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[bookmark: _Toc737689557]Chapter 1 Introduction
[bookmark: _Toc2132118312]Research Background
In the world of marketing, customization has transformed from a by-product to a prime strategy in a building that lasts, and with that in place, the outcome is maximum engagement and satisfaction (Chandra et al. 2022). The approach of this study will be an analytical literature review to decipher how the marketing personalization techniques have been developed and tested. Scoring the various research methods and the results obtained from different studies, this report aims to find the common among the studies while highlighting the actual effectiveness of personalised marketing. The dissertation will examine the key place of personalization in marketing exemplified by eBay, an international e-commerce provider recognized for its customer-centricity and innovation. As the traditional media turn out to be ineffective in the crowded online environment, eBay’s use of advanced personalization techniques reflects beyond doubt a key tendency in marketing practices.
[bookmark: _Toc189207679]Research Objective 
· To identify and analyse the current trends in personalization within marketing practices.
· To evaluate the effectiveness of personalized marketing strategies in improving customer engagement and sales.
· To evaluate how eBay implements personalization strategies in its marketing efforts and assess their effectiveness in enhancing user engagement and increasing sales.
[bookmark: _Toc192236641]Research Question 
1. What are the most significant trends in marketing personalization, and how have they evolved over recent years?
2. How do personalized marketing strategies impact customer engagement and business performance metrics compared to non-personalized approaches?
3. How does eBay implement personalization strategies in its marketing campaigns, and what is the impact of these strategies on user engagement and sales performance?
[bookmark: _Toc2146685529]Research Gap 
While multiple studies have been done about marketing personalization, very little has been found to prove how customer loyalty and retention rates of such strategies are affected in the long run. Besides, the study also investigates the efficiency of personalization concerning different cultural contexts and industry sectors in-depth.

[bookmark: _Toc87054199]Chapter 2 Literature Review
[bookmark: _Toc1435088567]Consumer Response to Personalization
According to Raji et al. (2024), with personalized marketing tactics, the theme considers consumer dynamics which result in purchase behaviours. The studies show that a different consumer reaction from one category to another is influenced by demographic factors. The categories include age, income and culture. Although personalization can help to improve the customer experience and increase brand loyalty and even customer satisfaction when it is done efficiently, studies are pointing to the fact that consumers may have experienced resistance to over-personalization as well. They might have felt discomfort, invasion of privacy or overload with information. Further, this analysis will discriminate between these two outcomes as to whether the information would be beneficial or could invite backlash. Then it will provide the insights which would let us know the sweet spot of this personalization that will not cross the limits of privacy.

[bookmark: _Toc1802136633]Technical Sphere of Marketing Individualization
De Jong et al. (2021) stated that the amazing speed of technological innovations is a critical factor in supporting the creation of advanced personalized marketing methods and strategies. This theme reflects upon how AI, machine learning and data analytics have revolutionized the marketing landscape by focusing on personalized tactics. Here we deal with the capability of these technologies to examine huge data related to customer segmentation and real-time personalization. Moreover, it assesses the scaling of the technology across different sectors as well as the roadblocks that hinder the adoption. This understanding of emerging technologies, which will be a core part of the review, will reveal the paths of future development and possibilities of innovations in personalized marketing strategies.
[bookmark: _Toc1506482954]Personalisation Digital Marketing of eBay
eBay, a big flagship of global e-commerce has been using the data and technology to connect different customers. The base of eBay's marketing solution is deeply rooted in consumer behaviour, like preferences and purchasing patterns, which is made possible using advanced big data. eBay is a multiform marketing company that uses various forms of advertisements, email marketing, and personalised recommendations on the platform (Comberg and Velamuri, 2017).
[bookmark: _Toc1422915177]Theoretical Framework 
The theoretical perspective on which the review is based is rooted in the TPB and TAM theories. Moreover, the TPB is useful for knowing how consumer attitudes towards personalized marketing, which is influenced by behavioural control and social norms, affect behavioural intentions and finally, real behaviour. TAM will be the framework to be used to explore information the consumers perceive usefulness and consumer sentiment contributes to marketers' and consumers' acceptance and usage of personalization technologies. The frameworks which I will develop to examine how personalization strategies affect consumers and their decision-making processes by marketing are robust.

[bookmark: _Toc171133187]Chapter 3 Methodology 
The methodology for the systematic literature review on "Personalization in Marketing: "Is It Still a Trend? An Assessment of Trends and Effectiveness" begins with a well-organized bibliographic search. This search will be carried out via searching through primary databases such as JSTOR, ScienceDirect, Wiley Online Library, Google Scholar, Emerald Insight, and journals from the American Marketing Association. Keywords here are stop="lines" will include combinations like "Personalization in Marketing AND consumer behaviour," "Marketing personalization effectiveness," and "Technology in marketing personalization AND AI." This terminology captures the idea of returning broad but relevant scholarly results.
[bookmark: _Toc113330165]Selection Criteria 
The selection ascertains the fixed criteria of inclusion and exclusion makes the literature pool refined. The sources considered will only be the latest peer-reviewed papers, which have been published in the last ten years, are in the English language and focus directly on the issue of marketing personalization. Only English literature will belong to the research, grey literature such as non-peer-reviewed papers will be excluded, as well as articles that do not directly touch the topic of personalization in marketing.
[bookmark: _Toc2050967886]Data Extraction 
Data will be systematically collected from papers available to us, specifically focusing on authors, years of publication, methodologies and main findings related to marketing personalization's effect on consumer behaviour and innovations in technology.  Each article would be subjected to quality assessments according to its approach method that is capable of handling the data, and its relation to the research questions to affirm that the conclusion of the review is not compromised by any faults.
[bookmark: _Toc806762496]Inclusion and Exclusion Criteria
	Criteria
	Inclusion
	Exclusion

	Publication Year
	Last 10 years (2013-2023)
	Before 2013

	Language
	English
	Non-English studies

	Document Type
	Peer-reviewed journal articles
	Grey literature, non-peer-reviewed papers

	Focus
	Specific to marketing personalization
	Studies not directly addressing marketing



[bookmark: _Toc1384155108]Ethical Consideration
Research is carried out under strict ethical committees, where all of the data is properly collected and evaluated with due respect. That is, it upholds intellectual property laws by giving every source its rightful credit. The review process guarantees confidentiality and integrity, which is based on the norms of honesty and transparency to make sure that no potential conflicts of interest appear.
[bookmark: _Toc181894519]Research Outcome
The research on "Personalization in Marketing: "Personalized Marketing Strategies: Trends and Effectiveness- a case study on eBay, illustrates how personalized marketing approaches have improved customer interaction and sales of the platform. Studies prove that eBay's application of data-driven personalization, including targeted recommendations and customized search results, has improved customer retention rate by 9%. In addition to this, personalized email campaigns have resulted in an increased click-through rate of 15% beyond non-personalized emails. These outcomes show that personalization not only boosts customer experience but also increases business growth which in turn validates the strategic plans that are based on tailor-made marketing that is applicable in digital commerce settings.

[bookmark: _Toc208938043]Gantt Chart
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