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Abstract:

Personalized advertising has become one of the most powerful tools in the digital marketing
landscape. By using customer data, behavioural tracking, and analytics to deliver advertisements tailored
to individual interests, needs, and browsing behaviour, firms seek to capture attention, increase relevance,
and influence consumer decisions. This study examines the role of personalized advertising in shaping
consumer buying behaviour. Adopting a descriptive and analytical research design supported by a
structured questionnaire survey of consumers, the study measures exposure and attitudes toward
personalized advertising and relates them to key stages of buying behaviour, including attention and
awareness, interest and consideration, purchase decision, and post-purchase response. The findings
indicate that relevant, well-targeted personalized advertising positively influences consumer buying
behaviour by capturing attention, improving recall, shortening the search process, and prompting purchase,
particularly among younger and digitally active consumers. However, the findings also show that
intrusive, repetitive, or privacy-insensitive advertising can create irritation, scepticism, and avoidance,
weakening its influence.
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I. Introduction media, and streaming platforms. A young, digitally

Advertising has always sought to influence
consumer behaviour, but the way it does so has
changed profoundly in the digital era. Traditional
mass advertising delivered the same message to
broad audiences through television, print, and radio.
Today, personalized advertising uses customer data,
behavioural tracking, cookies, and analytics to
deliver tailored advertisements to individual
consumers based on their interests, search history,
demographics, and online behaviour.
Advertisements now follow consumers across
websites, social media, search engines, video
platforms, and mobile applications, presenting
products and offers that appear strikingly relevant
to their needs.

In India, personalized advertising has grown
rapidly alongside the expansion of e-commerce,
digital payments, smartphone penetration, social

active, and aspirational consumer base, combined
with the availability of large volumes of
behavioural data, has made India a major market for
digital and personalized advertising. For many
Indian consumers, personalized advertisements
have become a routine and influential part of their
online experience.

Consumer buying behaviour refers to the process
through which consumers recognise a need, search
for information, evaluate alternatives, make a
purchase decision, and respond after purchase.
Personalized advertising can influence each of these
stages. By presenting relevant products at the right
moment, it can trigger need recognition, capture
attention, provide information, shorten the search
and evaluation process, and prompt purchase.
Relevant advertising can also improve recall and
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build familiarity with brands, influencing future
decisions.

However, personalized advertising is not
uniformly welcomed. Because it depends on the
collection and use of personal data, it raises
concerns about privacy, consent, and surveillance.

When advertisements become too intrusive,
repetitive, or obviously based on tracking, they can
create irritation, scepticism, and avoidance,

including the use of ad blockers. The effectiveness
of personalized advertising therefore depends on
striking a balance between relevance and
intrusiveness, and between value and privacy.

Understanding the role of personalized
advertising in consumer buying behaviour is
important for advertisers, platform providers, and
policymakers alike. This study investigates this role
with reference to consumers in the Indian context,
examining both the positive influence of relevant
advertising and the negative effects of intrusive or
privacy-insensitive advertising.

II.  Objectives of the Study
The present study is guided by the following
objectives:

1. To study the concept of personalized
advertising and its forms in the digital
environment.

2. To examine consumers' exposure and
attitudes toward personalized advertising.

3. To analyse the influence of personalized
advertising on the stages of consumer
buying behaviour.

4. To assess the role of ad relevance in shaping

consumer responses.

5. To identify the concerns, including privacy
and  intrusiveness, that limit the
effectiveness of personalized advertising.

6. To offer suggestions for advertisers,

platform providers, and policymakers.

III.  Review of Literature

The literature on advertising and consumer
behaviour provides the foundation for studying
personalized advertising. The hierarchy-of-effects
and AIDA frameworks hold that advertising
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influences consumers through a sequence of stages,
from attention and interest to desire and action.
Personalized advertising is theorised to strengthen
each stage by increasing relevance and capturing
attention more effectively than generic advertising.

The elaboration likelihood model proposed by
Petty and Cacioppo (1986) explains how persuasion
operates through central and peripheral routes.
Relevant personalized advertising can increase
involvement  and  encourage central-route
processing, leading to stronger and more durable
attitude change, while irrelevant advertising is
processed only peripherally or ignored.

The Technology Acceptance Model proposed by
Davis (1989) helps explain consumer responses to
digital advertising, holding that perceived
usefulness and ease of use drive engagement.
Relevant personalized advertisements increase the
perceived usefulness of digital channels by
delivering  useful information, encouraging
engagement and response.

Research on advertising value and relevance,
including the work of Ducoffe (1996), has shown
that perceived relevance and informativeness
increase the value consumers assign to advertising,
while irritation reduces it. This stream of research is
directly relevant to personalization, suggesting that
relevance  drives positive responses while
intrusiveness drives negative ones.

A substantial body of literature also addresses the
privacy and intrusiveness concerns associated with
personalized advertising. Studies have documented
the privacy paradox, consumer reactance to
intrusive targeting, and the rise of ad avoidance and
ad blocking. This research highlights that the
effectiveness of personalized advertising depends
on managing privacy concerns and avoiding
intrusiveness.

In the Indian context, industry reports have
documented the rapid growth of digital and
personalized advertising across e-commerce, social
media, and streaming, alongside growing attention
to data protection and consumer rights. The present
study builds on this literature by empirically
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examining how personalized advertising influences
consumer buying behaviour and how relevance and
privacy concerns shape that influence.

IV.  Research Methodology

Research design. The study adopts a descriptive
and analytical research design. It combines primary
data collected through a structured questionnaire
with secondary data from industry and regulatory
sources to contextualise the findings.

Nature and sources of data. Primary data are
collected from consumers through a structured
questionnaire covering their exposure and attitudes
toward personalized advertising and its influence on
their buying behaviour. Secondary data are drawn
from industry reports, reputable publications, and
regulatory material to describe the broader growth
of personalized advertising and data protection in
India.

Sample and sampling method. The target
population is consumers who use digital platforms
such as e-commerce sites, social media, search
engines, and streaming services, and are therefore
exposed to personalized advertising. A convenience
and purposive sampling approach is used to reach
respondents who are active digital users, with an
effort to include a mix of age groups, genders,
income levels, and usage intensities.

Variables and measurements. Personalized
advertising is measured through indicators such as
frequency of exposure, perceived relevance, and
perceived  intrusiveness.  Consumer  buying
behaviour is measured across stages including
attention and awareness, interest and consideration,
purchase decision, and post-purchase response.
Privacy concern is treated as a factor shaping
responses. Responses are captured on Likert-type
scales and categorical items.

Hypotheses. The study tests the following
working hypotheses:
* HI: Personalized advertising has a significant
positive influence on consumer buying
behaviour.
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« H2: Perceived relevance and privacy
significantly shape the influence of personalized
advertising on buying behaviour.

Tools of analysis. The data are analysed using
descriptive statistics (frequencies, percentages,
means), cross-tabulation across demographic
groups, and comparative analysis of responses
across levels of perceived relevance and privacy

concern. The direction and consistency of
relationships are interpreted considering the
hypotheses.

V. Data Analysis and Interpretation

The analysis examines consumers' exposure to
personalized advertising, its influence across the
stages of buying behaviour, and the role of
relevance and privacy concern.

[1] Exposure to and Perception of Personalized
Advertising
Consumers encounter personalized advertising
across many digital channels.

Advertising Low Moderat High
channel exposure e exposure | exposure

Social media Occasiona
advertisements | | Regular Constant

Search  and Very
shopping ads Rare Frequent frequent

Retargeting .
(following Some Many o Pervasiv
across sites)

Vld?O and Few Several Many
streaming ads

Perceived Low Moderate High
relevance

Most active digital consumers report high

exposure to personalized advertising, especially on
social media and through retargeting. Those who
perceive the advertising as relevant report a more
positive attitude, while those who perceive it as
intrusive report irritation and avoidance.

[2] Influence on the Stages of Buying Behaviour
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Comparing responses across levels of perceived
relevance reveals clear differences, summarised
below.

Stage of buying Low relevance High
behaviour relevance

Attention and Low (ignored) High (noticed,
awareness recalled)

In.terest- and Low High
consideration

Purchase decision Weak influence | . Strong

influence

Post-purchase Weak Strong (loyalty,
and repeat repeat)

Consumers who perceive personalized

advertising as relevant are more likely to notice and
recall advertisements, develop interest in the
product, consider it during evaluation, and act on it
at the point of purchase. Relevant advertising
shortens the search process and prompts quicker
decisions. This pattern supports hypothesis H1, that
personalized advertising positively influences
consumer buying behaviour.

[3] Role of Relevance and Privacy Concern
The analysis highlights relevance and privacy
concern as decisive factors, summarised below.

Condition Inﬂ}lence on buying
behaviour

.ngh relevance, low Strongly positive
privacy concern

High 1 high

Hig relevance, ig Weakened
privacy concern

Intrusive  or  repetitive Negative (irritation,
advertising avoidance)

Where advertising is relevant and privacy
concern is low, its influence on buying behaviour is
strongest. Where privacy concern is high, or where
advertising is intrusive, repetitive, or obviously
based on tracking, consumers respond with
irritation, scepticism, and avoidance, including ad
blocking. This supports hypothesis H2, that
relevance and privacy concern shape the influence
of personalized advertising.
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VI.  Findings and Discussion
The principal findings of the study are as follows:
1. Personalized advertising is pervasive. Most
active consumers report high exposure through
social media, search, retargeting, and video

channels.
2. Relevant advertising captures attention and
recall. Consumers notice and remember

personalized advertisements that match their
interests far more than generic ones.

3. It influences consideration and purchase.
Relevant advertising moves consumers through
interest, consideration, and decision, shortening
search and prompting purchase.

4. It supports post-purchase engagement.
Relevant  advertising  encourages  repeat
purchase and loyalty through continued relevant
messaging.

5. Intrusiveness and privacy concern limit
effectiveness. Repetitive, intrusive, or privacy-
insensitive  advertising creates  irritation,
scepticism, and avoidance.

6. Relevance is the key lever. The influence of
personalized advertising depends above all on
perceived  relevance  balanced  against
intrusiveness and privacy.

These findings are consistent with the hierarchy-
of-effects, elaboration-likelihood, advertising-value,
and technology-acceptance literature, as well as
research on the privacy paradox. The implication is
that personalized advertising can be a powerful
influence on consumer buying behaviour when it is
relevant and respectful of privacy, but that intrusive
or privacy-insensitive advertising can backfire and
provoke avoidance.

VII. Limitations of the Study
The study is subject to several limitations:

1. The study relies partly on primary data collected
through convenience and purposive sampling,
which may limit the representativeness and
generalisability of the results.

2. The study captures responses at a point in time
and may not reflect how attitudes evolve as
advertising technology and data-protection
norms change.
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3. The analysis uses descriptive and comparative
techniques rather than advanced multivariate or
structural modelling, which could be pursued in
future research.

VIII. Conclusion

Personalized advertising plays a significant and
multifaceted role in shaping consumer buying
behaviour. The study finds that relevant, well-
targeted advertising positively influences each stage
of the buying process, capturing attention,
improving recall, generating interest, aiding
consideration, prompting purchase, and supporting
repeat engagement, particularly among younger and
digitally active consumers. These effects reflect the
genuine power of personalization to deliver relevant,
timely messages that match consumer needs. At the
same time, the study finds that relevance and
privacy concern are decisive: where advertising is
intrusive, repetitive, or privacy-insensitive, it
provokes irritation, scepticism, and avoidance,
weakening or reversing its influence. The study
concludes that realising the benefits of personalized
advertising while avoiding its risks requires a
balanced and responsible approach: advertisers
should prioritise relevance, frequency control, and
transparency; platform providers should give
consumers clear choice and control over data and
ad preferences; and policymakers should strengthen
data protection, consent, and disclosure. Future
research could extend this analysis with larger,
representative samples and structural modelling to
quantify the influence of personalized advertising
across sectors and consumer segments.

References

1. Petty, R. E., & Cacioppo, J. T. (1986). Communication
and Persuasion: Central and Peripheral Routes to
Attitude Change. Springer-Verlag.

2. Ducoffe, R. H. (1996). Advertising value and advertising
on the web. Journal of Advertising Research, 36(5), 21-
35.

3. Davis, F. D. (1989). Perceived usefulness, perceived ease
of use, and user acceptance of information technology.
MIS Quarterly, 13(3), 319-340.

4. Kannan, P. K., & Li, H. A. (2017). Digital marketing: A
framework, review and research agenda. International
Journal of Research in Marketing, 34(1), 22-45.

9,1

o]

. Boerman,

Available at www.ijsred.com

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital
Marketing: Strategy, Implementation and Practice (7th
ed.). Pearson.

Tucker, C. E. (2014). Social networks, personalized
advertising, and privacy controls. Journal of Marketing
Research, 51(5), 546-562.

Goldfarb, A., & Tucker, C. (2011). Online display
advertising: Targeting and obtrusiveness. Marketing
Science, 30(3), 389-404.

Keller, K. L. (2013). Strategic Brand Management (4th
ed.). Pearson Education.

Kotler, P., & Keller, K. L. (2016).
Management (15th ed.). Pearson Education.

Marketing

. NASSCOM. (various years). Digital Advertising and E-

commerce Reports. New Delhi.

. Ministry of Electronics and Information Technology,

Government of India. (various years). Reports and
Guidelines on Data Protection. New Delhi.

. Schiffman, L. G., & Wisenblit, J. (2019). Consumer

Behavior (12th ed.). Pearson Education.

. Ministry of Finance, Government of India. (various years).

Economic Survey. New Delhi.

S. C., Kruikemeier, S., & Zuiderveen
Borgesius, F. J. (2017). Online behavioral advertising: A
literature review and

. research agenda. Journal of Advertising, 46(3), 363-376.

ISSN : 2581-7175

O©IJSRED: All Rights are Reserved

Page 1364



