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The impact of personalized social media advertisements on online impulse buying tendency
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The main goal of the research is to examine the impact of personalized social media advertisements on online impulse buying, with a particular focus on how consumers react to and perceive these ads, as well as to understand what happens along the path between encountering such an ad and making an impulsive purchase. Key elements of the research include the examination of perceived relevance and novelty, that is, how consumers find the personalized ads relevant and novel, and how these perceptions influence their purchasing decisions. The role of ad value is also crucial, as it determines how consumers value the advertisement as a useful and interesting source of information. Additionally, the research pays special attention to privacy concerns and affective reactions, such as the "creepy" feeling, which refers to the negative emotions triggered by overly personalized ads.
The study employs a quantitative methodology, with data collection through questionnaires from social media users in Romania. The data are analyzed using descriptive statistics, while relationships are examined through structural equation modeling. The results highlight how personalized ads affect consumer decision-making, thereby contributing to a deeper understanding of consumer psychology. Moreover, it helps companies understand the operation and effectiveness of these ads and the attitudes displayed by consumers towards them, which can aid in developing more effective marketing strategies.



