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ABSTRACT

Nowadays, the e-commerce market has grown. Consumers are more
likely to buy online and online marketing techniques have a variety of methods.
Retargeting and Remrketing vai e-mail are new technique that emphasizes individual
consumer interests. It allows operators and marketers to use this channel to reach
potential customers. They will be able to send promotional messages to customer,
which select products or services that customer are interested in. To increase the
chances of sales and increase website traffic and lead to purchase of goods and
services.

This research aims to study influential factors on customers’ intention to
consume the product or services that have been advertised through Retargeting and
Remarketing via e-mail. This study is based on quantitative research, conducted using
online questionnaires as data collection device. The sample group consisted of 207
users in Thailand who have experience seeing both of Retargeting advertising and
Remarketing via e-mail advertising. The reliability of the research has been measured
using Cornbrach’s alpha and validity analysis. The researcher also used multiple

regression analysis for hypothesis testing.
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In conclusion, Findings reveal that features of Retargeting advertising and
Remarketing via e-mail advertising do generate positive influence on purchase
intentions. Results  further revealed that informativeness and irritation  has
relationship with attitude toward the brand and it generates positive influence of
consumers’ purchase intentions. Moreover, result of Remarketing via e-mail
advertising show Frequency of exposure does have an impact on purchase intention
and Retargeting advertising does not.

Firms and marketers will find these results useful as they can maximize
the impact of Retargeting advertising and Remarketing via e-mail advertising efforts to

generate purchase intention.

Keywords: Retargeting advertising, Remarketing vai E-mail advertising, Social media,

Purchase intention
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