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Abstract 

The purpose of this paper is to study the impact of personalized content marketing on brand equity in e-commerce 

websites. The study inferred that factors such as Brand awareness, Perceived Uniqueness and Brand Loyalty lead 

to Increased Purchase Intention with proper Customized marketing activities. A framework is created with the 

combination of these factors and are chosen as the study variables. A self-structured survey questionnaire was 

developed and distributed to 155 individuals from Chennai who purchase products from selected e-commerce 

sites. The study results indicated that when customized marketing influence targeted audiences and consequently 

brand image and brand equity is improved. This study adds to the literature on services marketing, social media 

and branding in the context of e-commerce platforms. The study has chosen Amazon India, Ajio and Flipkart as 

the study units. This article contributes to the enhancement of content marketing strategies by Indian marketers 

within e-commerce sites. 

Keywords: Brand equity, Purchase intention, Customized marketing, Social media, E-commerce, Brand loyalty, 

Personalized marketing. 

Introduction 

In marketing, personalization is the process of providing each customer with tailored offers, experiences, and 

material according to their particular traits and preferences. In order to provide focused and pertinent marketing 

messages, it entails utilizing consumer data, including demographics, past purchases, browsing habits, and social 

media connections. Personalized emails, dynamic website content, product recommendations and customized 

advertising are just a few of the strategies that go under the umbrella of personalized marketing.1 More local and 

international businesses than ever before rely only on online sales. Google, Amazon, Ali Express and others are 

just a few examples. To promote their goods, many internet retailers employ marketing personalization 

techniques. Based on each customer's interests, search history and previous purchases, they make tailored product 

recommendations. As a result, seeing a customized experience with specific products that are carefully suggested 

depending on the customer's online activity has become commonplace while visiting any of the online stores.2 

Personalized methods include, for instance, offering the right product to the right customer at the right time and 

using personalization aspects like the customer's name or a customized message based on their past behavior.3 

The selection of this research topic was motivated by the emergence of individualized marketing methods and the 

expansion of online stores, both of which have an impact on customer engagement and loyalty. Businesses are 

always looking for new ways to engage consumers and cultivate their loyalty in today's fiercely competitive 

business environment. Personalized marketing techniques have become a potent instrument to increase customer 

loyalty and engagement. Businesses may generate significant and relevant experiences that connect with 

 
1 Zeng, F., & Huang, L. (2020). Personalization in mobile marketing: A systematic review and agenda for future 

research. International Journal of Information Management, 50, 77-89 
2 Smith, B. and Linden, G. (2017). Two Decades of Recommender Systems at Amazon.com. IEEE Internet 

Computing, vol. 21, no. 3, pp. 12-18, May-June 2017, doi: 10.1109/MIC.2017.72. 
3 Karaduman, L. & Zalova, Z. (2018). The Effects of Personalized Online Promotions on Consumer Loyalty: A 

Study İn Turkey. Journal of Business Management and Economic Research. 2.49-50. 10.29226/TR1001.2018.52 
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customers on a personal level by customizing marketing campaigns to individual preferences, requirements, and 

behaviors. This improves customer-brand interactions and fosters loyalty in addition to increasing engagement.4 

Impact Of Personalized Marketing  

Customizing marketing materials, product recommendations, content and adverts to match the unique needs, 

interests and behaviors of individual customers is the main goal of personalized marketing tactics. This strategy 

aims to strengthen the bond between brands and their consumers. These tactics use consumer data, including as 

browsing and purchase histories, demographics and behavioral tendencies, to send offers and messaging that each 

customer finds particularly appealing.5 

Stages of Personalized Marketing:  

Collection of Data: Gathering information about your customers is the first stage in targeted marketing. You can 

obtain this data from a number of sources, such as your website, client surveys, and social media sites.  

Analysis of Data: To determine the demands, interests and behaviours of customers, data must first be gathered 

and then analysed. Comprehending the customers will improve as a result of this investigation, paving way for 

customization of marketing messages.  

Segmenting of Customers: After the customer data has been analysed, they can be categorised according to their 

needs, interests and behaviours. The marketing messages will be more effectively targeted thanks to this 

segmentation.  

Customization: You can tailor your marketing messaging to each category after you have divided up your 

consumer base. Make use of the data obtained from the customers you have collected to provide customized 

offers, content and suggestions. 

Involvement of Customers: By offering pertinent and engaging content, personalized marketing improves 

consumer engagement. Customers are more likely to engage with a brand when they believe it understands their 

requirements and preferences.6 

Purchase Behaviour: Decisions about what to buy can be positively impacted by personalized marketing. 

Customers are more likely to think about and purchase the promoted goods or services when they receive 

marketing communications that are in line with their requirements and interests. 

E-commerce Industry – An overview 

The exchange of goods and services using computer networks, such as the Internet, is known as electronic 

commerce, or E-Commerce. Although it may also use other technologies like email, modern electronic commerce 

usually employs the World Wide Web for at least one stage of the transaction's life cycle. In India, e-commerce 

has completely changed how business is conducted. From US$38.5 billion in 2017, the Indian e-commerce sector 

is projected to reach US$200 billion by 2026. Growing internet and smartphone penetration has contributed 

significantly to the industry's expansion. India's entire internet user base is predicted to rise from 636.73 million 

in FY19 to 829 million by 2021 due to the country's continuous digital transformation. With e-commerce playing 

a big role, India's online economy is predicted to double from US$125 billion in April 2017 to US$250 billion in 

2020. India's e-commerce income is predicted to increase from US$39 billion in 2017 to US$120 billion in 2020, 

expanding at a pace of 51% annually, one of the highest in the world. The areas of Europe, America, and Russia 

have been the most significant factors to e-commerce revenue. China has seen a significant increase in e-

commerce with countries namely Middle East, India and Brazil. Among the well-known e-commerce facilitator 

websites are Amazon, 360buy.com, E-bay, Groupon, iTunes, Sony store, Alibaba, Amway, Microsoft, Symantec, 

 
4 Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing to omni-channel retailing: 

introduction to the special issue on multi-channel retailing. Journal of Retailing, 91(2), 174-181. 
5 Vaishali Gupta, V., Raj, S., & Vats, R. (2025). The Effect of Personalization Techniques on Digital Marketing 

Conversion Rates and Customer Engagement. International Journal of multidisciplinary research, 7(3), 1 - 7. 
6 Roberts, B., & Adams, T. (2023). The Development of Personalized Marketing. Journal of Marketing Trends, 

27(3), 401-416. Vol. 20, Issue 1, No. 33, 
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Barnes & Noble and Wal-Mart. Startups like Flipkart, Snapdeal, Lenskart, Myntra and Jabong to mention a few, 

have transformed India's e-commerce landscape and encouraged more companies to enter the online market. The 

market is growing in the area of e-commerce due to the small business's increased complexity and diversification. 

B2C, B2B, e-financial services, online marketplaces and e-tailing have all been made possible by mobile and 

internet market channels. The market is growing in the e-commerce space due to the small business's increased 

complexity and diversification.7  

Personalization in E-commerce 

The process of customizing each customer's online buying experience according to their choices, behavior and 

demographic data is known as personalization. Today's e-commerce enterprises rely heavily on personalization. 

Businesses are searching for methods to stand out from the competition and give their customers a more 

personalized buying experience as the number of online shoppers rises. According to studies, customization can 

boost sales, conversion rates and customer happiness and loyalty. To enhance their products and give a more 

customized shopping experience, numerous Indian e-commerce companies are investing in data analytics and 

personalization technologies. 

➢ While nearly 90% of retail marketers use personalization for their firm, just a small percentage use 

sophisticated personalization strategy. 

➢ Advanced personalization strategies can yield a $20 return on investment for marketers. 

➢ Approximately half of the world's B2C marketing executives are willing to spend more on content and 

personalization solutions. 

➢ According to 53% of digital experience professionals, they do not have the necessary technologies to 

customize experiences. 

➢ Personalized and segmented emails have increased email revenue by 760%, according to marketers.8 

Review Of Literature 

Shireesha et al. (2025)9 explained that over the past ten years, India's e-commerce sector has grown significantly 

because to advancements in technology, reasonably priced internet and shifting consumer preferences. Customer 

loyalty and retention are now essential for long-term company success in a cutthroat industry. Customers are more 

interested than ever in interacting with a digital platform that offers greater ease, relevance, and personalization. 

E-commerce businesses are employing data-driven, digital marketing strategies more frequently in response to 

this demand in order to offer individualized experiences and foster relationships between brands and consumers. 

In the e-commerce sector, where two significant platforms, Amazon India and Nykaa, have included 

customization into their marketing strategies, this study offers a comparative examination of personality 

integration in marketing. Personalized digital marketing efforts, trust, consumer loyalty, satisfaction, and 

repurchase intention are all examined in this study. Both primary and secondary data are used in a mixed-method 

approach. The secondary data is taken from business reports, marketing databases, and scholarly literature, while 

the primary data is gained through a couple of online questionnaires and interviews with active e-commerce 

customers from various age groups and market categories. 

Manu Sharma and Mohan Lal Dhaka (2022)10 mentioned that by customizing offers and communications to 

each customer's tastes and habits, personalized marketing has completely changed how companies interact with 

their customers. The impact of tailored marketing on consumer purchasing behavior is examined in this study, 

with particular attention paid to how these tactics affect consumer loyalty, purchase decisions, and general 

 
7 Dudhela, M., & Chaurasiya, H., (2020). A Study of Content Marketing Strategy in E-Commerce with Respect 

to B2C. International of creative research thoughts, 8(10), 2715 - 2730. 
8 Shubham Tiwari (2023). The Importance of Personalization in Ecommerce and Its Application in Businesses. 

Research Spectra, IV(I), 189 - 197. 
9 Shireesha, S., Lakshmi, T.V., & Priya, C.K. (2025). A Comparative Study of Personalized Digital Marketing 

Strategies in E-Commerce: A Case of Amazon India and Nykaa. International Journal for Multidisciplinary 

Research (IJFMR), 7(6), 1 - 9. 
10 Sharma, M., & Dhaka, M.L. (2022). Impact of Personalized Marketing on Customer Buying Behavior. 

International Journal of Scientific Research in Science and Technology, 9(5), 699 - 705. 
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satisfaction. The study investigates a range of customization strategies, such as targeted emails, recommendations 

for products, and tailored ads, through a thorough examination of the body of existing literature and empirical 

data. Results indicate that as customers react more favorably to tailored and pertinent content, personalized 

marketing greatly improves customer engagement and boosts conversion rates. The study also emphasizes the 

difficulties in putting tailored marketing into practice, including data management and privacy concerns. This 

study advances our knowledge of how personalized marketing influences contemporary consumer behavior and 

provides guidance to companies trying to improve their marketing approaches. 

Nabil Izz al-Din Tarifi and Reem Adeeb Bakhsh (2024)11 detailed that more local and international businesses 

than ever before rely only on online sales. Google, Ali Express, Amazon and more are just a handful. Businesses 

in Saudi Arabia are increasingly using personalized marketing strategies to address individual preferences, cultural 

quirks, and customer habits due to the country's expanding digital landscape and tech-savvy populace. In terms of 

the theoretical framework of the literature review and an online survey questionnaire with a combination of Likert-

scale alternatives, this study uses both primary and secondary data as data collection instruments. Saudi consumers 

of all ages and genders will make up the target group. To guarantee representation from every stratum, a stratified 

random sampling technique will be employed. Through snowball sampling of participant referrals, the study's 

sample will first include residents of the Jeddah International College area before expanding to include random 

internet consumers. There are one hundred responders in the study's sample. Customized marketing tactics are the 

study's independent variable. Customer loyalty and engagement are the study's dependent variables. According to 

the study's findings, Saudi Arabian consumers' perceptions, engagement, and loyalty are positively impacted by 

tailored marketing tactics. Personalized offers, recommendations, and communications from brands were seen 

favorably by most respondents. Additionally, they showed a readiness to make repeat purchases, actively 

participate in targeted marketing initiatives, and suggest companies that use these strategies. 

Research Gap 

It has been demonstrated that personalized content marketing influences brand loyalty and awareness. However, 

it has been difficult for studies to discover empirical evidences of how personalized content marketing 

successfully affects consumer-based brand equity through its dimensions of perceived quality, brand association 

brand loyalty and brand awareness. According to studies, research on the effects of online marketing activities 

like personalized content marketing on brand equity is inadequate, specifically focusing the e-commerce websites. 

By examining the direct impact of customized content marketing on aspects of brand equity, this study aims to 

close this gap. 

Statement Of The Problem 

One of the most powerful tools in the marketing communication, according to marketers, is digital content 

marketing. It can successfully reach and engage with the target market because to its ever-expanding range of 

applications and methodologies. Brands may gain the attention and loyalty of consumers by using content 

marketing, which focuses on assisting consumers in their everyday lives. This tactic boosts brand exposure and 

credibility, enhances consumer loyalty and creates new business by giving the target groups pertinent information 

that aligns with their interests. Information, utilitarian, authentic and social interaction aspects of the content have 

been found to be the primary features of personalized content marketing with respect to e-commerce platforms. 

Nevertheless, there is not a thorough examination of all these alleged traits of personalized content marketing that 

set it apart from other types of marketing communication. In order to close this gap, this study highlights every 

perceived feature of personalized content marketing, which aids in increasing the overall brand equity of the 

product through e-commerce purchase sites. 

Objectives Of The Study 

➢ To study about personalized marketing and its significance in e-commerce platforms. 

➢ To analyze the impact of personalized content marketing on brand equity in selected e-commerce sites. 

 
11 Tarifi, N.I., & Bakhsh, R.A. (2024). The Effectiveness of Personalized Marketing Strategies on Consumer 

Engagement and Loyalty (Evidence from KSA), International Journal of Research and Studies Publishing, 5(56), 

283 - 302 
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➢ To provide suggestions for improving customers’ purchase intention through customized marketing 

activities. 

Need For The Study 

The results of this study sheds light on how to modify or regulate content marketing in order to manage brand 

equity. Understanding the mediating role of customized marketing activities in this relationship is another goal of 

the current study. The study also looks at how this relationship is affected by the use of e-commerce platforms. 

The article might inspire Indian marketers to create and execute content marketing plans. Lastly, the study's 

conclusions, interpretation of analysis and literature evaluation may be useful for future research. This study can 

also serve as a solid foundation for further investigations on the relationship between content marketing and its 

effects on various brands. 

Research Methodology 

Research Design: The road map or itinerary that the researcher uses to achieve the objectives of a study is 

accomplished through research methodology. Both descriptive and analytical research designs are used in this 

study. Sample Population: Customers within specific areas of Chennai, who are using big e-commerce sites like 

Flipkart, Amazon and AJIO are the sample population in the state of Tamil Nadu. Study Unit: The study focuses 

on well-known e-commerce sites namely Amazon, Flipkart, and AJIO that heavily employ customized content 

marketing techniques. The companies were chosen for the analysis of the impact on brand equity because of their 

significant use of customized content marketing, huge customer base, high brand presence, and popularity among 

online shoppers. Study Area: Chennai, which is second only to Bengaluru in software exports, has become a 

leading e-commerce powerhouse in India by fusing historic manufacturing assets with a booming digital economy. 

The city is a vital center for technology, digital marketing, and online retail logistics since it is home to 

multinational tech giants and a quickly expanding D2C start-up ecosystem. Sampling technique: Non-probability 

convenience sampling technique has been modified for the current investigation. Sample size: 155 customers 

who shop at least once a month from the chosen e-commerce platform in Chennai were selected as sample 

respondents for the current study. Data collection: Both primary and secondary data are gathered for the proposed 

study. Primary Data: A self-administered questionnaire is used to gather primary data about the connections 

between brand equity and content marketing characteristics. In order to investigate the association between 

independent and dependent variables, this study used the survey approach using a questionnaire (Study variables 

- Brand awareness, Perceived Uniqueness, Brand Loyalty, Customized marketing activities and Increased 

Purchase Intention). Secondary Data: The secondary data needed for the study was gathered from published 

works, annual reports, articles, business reports, publications and journals like Business World. Several statistical 

methods and tools were used to analyze the data. Through the use of statistical methods and logical deductions 

made for the study's objectives, the data so gathered is categorized, examined, and analyzed. The data was 

analyzed and interpreted using the Statistical Package for Social Sciences (SPSS). A few pertinent and suitable 

statistical methods and procedures were employed for data analysis and interpretation in order to give the survey 

data a quantitative touch. They are: Analysis of Variance (ANOVA) and correlation. 

Analysis 

One-way ANOVA 

H01: There is no significant difference between the age groups of the respondents with regard to brand awareness, 

perceived uniqueness, brand loyalty, customized marketing activities and increased purchase intention 

Table -1: One-way ANOVA (Age Factor) 

Factors Sum of 

Squares 

Df Mean 

Square 

F Sig 

Brand Awareness 

Between 

Groups 
65.656 3 21.885 1.861 0.139 

Within Groups 1775.544 151 11.759   
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Total 1841.200 154    

Perceived 

Uniqueness 

Between 

Groups 
18.613 3 6.204 .539 0.656 

Within Groups 1738.523 151 11.513   

Total 1757.135 154    

Brand loyalty 

Between 

Groups 
16.592 3 5.531 .451 0.717 

Within Groups 1850.027 151 12.252   

Total 1866.619 154    

Customized 

Marketing 

Activities 

Between 

Groups 
100.237 3 33.412 1.706 0.168 

Within Groups 2958.111 151 19.590   

Total 3058.348 154    

Increased Purchase 

Intention 

Between 

Groups 
40.937 3 13.646 .780 0.507 

Within Groups 2642.702 151 17.501   

Total 2683.639 154    

 

Since all variables, including brand awareness, perceived uniqueness, brand loyalty, customized marketing 

activities, and increased purchase intention, had p-values over 0.05 at the chosen significance threshold, the 

analysis concludes that there are no statistically significant differences between the age groups. As a result, the 

null hypothesis is approved. As a result, there are no significant differences across age groups in terms of brand 

awareness, perceived uniqueness, brand loyalty, customized marketing activities, and increased purchase 

intention. 

One-way ANOVA 

H02: There is no significant difference between the education groups of the respondents with regard to brand 

awareness, perceived uniqueness, brand loyalty, customized marketing activities and increased purchase intention 

Table - 2: One-way ANOVA (Education Factor) 

Factors Sum of 

Squares 

Df Mean 

Square 

F Sig 

Brand Awareness 

Between 

Groups 
26.028 2 13.014 1.090 0.339 

Within Groups 1815.172 152 11.942   

Total 1841.200 154    

Perceived 

Uniqueness 

Between 

Groups 
28.496 2 14.248 1.253 0.289 

Within Groups 1728.639 152 11.373   

Total 1757.135 154    
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Brand loyalty 

Between 

Groups 
79.061 2 39.530 3.361 0.037 

Within Groups 1787.559 152 11.760   

Total 1866.619 154    

Customized 

Marketing Activities 

Between 

Groups 
62.555 2 31.278 1.587 0.208 

Within Groups 2995.793 152 19.709   

Total 3058.348 154    

Increased Purchase 

Intention 

Between 

Groups 
29.647 2 14.824 .849 0.430 

Within Groups 2653.991 152 17.460   

Total 2683.639 154    

 

Since all variables, including brand awareness, perceived uniqueness, customized marketing activities, and 

increased purchase intention, had p-values over 0.05 at the designated significance threshold, the analysis 

concludes that there are no statistically significant differences between the education groups. As a result, the null 

hypothesis is approved. As a result, there are no significant differences across education groups in terms of brand 

awareness, perceived uniqueness, customized marketing activities, and increased purchase intention. Since the p 

value is less than 0.05 for brand loyalty, thus null hypothesis is rejected. 

Correlation 

H03: There is no significant relationship between the variables brand awareness and perceived uniqueness 

Correlation between brand awareness and perceived uniqueness 

Table – 3 

 N Brand awareness Perceived 

uniqueness 

P-Value Decision 

Brand awareness 155 1 0.634** 0.000 

 

Significant 

Perceived uniqueness 155 0.634** 1 

**. Correlation is significant at the 0.01 level 

Using a sample of 155 respondents and the Pearson correlation test, the aforementioned hypothesis was assessed 

to ascertain the relationship between perceived uniqueness and brand awareness. Perceived uniqueness and brand 

awareness are positively correlated. The study's p-value of 0.000 demonstrated significance at the 1% level. The 

correlation coefficient of 0.634 and the p-value of less than 0.01 indicate a favorable relationship. There is a strong 

correlation between perceived uniqueness and brand awareness. 

Correlation between brand loyalty and customized marketing activities 

Table – 4 H04: There is no significant relationship between the variables brand loyalty and customized 

marketing activities 

 N Brand loyalty Marketing 

activities 

P-Value Decision 

Brand loyalty 155 1 0.586** 0.000 Significant 
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Marketing activities 155 0.586** 1  

**. Correlation is significant at the 0.01 level 

Using a sample of 155 respondents and the Pearson correlation test, the aforementioned hypothesis was assessed 

to ascertain the relationship between brand loyalty and customized marketing activities. Brand loyalty and 

customized marketing activities are positively correlated. The study's p-value of 0.000 demonstrated significance 

at the 1% level. The correlation coefficient of 0.586 and the p-value of less than 0.01 indicate a favorable 

relationship. There is a strong correlation between brand loyalty and customized marketing activities. 

Correlation between perceived uniqueness and increased purchase intention 

Table – 5 

H05: There is no significant relationship between the variables perceived uniqueness and increased purchase 

intention 

 N Perceived uniqueness Increased 

purchase 

intention 

P-Value Decision 

Perceived uniqueness 155 1 0.540** 0.000 

 

Significant 

Increased purchase 

intention 

155 0.540** 1 

**. Correlation is significant at the 0.01 level 

Using a sample of 155 respondents and the Pearson correlation test, the aforementioned hypothesis was assessed 

to ascertain the relationship between perceived uniqueness and increased purchase intention. Perceived 

uniqueness and increased purchase intention are positively correlated. The study's p-value of 0.000 demonstrated 

significance at the 1% level. The correlation coefficient of 0.540 and the p-value of less than 0.01 indicate a 

favorable relationship. There is a strong correlation between perceived uniqueness and increased purchase 

intention. 

Findings  

• One-way ANOVA for age shows that there is no significant connection among the variables brand awareness, 

perceived uniqueness, brand loyalty, customized marketing activities and increased purchase intention, 

whereas for education there is no significant connection among the variables brand awareness, perceived 

uniqueness, customized marketing activities and increased purchase intention. Brand loyalty has significant 

connection with education factor. 

• Correlation test among the variables perceived uniqueness and increased purchase intention, brand loyalty 

and customized marketing activities finally brand awareness and perceived uniqueness indicate a favorable 

relationship between the variables. 

Suggestions 

✓ Customers may have privacy concerns because personalization necessitates the acquisition and analysis of 

customer data. Mistrust and a decline in consumer loyalty may result in lack of transparency from e-

commerce enterprises regarding the collection and use of customer data. 

✓ Sometimes, customized algorithms can be biased, resulting in recommendations that are not fair or relevant 

for every consumer. For instance, prejudice and a decrease in inclusion may result if the algorithm is biased 

toward particular demographics or preferences. 

✓ Customers may experience a "filter bubble" as a result of personalization, whereby they only see goods and 

content that correspond with their prior tastes and habits. Customers may be prevented from learning new 

things and their exposure to new ideas and products may be restricted as a result. 

✓ Complex algorithms and data analysis are necessary for personalization, which can be technically difficult 

and necessitate a large investment in staff and infrastructure. 
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✓ For smaller e-commerce firms, personalization can be expensive since it involves more people and 

technology to gather and analyze customer data. 

✓ Accurate, pertinent, and non-intrusive tailored material is necessary to boost credibility and increase brand 

equity. Reward loyal consumers with customized offers, loyalty plans, and special discounts. To boost brand 

recall, targeted ads and suggestions can be employed. Also, content that appeals to the needs, preferences 

and values of the targeted audiences must be created. 

✓ Personalization is contingent upon the quality and availability of client data, which may not always be 

correct. This may reduce the impact of personalization and result in fewer pertinent marketing messages or 

recommendations. 

Conclusion 

In the context of the Indian e-commerce sector, tailored content marketing is an important instrument for 

competitive differentiation. Businesses like Amazon India and Nykaa make effective use of personalization to 

increase customer loyalty, satisfaction and trust, however both companies have developed distinct primary areas 

of focus. The current value of e-commerce companies seemed to be more focused on the convenience and 

relevance of AI, and was more predicated on comprehending customer connection or emotional engagement, 

derived from social media or contextual personalization in their emails. Therefore, improving the efficacy of 

tailored customer experiences with data analytics and AI while respecting privacy would create better brand-

customer relationships and encourage more repeat business in the digital Indian market for a lasting competitive 

edge. Using a strategic, data-driven, customer-centered personalization approach that provides value for the 

customer, marketers may use these insights and suggestions to create platforms that satisfy the emotions and 

expectations of their customers, so increasing their brand equity. 
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