relationships (Oliver, 1999). Evidence from Kotler &
Armstrong (2018) and Bhattacharya & Sen (2003) supports the notion that NPM and transparency enhance trust, while
Gefen & Straub (2003) and Oliver (1999) emphasize the roles of TE and satisfaction in driving PI. Building on these
insights, this study proposes the following hypothesis.

H6: Trustable experiences mediates the relationship between non-personalized marketing and purchase intention.

2.5. The mediation role of trustable experiences for the relationship between interest strateqgy and purchase
intention

Research has shown that Personalized Information Strategy (PIS) enhances Trustable Experience (TE) by
improving customer engagement, relevance, and control in interactions with the brand (Verhoef et al., 2010; Gefen &
Straub, 2003). For instance, personalized offerings that align with individual preferences make customers feel valued
and empowered. TE, in turn, impacts Purchase Intent (PI) by building trust, safety, and satisfaction (Gefen & Straub,
2003; Oliver, 1999). When customers trust a brand and are satisfied with their experience, they are more inclined to
show stronger purchase intentions. Moreover, PIS indirectly influences PI via TE. By fostering trustable experiences,
PIS enhances TE, which positively affects PI. This mechanism, grounded in mediator role theory and satisfaction
theory, explains how PIS contributes to customer trust and satisfaction, ultimately boosting purchase intentions.
Mediator role theory emphasizes TE as a link between PIS and PI (Baron & Kenny, 1986), while satisfaction theory
highlights the role of customer satisfaction in building strong brand connections (Oliver, 1999). Evidence from
Verhoef et al. (2010) and Gefen & Straub (2003) supports the idea that PIS improves TE and satisfaction, while Oliver
(1999) underscores satisfaction as a critical driver of PI. These findings form the basis of the proposed hypothesis.

H7: Trustable experiences mediates the relationship between personalization interest strategy and purchase
intention.

Personalized Interest

Purchase Intention

(PI)

Strategy

(PIS)

Non-Personalzed

Marketing
(NPM)
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3. Methology
3.1. Questionare design and sampling

This research aims to explore how personalized marketing affects purchase intentions within the context of
online shopping. A survey approach was utilized to collect quantitative data, enabling detailed analysis and providing
valuable insights into consumer attitudes and behaviors toward personalized marketing tactics. The survey was
structured to assess various factors, including creativity, individuality, personal traits, and the specific context of
students. The questionnaire covered five key areas: respondent demographics, purchase intention, trustable
experience, identity strategy, personalized preference strategy, and non-personalized marketing. Initially developed in
English, the questionnaire was later translated into Vietnamese to expand its accessibility. Given time and resource
constraints, a convenience sampling technique was employed, and the survey was conducted from January 12th to
February 29th, 2023 through social media. Author joined several online shopping group on Facebook and Zalo to
invite participant to participate this study. In total, 250 valid responses were collected after the two-month data
collection period.

3.2. Measurement

This research utilized questionnaire items from prior studies to gather data from participants. Specifically,
purchase intention was measured using three items from Verhoef et al. (2010). Trustable experience was assessed with
five items based on the work of Lin (2018). Identity strategy was evaluated using five items derived from Chaudhuri &
Khan (2019). Personalized preference strategy was measured using five items from Verhoef (2019). Non-personalized
marketing was assessed with five items from Moorman et al. (2017). All items were rated on a 5-point Likert scale
ranging from (1) strongly disagree to (5) strongly agree.

4. Research findings

4.1. The characteristics of respondents

Among 250 respondents. Thirty percent were men and seventy percent were women. Over 64% of
participants are between the ages of 25 and 34, with older age groups seeing a marked decline in engagement. Of those
surveyed, 42% earn between 10 and 20 million VND. The respondents with less than 5 million VND and those with 5—
10 million VND had similar percentages at 15% and 28%, respectively, after those with more than 20 million VND. Of
those surveyed, half hold a bachelor's degree, 20% hold a master's degree, 19.6% have completed high school, and
10.4% hold a doctorate.

Table 1. Demographic descriptive

Characteristic Freguency (250) 20
Gender
Male 75 30%%
Female 175 70%
Age
18-24 65 26%
25-34 162 64.8%
35-44 15 6%
45-54 5 2%
=55 3 1.2%
Income
<5.000.000 VIND 38 15.2%
5 -10.000.000 VIND 37 14.8%%
=10 - 20.000.000 105 42%5
=20.000.000 VIND 70 28%
Level of education (degree)
High school 49 19.6%
Bachelor’s Degree 125 50%6
Master's Degree 50 20%
Ph.D 26 10.4%
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4.2, Correlation among research constructs

The multiple-variate link between the research variables for this study is shown in Table 2 with the help of the
correlation coefficient. The five constructs are significantly positively correlated with one another (p < 0.01).

Table 2. Correlation among research constructs

Constructs 1s NPM PI PIS TE
IS 0,782%%
NPM 0,503 ** 0.860%*
PI 0,643 %% 0.736%% 0.850% %
PIS 0.609** 0.576%%* 0.663%%* 0,784%*
TE 0,522%% 0,575%* 0.608% % 0,545%% 0.796%*

Note: IS- Identity Strategy; PIS: Personalized identity strategy; INPM- Non-Personalized Marketing, TE- Trustable

Expenences; PI- Purchase Intention
4.3. Assessment of the structural model

Hair et al. (2011) established five main guidelines for assessing validity and reliability in
order to guarantee the measurement model's goodness of fit. In the first place, an extended
coefficient of determination (R2) value is greater than 0.672, a moderate value is 0.33, and a weak
value is less than 0.19. In light of this, the R2 criterion for this study will be 0.33 (Schroer and
Herterl, 2009). Next, each construct's discriminant validity was assessed using the average
variance extracted (AVE), which compares the amount of measurement error to the amount of
variance explained by the construct in items loaded against it. A value of at least 0.5 is advised
(Henseler, 2017). The variation shared by individual indicators was examined using the composite
reliability (CR), which is recommended to be higher than 0.6 (Nunnally & Bernstein, 2010).
Internal consistency was assessed using Cronbach's Alpha coefficient, which must be more than
0.6 for constructs to be deemed to have convergent validity (Stevanovic et al., 2013). Therefore,
the value of 0.6 will be used as a criterion in this study. Consequently, it can be said that each
construct's convergent validity and reliability are suitable. In summary, the model shows up in
Table 3 below and has strong convergent validity and reliability.

Table 3. Construct reliability and validity
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escanch o rho_a AVE RZ
variables S
Tdentity Strategy] 0.842 0.848 0.612
Nom-
Personalized 0,912 0,913 0.740
Marketing
Personalired
identity steategy 0.844 0,857 0.614
Trustable
Experiences 0,855 0.856 0.896 0,408
Purchase
Intention 0,823 0,824 0.739 0,658
|
4.4, Hypotheses testing

The bootstrapping resampling technique was used to assess the model's constructs' relationships. According
to the recommendation of Hair et al. (2017), bootstrapping sub-samples were intended to consist of 5000 replications.
Furthermore, the route coefficient for testing hypotheses is displayed in the Table 4. Notwithstanding the theoretical
predictions, the findings show that identity strategy is influenced by purchase intention ( = 0.178, t = 3.132, p <
0.005). Consequently, H1 received support. This might be explained by the fact that indentity strategy increase
cusomter purchase intention. Additionally, our research showed that identity strategy has a positive impact on trustable
experiences (f = 0.176, t = 2.787, p < 0.05). Thus, H2 was confirmed. Similarly, this research finding indicated that
non-personalized marketing has a positive influence on purchase intention (f = 0.406, t = 7.803, p < 0.000). Thus, H3
was confirmed. Additionally, our study results showed that purchase intention has positive effect on trustable
experiences (f = 0.327, t = 4.532, p < 0.000). Therfore, H4 was confirmed. Furthermore, this study results
demonstrated that personalized identity strategy has a positive impact on purchase intention (§ = 0.238, t = 4.246, p <
0.000). Therfore, H5 was confirmed. Moreover, this study results demonstrated that personalized identity strategy has
a positive impact on trustable experiences (§ = 0.249, t = 3.366, p < 0.005). Therfore, H6 was confirmed. This study
results demonstrated that personalized identity strategy has a positive impact on trustable experiences (§ = 0.249, t =
3.366, p < 0.005). Therfore, H6 was confirmed. Finally, This study results demonstrated that on trustable experiences
has a positive impact on purchase intention (§ = 0.152, t = 2.730, p < 0.05). Therfore, H6 was confirmed.

Table 4. Path coefficients

Hypothesis B t—value p-value Conclusion
H1. Identity Strategy = Purchase 0178 3.132 0.002%%* Supported
Intention
H2. Identity Strategy -> Trustable 0.176 2.787 0.005* Supported
Expericnces
H3. Non-Personalized Marketing = 0.406 7.803 0.000%** Supported

Purchase Intention

H4. Purchase Intention -> Trustable 0327 4.532 0.000%** Supported
Experiences
HS5. Personalized identity strategy —= 0.238 4.246 0.000% %% Supported

Purchase Intention

H6. Personalized identity strategy - 0.249 3.366 0.001%* Supported
Trustable Experiences.

H7. Trustable Experiences > Purchase 0.152 2.730 0.006% Supported
Intention
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For mediating effect of trustable experience, the two stages of the Sobel's statistical method test are used to
evaluate the mediating effect of trustable experiences. The following formula was used to determine the z-test
(MacKinnon et al., 1995), Z-value is equal to a*b/SQRT(b2*SEa2 + a2*SEb2), where a and b represent the path
coefficients of the relationships between the independent and mediator variables, the standard error (SE) of the
relationship between the mediator and the dependent variables, and SEa and SED, respectively, of the relationship
between the independent and mediator variables. For 2-tailed tests with a=.05, the mediation effect is significant if the
z-test is greater than the t-value = 1.96 (Sobel, 1982).

Table 5 indicates that H8 (z=2.208, p<0.005), H9 (z=5.5208, p<0.05), H10 (Z= 3.005, p<0.05) are supported
for the test that trustable experiences. The mediating function of trustable experiences for the effect of identity strategy,
identity strateg, and personalized identity strategy on purchase intention. A complete mediation is also reached
because the results of the tests for H8, H9, and H10 are all significant.

Table 5. The results of the mediating effects of trustable experiences

Hypothesis a b SEa SEb z-Test Supported

HS. Identity Strategy = 0.178 0.178 0.057 0.057 2208%* Yes
Trustable Experiences =
Purchase Intention

HO9. Non-Personalized | 0.406 0.406 0.052 0.052 5.5208%* Yes
Marketing > Trustable
Experiences -> Purchase
Intention

H10. Personalized identity| 0238 0.328 0.056 0.056 3.005%* Yes
strategy = Trustable
Experiences -> Purchase
Intention

5. Discussion and contributions

According to recognized principles in consumer behavior, the idea that a trustworthy experience has a
beneficial impact on purchase intention has been proven. It is clear that satisfying experiences help to increase
customer trust in the world of online shopping in Vietnam, where trust in online marketplaces and vendors is crucial
because of issues like product quality, delivery dependability, and payment security (Kotler & Armstrong, 2018). A
greater propensity to make purchases is the direct result of this developed trust. This result emphasizes how important
it is to build and maintain trust in online transactions in order to influence customer behavior in a favorable way. The
importance of developing marketing strategies that appeal to consumers' needs is highlighted by the positive
relationship between identity strategy and purchase intention as well as the mediating role of a trustworthy experience.

Using identity-based methods can greatly strengthen the relationship between customers and companies in
Vietnam's online buying environment, where customers actively seek out tailored experiences that fit with their values,
tastes, and cultural backgrounds. According to the mediating effect of a trustworthy experience, consumers are more
likely to make purchases when identity methods cultivate a sense of dependability and trust (Van Doorn et al., 2010).
The usefulness of adjusting marketing efforts to individual interests and preferences is highlighted by the supported
hypothesis about the positive correlation between personalized interest strategy and buy intention, as well as its
mediation by a trustworthy experience. Personalized techniques that cater to particular interests can have a big impact
on purchasing decisions in Vietnam's dynamic and diverse market, where consumers display a wide range of tastes and
behaviors. According to the mediation effect, customers are more likely to develop positive buy intentions when
tailored interest tactics help to create trustworthy experiences (Verhoef et al., 2010). This result emphasizes how
crucial it is to comprehend and cater to the particular demands of customers through tailored marketing campaigns
(Verhoef et al., 2010).

With the strongest support among the hypotheses, our research findings also show that non-personalized

marketing has a favorable impact on purchase intention, indicating that traditional marketing strategies are still
relevant in Vietnam's online buying environment. There are still certain customers that react favorably to more general
marketing pitches, even in spite of the growing emphasis on personalization. In order to successfully engage a variety
of consumer demographics, this result emphasizes the need for a well-rounded marketing plan that includes both
customized and non-personalized aspects (Gefen & Straub, 2003). Notably, the association between identity strategy
and purchase intention is mediated by trustworthy experiences, indicating that efforts to create more trustworthy
experiences might be used in conjunction with customized tactics to favorably impact customer behavior.
Together, the validated hypotheses highlight how crucial identification, trust, and personalization are in influencing
consumers' intentions to make purchases in Vietnam's online marketplace. Marketers can better customize their
strategies to engage and convert consumers in this ever-changing market environment by understanding and utilizing
these elements.
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6. Academic and practitional implications

The findings of this study have important ramifications for scholars studying in the field of marketing. First,
this study confirmed the relationship between research constructs by utilizing one main dimension to investigate at the
same time, while in the prior researches use each sub-dimension to measure the relationship. Second, this study
findings expand our undertanding by confirming the important role of peronalized marketing strategis in terms of
improving costomer purchasing intention. Additionally, this study provided bridge to connect the gaps from prior
literature of the mediating role of trustable experiences that being overlooked in marketing field. This can imply that
the personalized marking strategies only impact directly on perchase intention but also has significant indirect
influence on customer’s purchasing intention.

There are several managerial implications can be drawn from this research findings. First, firms should pay
more attention to marketing strategy toward personalization in order to strengthen their trustable experiences and
purchase intention. Second, it is important for firms to provide trustable experiences for customers by providing the
opportunities for them to try, test, and communicate with previous customers. Additionally, businesses should improve
the design of digital supermarket applications by gaining insights from larger, more varied sample groups and studies
of intermediary variables like brand preferences or engagement levels. Finally, Young people with highly educated are
more proactive in their interpretation and information-seeking of online products. This suggests that marketers should
only focus on young customers who have already expressed a personal concern for products or services of firms.

7. Conclusion and limitations

This study concluded the significant influence of indentity strategy, personalized marketing strategies, and
non-personalized marketing strategy on trustable experiences and consumers' intentions to make purchases in digital
supermarket applications. Identity strategy and interest-based strategy are the two categories of customized marketing
tactics that are being looked at in this study. The study also shed light on the crucial mediating role of user's trustworthy
experience for relationship between indentity strategy, personalized marketing strategies, and non-personalized
marketing strategy and purchase intention (Kotler & Armstrong, 2018; Van Doorn et al., 2010).

There are certain limitations that must be addressed despite the theoretical framework for managing
marketing strategies. First, due to limite time and resouce this study only investigated the impact of marketing strategy
and trustable experiences on purchase intemntion, future studies should use a variety of consumer attributes and
interactive environments to examine the effects of tailored strategies on purchase intentions. Additional limitations on
representativeness and sample size, as well as the specificity of the study setting, which could restrict the applicability
of results to larger populations or other geographic areas. Future study can expand the areas in different contexts that
may show interesting research findings. Furthermore, future research should examine the impact of tailored tactics in a
compelling message that uses a variety of consumer attributes in various contexts. To find out if this produces different
results, a workable prototype may be used in an interactive human-computer context.
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