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Executive Summary 

Consumers of Generation Z have embraced digitalization as a process of increasing their presence and 

activity in the online space, and they became more and more dependent on it. Advertising online, 

including on social media platforms like Instagram, has transformed into a system where brands’ main 

delivery method of content is through personalized advertisements targeting people with offerings that 

match their user profiles. Online consumers can be easily influenced in accessing commercial content on 

social platforms through visually pleasing and relevant advertising content that plays the role of a 

stimulus. Understanding how consumers respond to advertisements on Instagram and how it is influenced 

by the degree to which advertisers target the interests of the consumers is relevant both from a business 

perspective, and from a consumer point of view. The central research proposed with this research is:  

How does Instagram targeted advertising influence the impulsive purchasing behavior of fashion 

amongst online Generation Z consumers living in the Netherlands? 

To provide a theoretical framework for the proposed research question, the following theoretical 

questions have been answered following a study of the available literature: 

• What entails the online consumer decision-making and purchasing behavior? 

• What entails impulsive buying behavior?  

• What entails online targeted advertising? 

• What entails social media? 

• What entails Generation Z consumers?  

The following empirical questions have been employed in the research methodology of this paper: 

• How does Instagram advertising influence the online purchasing behavior amongst Generation Z 

consumers living in the Netherlands? 

• How does Instagram targeted advertising influence the consumer brand engagement on social 

media amongst Generation Z consumers living in the Netherlands? 

• How does Instagram advertising influence the impulsive urge to purchase fashion amongst online 

Generation Z consumers living in the Netherlands? 

Studying the literature has indicated a positive relationship between personalization in social media 

advertising and impulsiveness in online shopping amongst consumers. As consumers of social media, the 

rise in social commerce seems to be linked with consumers’ engagement on the platform. The focus of 
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this thesis is on consumers of Generation Z in the Netherlands, with support from research indicating 

Generation Z as one of the great consumers of digital content. With increasing advertising activity on 

social media platforms, the current research takes as a point of reference social media for advertising 

purposes as an influential factor in the online consumer purchasing behavior of fashion. 

The research methodology of this thesis employed desk research to summarize the extant literature and 

develop a conceptual research model, followed by the collection of data through the distribution of a 

survey among consumers from Generation Z living in and outside of the Netherlands. To analyze the 

collected data, descriptive statistics, regression analysis and the Spearman Rank Correlation test were 

used using STATA software.  

The results of the statistical analysis pointed towards accepting the hypotheses of the conceptual research 

model. Thus, a positive and strong relationship has been found between consumers’ perceived 

personalization in social media advertisements and the perceived relevance they depict in those 

advertisements, whereas the influence of perceived relevance on consumer engagement online was quite 

low. Consumers’ answers also revealed that Instagram is used as a platform to collect information about 

brands and trends and behaviors. The findings of this analysis are in line with what literature shows, that 

there is an increased level of interest that consumers gain from personalized advertisements on social 

media, which would translate into increased engagement on the platform. Literature also showed that 

consumers tend to experience impulsive urges to buy as a result of the enjoyment of shopping online, 

which is what the results of this thesis showed.  

To conclude, consumers buy impulsively as they tend to ignore the path of a rational consumer decision-

making process. With impulsive urges to shop and sometimes following an innate tendency, consumers 

would seem to respond to stimuli in the online shopping environment. Personalization in advertising gains 

consumers’ interest in browsing online which also contributes to their sudden urges to make impulsive 

purchases in a digital shopping environment. One of the clear interpretations of this research study is that 

consumers aged 18-25 in the Netherlands seem to be interested in buying fashion items online. At the 

same time, they are also avid users of Instagram, which offers a lot of potential for brands to improve not 

only their content page, but also the way they conduct advertising and how they link it to different 

consumer segments. 
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Chapter 1: Introduction 

1.1. Digital marketing 

1.1.1. Social media, advertising, and social commerce 

For future generations, looking back at the years after 2000, one of the challenging topics in literature will 

probably be the rise in social media as an advertising tool, along with the increased popularity in trends 

and behaviors among users of social media channels. The reality is that consumers have embraced 

digitalization as a process of doing more of their activities online, and thus they became more and more 

dependent on it. As a result, they now take advantage of the many opportunities to grow a business online 

and have the channels to reach more people. Although the rise in social media advertising has also given 

room for the increase in content personalization which should be more relevant to users, digitalization 

has also had negative implications, such as a greater need for privacy regulations and monitoring a 

controversial process of online behavioral tracking.  

There has been a partial shift, which is becoming more and more prevalent in the most developed 

countries, from traditional advertising to digital advertising. Sullivan et al. (2021) find that while smaller 

businesses struggle more with this shift, because of the costs involved to run your business online and 

increase visibility, age takes an active role in the decision to embrace digital advertising. However, as 

younger entrepreneurs are taking over, digital visibility has the potential to become the norm when it 

comes to advertising and marketing strategies.  

Moreover, social networks like Facebook and Instagram have been crucial in the development of digital 

advertising. As Torres-Romay (2022) defines the social network as an effective advertising media tool, in 

a context where 80.5% of Internet users can be found on social media networks, they also report that 

advertisers perceive the main potential of social media as a selling tool.  

Given the abovementioned points, the phenomenon of online commerce has been taken advantage of in 

recent years, especially among businesses which have the resources to position themselves digitally. 

Zhang et al. (2020) look at social media advertising from a mobility perspective, building a model to 

investigate the effectiveness of social media advertising on mobile technologies. As the results point 

towards consumers’ increased time spent on the platform, there are four factors worth considering by 

advertisers, namely time and spatial flexibility, mobile lifestyle and ad relevance, which positively 

influence consumers’ purchase intention. One of the main implications for the use of social media 
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networks is found in their potential to trigger consumer purchases through online advertising, and even 

with more emphasis among consumers who are active users of their mobile devices (Zhang et al., 2020). 

Lastly, with the focus on Instagram in the current research, the social media channel has been growing 

among the networking sites preferred from a marketing perspective. Moreira et al. (2021) show that 

Instagram and Facebook are the most used platforms in the communication of information from 

businesses to consumers, one of the main reasons being that they successfully maintain the most active 

users. However, statistics have revealed from early on that social media should be leveraged for 

advertising purposes as it can develop positive relationships with the consumers (De Vries et al., 2012).  

1.1.2. Online behavioral advertising (Targeted Advertising) 

Advertising online, including on social media platforms like Facebook or Instagram has developed into a 

system where brands’ main delivery method of content is through personalized advertisements targeting 

the people who match the profile of those most likely to interact with the brand offerings. The 

phenomenon that this thesis is approaching can also be referred to as online behavioral advertising, 

defined as a technique of tailoring advertisements and aiming at personal relevance amongst online 

consumers. The way to do it is by tracking users’ online activity and using this information to target the 

specific interests of each consumer segment with advertisements (Boerman et al., 2017). One popular 

measure of the effectiveness of online behavioral advertising is the click-through rate which can be a good 

indicator of whether consumers perceive the advertisements as relevant.  

1.2. Problem statement 

The consumer decision-making process is a framework of sequential decisions which consumers make 

from time to time when involved in the buying process, as a response to stimulus (Makudza et al., 2022). 

With social commerce being on the rise, which identifies through shopping engagement via social network 

platforms, one stimulus of interest here could be in the form of advertisements embedded in consumers’ 

feeds. Online consumers can be easily influenced in accessing commercial content on social platforms 

through visually pleasing and relevant advertised content. 

Why do consumers are targeted with online advertisements that fit their interests and how likely is it that 

their behavior is going to be affected by advertisement personalization? Described as online behavioral 

advertising, this poses the following challenging question: how do consumers respond to this marketing 

technique and how does it affect their purchasing decision when it comes to impulsive behavior? Nguyen, 

et al. (2022) have conducted similar research by looking at the impact that influencer marketing 
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techniques have on consumers’ purchase intentions which is linked to their buying behavior. Their findings 

suggest that the most influential factor in a consumer’s purchase intention process is other peers’ opinions 

in their community, which weigh more than all the value that influencers can provide through their 

campaigns. Moreover, there is documented research on social media users’ literacy concerning 

advertising techniques and the level of understanding its purposes. Zarouali et al. (2020) find that among 

adolescents there is little to no knowledge as to what is the purpose of advertisement targeting and the 

use of collected personal information. 

1.3. Relevancy of the topic 

As a starting point for the relevancy of the current research topic, a thorough study of the extant literature 

available finds similar field research conducted on a Pakistani sample of consumers. The authors have 

looked at the impact of social media advertising on the online impulse buying behavior of young 

consumers in Pakistan. According to the authors’ findings, there seems to be a higher tendency of making 

impulsive purchasing decisions among young consumers aged 19-39 as this category age is mostly 

interested in following popular trends and acquiring new products (Aslam et al., 2021). As personalization 

is a common phenomenon in marketing strategies of different brands, it makes sense to study how 

consumers respond to the use of targeting in advertising and the extent to which their consumer decision-

making and buying behavior as online users is influenced. Moreover, social media has become a common 

platform for many brands’ advertising strategies, especially with consumers being more and more 

incentivized to use them which is why the current research will try to understand this behavior from a 

population sample in the Netherlands. The findings will also shed a more accurate perspective on online 

advertising influence.  

Understanding whether the response that consumers have to the advertisements on Instagram is 

influenced by the degree to which advertisers target the interests of the consumers is relevant from an 

academic point of view. Consumers who show high levels of perceived ad relevance have been shown to 

give more attention to the advertisement as well as interacting with the ad by means of clicking on the 

advertisement and being redirected to a shopping website (Boerman et al., 2017). 

1.4. Central research question and related sub-questions 

1.4.1. Central research question 

How does Instagram targeted advertising influence the impulsive purchasing behavior of fashion 

amongst online Generation Z consumers living in the Netherlands? 
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1.4.2. Theoretical sub-questions: 

• What entails the online consumer decision-making and purchasing behavior? 

• What entails impulsive buying behavior?  

• What entails online targeted advertising? 

• What entails social media? 

• What entails Generation Z consumers?  

1.4.3. Empirical sub-questions: 

• How does Instagram advertising influence the online purchasing behavior amongst Generation Z 

consumers living in the Netherlands? 

• How does Instagram targeted advertising influence the consumer brand engagement on social 

media amongst Generation Z consumers living in the Netherlands? 

• How does Instagram advertising influence the impulsive urge to purchase fashion amongst online 

Generation Z consumers living in the Netherlands? 

1.5. Possible ethical research issues 

While digital advertising has been one key development contributing to the success of many retailers, it 

also poses a couple of challenges, mainly attributed to the way in which marketers gather online 

information about consumers. Although personal information is not of interest to marketers, targeting 

consumers with advertisements on the internet makes use of information about consumers’ particular 

behavior online. Online searches of consumers, and the interactions they have in social media channels 

are some of the information gathered by marketers. As the current research’ central focus is on the 

investigation of the targeted advertising’s influence on social media consumers, some key considerations 

must be known. Personalization of advertisements is based on consumers’ revealed preferences and 

interests in the online space, which makes it limited to that extent. While making advertising relevant to 

consumers seems to be a reasonable motivation, the way it is done can have adverse effects on 

consumers. Avoidance of advertisements can happen, making consumers less and less willing to consume 

advertising content, which leads to ignorance of marketing material. Especially seen on social media 

channels, due to a favorable platform to engage with consumers, advertisements have taken the form of 

new content and even replaced visuals that consumers have subscribed to. The collection of information 

from consumers in the online space can be done using cookies, which have to be consented to by the 

users themselves. Even though consumers offer permission for this collection of information, research 
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has shown that consumers do not know the extent to which information about their behavior becomes 

available to advertisers. The reason why this information is necessary for advertisers is because they 

would consequently target segments of the market based on groups of preferences and interests.  

1.6. Possible research limitations 

First, considering the time limit constraints and the limitation in outreach possibilities, this research has 

only been able to work with a relatively small sample of early Generation Z consumers living in the 

Netherlands. The main reason for choosing only early Generation Z consumers, namely consumers aged 

18-25, is that younger consumers like teenagers would have been harder to find and surveyed accordingly. 

The study has also looked at consumers living outside of the Netherlands, such as two distinctive groups 

that will be considered in the analysis. Furthermore, most of the respondents are students living in the 

Netherlands, some of who happen to be employed, as it was by default the easiest group of people to 

have reached out to. While choosing to focus on the consumers’ purchasing behavior of fashion, 

advertising on social media is adjusted as per user profile, meaning that consumers who are not interested 

in fashion will not be targeted with fashion advertisement, which is a limitation, in a way, to analyzing the 

effect of advertising on their impulsive purchasing of fashion. On the other hand, research in the extant 

literature has depicted a few categories of products which happen to be most frequently bought via online 

channels, and fashion products are one of them. The ratio of females to males among the respondents is 

higher than one, meaning that there is a chance that the research is biased towards determining females’ 

impulsive purchasing of fashion. However, some authors have indicated that females tend to be more 

associated with impulsive buying of fashion than males.    

1.7. Thesis chapter descriptions 

Chapter 1 entails an introduction to the study topic, namely digital advertising, and the use of 

personalization in social media advertisements, along with the problem statement which identifies the 

challenge with regards to advertisements targeting towards consumers on social media, and the relevance 

to the literature. The central research question and the related sub-questions are also presented, together 

with a short description of the main ethical issues posed by the research topic and the research limitations. 

Chapter 2 entails a thorough review of the literature regarding the topic of impulsive buying behavior, 

online targeted advertising and social media, Generation Z consumers. Furthermore, a conceptual 

research model is presented based on which the methodology of this paper will be conducted.  
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Chapter 3 entails the motivation for the research design and the statistical analysis methodology chosen 

to conduct the research analysis. The data collection together and details about the sample of the 

population are presented. 

Chapter 4 entails the results of the statistical analysis with the corresponding hypotheses, and the 

motivation for accepting the hypotheses in the conceptual research model. 

Chapter 5 entails a detailed discussion of both the findings in the literature study and the findings resulting 

from the statistical analysis, the answer to the central research question, as well as future 

recommendations for researchers and the limitations of this thesis.  

 

 

 

 

 

 

 

 

 

 

 

 

 



 12 

Chapter 2: Literature Study  

2.1. What entails the online consumer decision-making process and purchasing behavior? 

As a starting point for the current research topic, the consumer decision-making process needs to be 

defined. Traditionally, literature has depicted five stages in the process which are as follows: need 

recognition, information search, evaluation of alternatives, purchase and post-purchase behavior (Engel, 

Kollat, & Blackwell, 1968). The stages in between are generally recognized as a link to the cognitive, 

affective and intentional behaviors of consumers (Smith & Rupp, 2003).  A similar model for the consumer 

decision-making process in the online setting has been adapted to the same sequence of steps, which are 

influenced by external factors relating to the individual or to the environment (Darley et al., 2010; Karimi 

et al., 2018). Although defining the consumer decision-making process came from an economic theory 

which defines consumers as rational individuals looking to maximize their benefits, new theories support 

the influence of the personal circumstances of consumers as much as of the external environment (Smith 

& Rupp, 2003). What Smith and Rupp (2003) find challenging in modelling the online decision-making of 

consumers are socio-cultural influences and psychological traits of consumers, making it difficult to come 

to a definitive behavioral sequence of steps in the online environment.  

Second, studies differentiate between online and offline shopping behavior as to what makes consumers 

more motivated or less incentivized to make purchases from either channel. Xu et al. (2022) employ the 

construal level theory which implies that objects or actions can be interpreted on a scale from low-level, 

concrete details to high-level, abstract representations. Under this theory, consumers tend to associate 

distant objects or events with more abstract concepts, whereas closer objects or events are perceived in 

more concrete terms. Moreover, the theory links consumers’ desirability attribute to abstract concepts 

and feasibility attribute to more concrete ones. A reason for bringing up the theory is that the main 

differential characteristic between online and offline shopping channels, as the authors suggest, is the 

spatial and temporal distance between the product and the consumer. In the online space, presumably, 

consumers perceive products in an abstract way due to a higher psychological distance, which will trigger 

the desirability attribute (Xu et al., 2022). One main conclusion drawn from the study is that consumers 

will focus their attention on products that they like in the online shopping channels, while they would 

think more practically when they shop offline. Concluding the results of the study, consumers tend to be 

more influenced in their online decision-making process by attributes of products that link back to their 

desire rather than practicality. 
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To summarize some of the main points in the literature on the online consumer decision-making process 

and their purchasing behavior, attributes of online shopping seem to be interfering with consumers’ 

thought process, making them more prone to listening to their desires, rather than following their 

rationality. Social media also seems to weigh on the consumer decision-making process, with activities 

such as advertising being a strong factor linked to the change in consumers’ purchasing intentions. While 

consumers’ attitude towards social media is likely to affect their perception of shopping online, it gives a 

stronger incentive for investigating the factors that give consumers a push in their purchasing decisions.   

2.2. What entails the online consumer purchasing behavior in fashion? 

This thesis will address the topic of online shopping in the fashion sector, given the choice of research 

study among impulsive online shoppers of fashion. Studies of the extant literature reveal country-specific 

analysis of consumer purchasing behavior in the online setting. Consumers’ purchasing behavior in the 

Pakistan online market for apparel has shown significant results that prove useful for the current research. 

First, one of the main factors linked to consumers shopping for fashion online is the variety of options and 

the convenience to jump from one offer to the other (Slahuddin & Ali, 2021). Further findings show that 

there is a significant influence of promotional activity, as an external factor in the online environment, on 

consumers’ purchasing behavior, specifically in the market for apparel products (Slahuddin & Ali, 2021). 

With previous supporting literature that shows consumers’ attitudes have a positive relationship with 

advertisements and a significant influence of social media platforms on consumers’ purchasing motivation 

of fashion, Slahuddin and Ali (2021) identified brand awareness as an effective factor of influence towards 

consumers’ online purchasing behavior of fashion. Thus, with increasing advertising activity on social 

media platforms, the current research takes as a point of reference social media for advertising purposes 

as an influential factor in the online consumer purchasing behavior of fashion.  

Moreover, with social commerce becoming a trend in recent years, studies have been focusing on the 

relationship between consumers’ engagement on social media platforms and the attitude that they 

develop towards the brands. First, consumers’ interest in fashion has been found to exert a positive 

interest towards engaging with brands on social media (Molina-Prados et al., 2022). Therefore, 

consumers’ motivation to search for fashion products will shift their enthusiasm towards increased 

engagement on the social media platform. Second, one other factor linked to online retail shopping, which 

includes purchasing of fashion products, is the therapeutic effect it has on consumers, leading to increased 

social wellbeing (Lee & Lee, 2019). 
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2.3. What entails the impulsive buying behavior? 

There has been an increasing trend in the e-retail industry in recent years, which leads researchers to 

investigate and find a measure of the impulsive buying behavior of consumers (Lee et al., 2021). In the 

work of Kim (2003), later confirmed by Tinne (2010), a model for the impulsive purchasing process has 

been developed, which depicts the following steps in consumers’ impulsive purchasing behavior: 

browsing, create desire, purchase decision and post-purchase evaluation. As mentioned previously, it 

seems like the evaluation phase of the alternatives step, which takes place during a rational decision-

making process, is skipped. Therefore, consumers will jump from the step where they experience the first 

interaction inside a store without having an actual purchase intention and end up in an engaging activity 

which will trigger the impulsive purchase (Kim, 2003; Tinne, 2010). Impulsive purchasing can be described 

as a sequence of the following steps: consumers browse through the shopping environment which gives 

an indication of product awareness, consumers get triggered by external stimuli in the environment to 

make an impulsive purchase, and the urge to purchase translates into the impulsive purchase.  

 

Figure 2.1. Impulsive buying model 

Source: Kim (2003) 

Furthermore, the impulsive buying behavior can be defined as “sudden, compelling, and hedonic 

purchasing behavior” which disregards other information available or the existence of alternatives (Lee 

et al., 2021). Parboteeah et al. (2009) have identified the urge to buy impulsively as a good indicator of 

the actual impulsive purchasing behavior that would follow. Therefore, consumers’ impulsive buying is 
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expressed as an urge to involve in shopping and satisfying the pleasure of owning material things through 

making impulsive purchases. As was mentioned previously and it has been discussed in the work of 

Parboteeah et al. (2009), consumers’ impulsive buying behavior is influenced by an emotional response 

to external stimuli in the shopping environment, such as promotional materials. Mobile shopping seems 

to be one of the main determinants of impulsive buying behavior as mobile shopping platforms have 

become a popular trend among consumers (Liu et al., 2020). Mobile usage is also associated with more 

use of social networking platforms. Therefore, characteristics of the mobile shopping platforms will trigger 

consumers’ feelings of arousal and pleasure that will positively influence the impulsive buying behavior. 

The results of Liu et al.’s (2020) analysis indicate a significant positive relationship between feelings like 

arousal and pleasure and the impulsive buying behavior of online consumers. Moreover, escapism is one 

of the significant factors that was found to influence the online purchase intention of young shoppers in 

Australia and the USA, mostly because the online shopping process is perceived as a trigger for the feeling 

of satisfaction which can have an influence on their impulsive buying behavior. Young consumers are 

perceived as more open to the online shopping experience, which is also attributed to triggering their 

intention to purchase online (Dharmesti et al., 2021).  

Lastly, yet another empirical study on the impulsive buying behavior driven by apparel websites depicts a 

series of factors like perceived enjoyment and perceived usefulness to have a significant positive effect 

on the urge to buy impulsively. At the same time, visual elements that are found in the online shopping 

environment end up playing a big role as a stimulus in consumers’ perceived experience of online 

shopping (Lee et al., 2021). Acting as a precursor of the impulsive purchase, the urge to buy impulsively 

has been empirically demonstrated to drive the final impulse purchase. While the urge to buy impulsively 

is generally understood to be the stage in the consumers’ behavior where a desire to purchase is 

generated, this urge must be followed by behavior that engages in impulse purchases (Beatty & Ferrell, 

1998).  

Moreover, consumers’ tendency to buy on impulse has also been determined by Beatty and Ferrell (1998) 

one of the exogenous variables that trigger an endogenous one, the urge to purchase on impulse. The 

impulsive tendency is explained by the authors as both the tendency to experience sudden urges and the 

tendency to act upon this impulse. Since the influence of consumers’ urge to purchase or what triggers 

their desire to make an impulsive purchase can be difficult to assess, the current research will only limit it 

to measuring consumers’ impulsive purchasing through social media engagement with brand content.   
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Formulation of hypotheses 1 & 2 

With a rise in e-commerce in recent years, consumers seem to have adapted their behavior as to how 

they shop in the online space. Findings point towards emotional stimuli being present in the online 

shopping environment, very prominently represented by advertisements, to which consumers seem to 

respond. Consumers’ online purchasing behavior seems to be indirectly affected by the engagement of 

consumers in online activities. Given a modified model of the consumer decision-making process with 

regards to the impulsive purchasing behavior, the evaluation phase is eliminated, and what remains is the 

browsing activity of consumers which triggers internal motivators to activate the desire to purchase on 

impulse. Furthermore, literature has indicated that consumers derive pleasure from shopping in the 

online space, and this triggers their consumer behavior towards making impulsive purchases. The 

following hypotheses will be tested:  

H1: Consumers’ enjoyment of the online shopping experience positively influences consumers’ urge to buy 

impulsively.  

H2: Consumers’ tendency to purchase impulsively positively influences consumers’ urge to buy impulsively. 

2.4. What entails online targeted advertising?  

The methodology of targeted advertising is defined as the personalization of advertisements based on a 

“congruence with the social network site users’ profile and expectations” (De Keyzer et al., 2021). What 

advertisers intend with personalization in social media advertisements is to target prospects more 

efficiently (Walrave et al., 2018). By targeting consumers with content, which is relevant to their own 

persona, advertising aims at encouraging consumers to actively interact with what is being advertised and 

thus increase engagement with products and services.  

First, Molina-Prados et al. (2021) finds a relationship between consumers’ involvement, defined by Mittal 

(1995) through consumers’ perceived relevance of brand or products, and what is called “brand 

engagement”. Also found in the work of Leckie et al. (2015), consumers’ involvement is an “antecedent” 

of consumer engagement with a brand. Attitudes of consumers towards social media advertising are 

questionable, given the perceived annoyance or irritation that advertisements can cause, which is why 

researchers have investigated their effect on brand attitudes. It has been found that a positive influence 

exists between consumers’ attitudes towards social media advertising, like Instagram, and consumers’ 

relationship with the brand (Gaber et al., 2019). Based on this, consumers’ positive attitudes towards 

social media advertisements could accelerate consumers’ response in the interaction with brands online.   
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Second, research that involves young consumers in Pakistan shows results indicating a positive influence 

of perceived personalization in advertisements on the online impulsive buying behavior of consumers 

(Aslam et al., 2021). However, the authors link this relationship to a mediation effect given through the 

perceived relevance found in advertisements. There is great research into the effect of personalized 

advertising on social media users, with a particular study looking at consumers’ response to Facebook 

personalized advertisement which finds a positive relationship between the perceived personalization in 

advertisement and the perceived relevance of the advertisement. A “residual” direct effect is that of an 

increase in the engagement with the advertisement, to which the perceived personalization acts as a 

stimulus (De Keyzer et al., 2015). Following the work of Sarıoğlu (2022), results indicate a significant 

positive relationship between consumers’ credibility of the advertisements on social media and their 

attitude towards social media advertising. Zhang et al. (2020) also find that advertisement relevancy is a 

consistent “antecedent” with consumers’ purchasing intention. All these studies point towards a strong 

influence between the degree of relevance that consumers derive from social media advertising and their 

consequent behavior as users of social media platforms.  

Furthermore, the effectiveness of personalized advertising is directly linked to how consumers perceive 

the advertisement to be triggering their motivation to purchase online. Findings suggest that personalized 

advertisements enhance consumers’ perception of the brand, which is crucial to elevate when trying to 

create stronger consumer-brand relationships (Tran et al., 2021). While receiving personalized 

advertisements is also linked to some extent of intrusiveness, research finds it outweighed by the 

perceived relevance of the advertisement (De Keyzer et al., 2021). As found in previous work, the degree 

of personalization in social media advertisements has a positive influence on consumers’ perceived extent 

of relevance they find in advertisements, which will influence the attention consumers give to 

advertisements. Djafarova and Bowes (2021) identify Instagram advertising as a stimulus for female 

respondents’ impulsive purchasing of fashion items as they have described targeted advertising showing 

relevant content which matches their profile and contributes to boosting their interest. The positive 

influence of advertising towards the brand perception that consumers develop will influence their 

involvement in social commerce (Tran et al., 2021).  

Formulation of hypotheses 3 & 4 

Empirical research, collected from recent literature studies conducted in different countries, such as 

Belgium and Pakistan, indicated the existence of a positive influence of targeted advertising on 

consumers’ perceived relevance of advertisements on social media. While consumers’ impulsive 
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purchasing has been shown to respond to the personalization in advertisements, this relationship is 

mediated by factors like consumers’ attitudes towards advertisements and the degree of interest they 

generate in consumers. The perceived relevance consumers find in advertisements determines the 

interest they place towards their content, which is also an indicator of consumers’ engagement in the 

online space. One of the main reasons for which this current research has focused on advertisements on 

social media is because social media has developed into a powerful platform where personalization of 

content exists, and consumers seem to have a positive response to it if they derive relevancy from it. 

Therefore, the current research will test the following hypotheses: 

H3: Consumers’ perceived personalization in social media advertisements positively influences consumers’ 

perceived relevance of social media advertisements.  

H4: Consumers’ perceived relevance of social media advertisements positively influences consumers’ 

engagement with brands online.  

2.4. What entails social media? 

2.4.1. Social media as an advertising tool 

First, the current research gives a definition to social media advertising as Alhabash et al. (2017) have 

theorized in their work, “any piece of online content designed with a persuasive intent and/or distributed 

via a social media platform that enables internet users to access, share, engage with, add to, and co-

create”. The rise in social networking platforms happened during the big economic crisis which meant the 

installment of vulnerable conditions for advertising. Traditional media had become too expensive for 

advertisers, but with the new way of advertising rising on social networking platforms, offering new 

opportunities to reach large segments of consumers, that meant traditional advertising lost its 

effectiveness (Torres-Romay, 2022).  

Second, looking at consumers’ use of social media could help identify a relationship between advertising 

and consumers’ interaction with the content on social media, which can take a role in the creation of 

brand awareness. One of the online consumers’ motivations for using social media networks is 

recreational, however, the so-called “social knowledge” generated through the interactions between 

users and between users and advertisers contributes to a shift in consumers’ attention when using the 

platforms. As consumers either shift their attention towards brands’ contributions on social media or 

overlook this type of content, their preferences and behavior are affected (Chatterjee & Samanta, 2021). 
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Understanding consumers’ behavior through their interaction on social media networks can bring 

additional suggestions on how advertisers can present more appropriate content in marketing campaigns. 

Moreover, aiding with the current research study, Qin (2020) identifies users’ consumption of social media 

platforms as a strong factor that can be leveraged by brands in a marketing strategy that boosts the 

interaction between consumers and brands. One of the findings in the author’s work indicates 

information-seeking and self-identity as two significant motivational factors for consumers to use social 

media. Even with consumers who are not proactively consuming specific content on social media, the 

exposure to the increase in direct advertisements aims to shift consumers’ interest. The empirical results 

pointed towards a positive relationship between consumers with higher motivations for using social 

media and their willingness to engage with brand content on the platform (Qin, 2020).  

On the other hand, social media advertising can also interfere with consumers’ initial enjoyment of 

browsing the networking platform, eventually leading to consumers avoiding advertisements on the 

platform. Consequently, the avoidance of advertisements on social media could result in a negative effect 

on consumers’ interest towards brands and their purchase intention (Khan et al., 2022).  

2.4.2. Social media as a shopping platform 

Social media platforms seem to have evolved into offering consumers more than the social interaction 

between users. Che et al. (2017) have looked at social commerce as a branch of e-commerce, where social 

media provides a channel for users and vendors to meet. The concept of social commerce is defined as a 

new way of doing business which involves companies using the social networking platform to boost 

interaction between brands and consumers and even facilitate online shopping (Tran et al., 2021). 

However, as social media platforms are greatly used as both an advertising tool and facilitator for 

shopping online, consumers must derive some personal value from online shopping as an incentive to 

actively engage in social commerce. Research finds that consumers’ perceived usefulness of social 

networks for shopping, where consumers value the ease of access to information and to be purchasing 

directly, has a positive influence on the actual usage for shopping purposes (Hyun et al., 2022). 

Furthermore, a comparison between the shopping behavior of consumers in offline channels with the 

shopping behavior of consumers online channels allowed Aragoncillo and Orús (2017) to conclude that 

social networks can have an influence on consumers’ purchasing behavior. The authors used the 

terminology of “social networks” interchangeably with “social media platforms”. Results seem to indicate 

that social media would trigger impulsive behaviors that would motivate consumers to make impulsive 
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shopping decisions. Although the results indicated that impulsive consumers are influenced by social 

media to a greater extent, all consumers shopping online indicated a higher use of social networks than 

consumers who do not shop online (Aragoncillo & Orús, 2017). 

Among the most used social media platforms, Instagram seems to be considered the social network which 

most fashion-related brands associate their profiles with because of the potential to create visually 

pleasing content that grabs consumers’ attention (Djafarova & Bowes, 2021). With that said, social media 

seems to be affecting most users’ buying behavior in a way that they skip the evaluation phase of the 

purchasing decision process resulting in impulsive buying behavior. This could be weighed on the 

enjoyment that they obtain through online shopping (Aprilia & Setiadi, 2017). The general opinion 

expressed by female respondents was that social media, in particular Instagram, has a heavy influence on 

their purchasing behavior because they use it as a channel to search for products and engage with brands. 

The responses revealed that, as frequent users of Instagram, female respondents have made more 

impulsive purchase decisions of fashion items (Djafarova & Bowes, 2021).  

Formulation of hypothesis 5 

Social media platforms have become a tool for advertisers to shift consumers’ attention and interest 

towards branded content and towards engaging with products and services (Chatterjee & Samanta, 2021). 

While personal motivators of consumers to use social networks will influence the type of interactions 

between consumers and the content present on the platform, consumers seem to also be influenced by 

the knowledge and information they get as users of social media. The advertising scope of social media 

seems to be playing a role in consumers’ attitudes and behavior and influences the so-called “social 

commerce” (Tran et al., 2021).  

H5: Consumers’ use of social media positively influences consumers’ engagement with brands online.  

2.5. What entails Generation Z consumers?  

First, born after the 1990s, Generation Z is known to be the “tech-innate” generation mainly due to their 

exposure to significant developments in digital technology which led to an increase in their comfort in 

using online networks as part of their social behavior (Gyan & Jyotsna, 2020). As such, people in 

Generation Z have developed with the use of technology and have also experienced changes in how 

business is done using digital platforms, which changed their attitude towards information and shopping 

(Thangavel et al., 2021). Differences between generations, especially comparing Generation Z with 

Generations X and Y, have been found in the use of social media platforms like Instagram, Generation Z 
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generally using it to a greater extent than its counterparts (AliTaha et al., 2021).  One study conducted 

during the COVID-19 outbreak revealed the use of advertisements on social media as a motivator for e-

shopping (AliTaha et al., 2021). Since social media commerce is quite a new trend among digital 

consumers, investigating the perceived usefulness of social media sites for consumers can reveal more 

about consumers’ changing behavior. Generation Z consumers also seem to be influenced by social media 

content which triggers positive emotions in users, emotions which are associated to general enjoyment 

when using social media (Djafarova & Bowes, 2021).  

Second, there are three main factors of influence on Generation Z’s preference for online shopping as 

identified through research, among which the online experience, advertising, and promotions play an 

important role (Catana et al., 2021). The online experience can be attributed to a lot of factors, from ease 

of use to attractiveness in offerings and even the interaction with advertisements. Looking at behavioral 

differences between generations, consumers of Generation Z seem to be placing a lot of importance on 

personal motivations when they shop online, especially regarding enjoyment (Agrawal, 2022). Among a 

sample of Generation Z consumers in India, e-shopping seems to be perceived favorably, when compared 

to their counterparts, Generation Y consumers (Thangavel et al., 2021).  

Furthermore, Generation Z differentiates itself in the uniqueness of preferential attributes for online 

shopping, with special emphasis being placed on personal hedonic motivations related to the online 

shopping experience. They seem to also be influenced by social reviews about brands in the online 

shopping environment (Agrawal, 2022). Studies indicate that social media marketing activities positively 

influence Generation Z consumers’ engagement with brands on the platform, which contributes to brand 

loyalty (Hazzam*, 2022). Social media marketing activities aim at encouraging consumers to engage with 

brands and thus trigger their willingness to purchase the offerings which are advertised.  

As consumers of Generation Z are categorized as “digital natives” and with the use of social media 

platforms identified as the “primary point of contact” with brands, Martínek (2022) finds that this 

interaction is more heavily influenced by the advertising of brands through influencers, rather than 

sponsored advertisements. However, these influencers would not contribute to a change in their 

purchasing behaviors. Matveyeva and Krasnov (2019) identify consumers of this generation as avid 

consumers of mobile phones, which raises a new challenge for brands having to create a unique marketing 

plan which targets the social platforms used by these consumers. It is also, as the authors find, the main 

channel where these consumers can be reached with advertising. Since advertising and promotional 

campaigns are generally aimed towards increasing consumers’ interest and positive attitude towards 
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brands in general, this research will connect consumers’ involvement in digital shopping and the way their 

buying behavior shapes.  

 

2.7. Hypotheses and Conceptual Research Model 

H1: Consumers’ enjoyment of the online shopping experience positively influences consumers’ urge to buy 

impulsively. 

H2: Consumers’ tendency to purchase impulsively positively influences consumers’ urge to buy impulsively. 

H3: Consumers’ perceived personalization in social media advertisements positively influences consumers’ 

perceived relevance of social media advertisements. 

H4: Consumers’ perceived relevance of social media advertisements positively influences consumers’ 

engagement with brands online. 

H5: Consumers’ use of social media positively influences consumers’ engagement with brands online.  

 

 

Figure 2.2. Conceptual Research Model – Impulsive buying 
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2.8. Summary of key findings  

To summarize the literature study of the current research thesis, there is supported empirical evidence of 

a positive relationship between personalization in social media advertising and impulsiveness in online 

shopping amongst consumers (Aslam et al., 2021). However, the consumer decision-making process 

which drives the purchasing behavior is perceived as a sequence of steps that lead to the consumers’ 

purchase. With a model adjusted to an impulsive buying sequence of steps, consumers seem to skip the 

evaluation of alternatives, meaning that the consumers’ interaction with brands in the online space is 

driving consumers’ urge to purchase on impulse and thus impacting consumers’ impulsive purchasing. 

First, consumers’ perceived importance given to advertisements online, and specifically on social media 

channels, has a direct influence on the motivation to engage with social media content and drive different 

interactions between consumers and brands. As such, consumers’ perceived personalization, which 

characterizes consumers’ individual interests, drives the level of relevance that consumers find in 

advertisements, thus triggering the attention they pay to what advertisements deliver. As it has been 

identified in the literature, this sequence of influences defines consumers’ product awareness in the 

online space. 

Second, the literature finds that consumers’ personal enjoyment of the activities they engage in on the 

internet, and implicitly on social media, has a direct influence on the urge to make an impulsive purchase. 

It seems like consumers’ affect is triggered by external stimuli present indirectly in the content on social 

media, which makes them more inclined to act on their impulsivity.  Since literature has defined the urge 

to purchase on impulse as a “precursor of impulsive buying”, it makes sense to further investigate 

consumers’ urge as a desirability stage through exposure to social media content.  

Lastly, as consumers are consuming social media more than just as a networking platform, the rise in social 

commerce seems to be in a direct relationship with consumers’ engagement on the platforms. Moreover, 

the focus of this thesis, on consumers of Generation Z, gives more reason to expect a positive relationship 

between the use of social media and the engagement level they end up with. Since Instagram is also the 

social media channel most often associated with the content of fashion and the increasing promotion of 

brands, the influence of consumers using Instagram is in relation to impulsivity in online shopping.  
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Chapter 3: Research Methodology  

3.1. Research Methodology 

3.1.1. Quantitative vs. Qualitative Research Design 

One of the main advantages of conducting quantitative research is the ease of measuring and quantifying 

data, which gives additional scientific credibility to the results and a higher probability for the research to 

be accepted (Lakshman et al., 2000). Moreover, through quantitative research, replication is practiced, 

under similar or different circumstances giving room for improving or disapproving initial research. 

Quantitative research only gives information on specified variables of interest, expressed in numerical 

terms, and by isolating possible external causalities for a higher likelihood of accuracy. However, 

limitations exist in quantitative research. First, respondents cannot be given full credibility as they cannot 

retain information with the highest accuracy. Second, respondents are also prone to interpretations, given 

by different understanding of a question or situation. Third, quantitative research cannot give an answer 

to all variations in a problem statement. Most likely is that generalization must be made in conducting 

quantitative research, otherwise one cannot take all separate instances in consideration (Lakshman et al., 

2000).  

Qualitative research, on the other hand, has a smaller focus with just some individuals involved, given the 

higher complexity of a problem statement, which leaves room for more specific questions and 

interpretations. Moreover, in qualitative research, the subjects are analyzed with more scrutiny given the 

interest in a relationship between nature, strength and interactions of variables. Unlike quantitative 

research which is focused on the question of “how often”, qualitative research aims for the question of 

“what” and tends to analyze more in-depth the consumer behavior consideration (Lakshman et al., 2000). 

This research thesis chose to conduct quantitative research because of the need to obtain a significant 

number of responses which will lead to drawing appropriate conclusions on a population. Moreover, the 

specificity of the problem made it easy and straightforward to collect responses and quantify the results 

in a manner that will allow for replication on a bigger scale in future research.  

3.1.2. Quantitative Research Methods 

Quantitative research can be classified broadly into three types: descriptive, experimental, and causal 

comparative, as Williams (2007) explains. Descriptive research is based on an observational basis, and it 

involves the study of a phenomenon or correlations between two or more phenomena. The survey is one 
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method used in descriptive research, aiming to capture phenomena at that moment and describe the 

population with the help of a representative sample (Williams, 2007). One of the most popular and used 

methods in quantitative research, surveys are easy and quick to implement. Having collected data through 

questionnaires, relationships between the variables measured can be determined by working with 

statistical methods (Lakshman et al., 2000).  

Therefore, this research thesis chose to conduct descriptive research, with the use of an online 

anonymous survey, given the need to draw conclusions about a specific population sample and to 

determine relationships between the hypothesized constructs. Moreover, the distribution of the survey 

was relatively easy among the sample of the population that was needed, and the responses were 

relatively straightforward to analyze.  

3.1.3. Research Design 

The central research question posed in this thesis deals with the impact that Instagram targeted 

advertising has on the impulsive purchasing behavior of fashion amongst Generation Z consumers in the 

Netherlands. First, to answer the proposed research question, this thesis has conducted a thorough 

literature study of the existing academic papers dealing with the most relevant theoretical concepts in 

this thesis. Based on the extant literature, a conceptual model has been created, which constitutes the 

basis of this thesis’s quantitative research methodology.  

Next, an online anonymized survey was created (see Appendix B) which includes multiple close-ended 

questions addressing all the constructs employed in the analysis. Measurement of constructs in this 

research has been done using 5-point Likert scales, ranging from “Agree” to “Disagree”. The construct 

items used on each scale were chosen as statements to which respondents had to choose their level of 

agreement with the statement. The survey had three parts: First, respondents have been asked questions 

about their age, gender, nationality, and occupation as residents in the Netherlands, and to rate their use 

of both Instagram and Facebook as users of social media platforms. Mainly, through the question of 

Instagram and Facebook use, this research tries to identify the extent to which consumers spend time on 

a social network for reasons related to finding information and following specific content. Second, 

respondents had to rate their perception of the Instagram advertising experience, in concrete terms of 

perceived personalization of advertisements and perceived relevance of advertisements, and the level of 

enjoyment of online shopping as an overall experience. Lastly, consumers have been asked to rate their 
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engagement level with brands online, their urge to buy impulsively and the level of impulsiveness in their 

online purchasing behavior.  

Therefore, the construct scale for measuring perceived personalization has been inspired by the work of 

Tran et al. (2021). Measuring the perceived relevance of advertisements with its respective construct scale 

has been adjusted and inspired from the works of Alalwan (2018) and Sarıoğlu (2022). Although measuring 

both consumers’ impulsive purchasing and the urge to purchase impulsively could potentially pose a 

challenge given the limitations of this research thesis and the information that can be easily obtained via 

a survey, adjustments have been made following the works of Nasir et al. (2021), Lee et al. (2021) and 

Beatty and Ferrell (1998). To measure consumers’ impulsive purchasing tendency, the survey incorporated 

one statement adapted from Beatty and Ferrell (1998)’ scale. Both construct scales measuring impulsive 

purchasing and the urge to purchase impulsively have been adapted to the context of this research thesis, 

namely impulsive purchasing behavior of fashion items in the online space. Given the first stage in the 

impulsive purchasing process, namely browsing as a consumer brand engagement activity, the construct 

scale for measuring consumers’ engagement with brands online has been adapted from Molina-Prados et 

al.’s (2021) work. The scale used for measuring consumers’ enjoyment of online shopping has been 

adapted after Gulfraz et al.’s (2022) work. Lastly, given the extant literature that has been used for the 

survey design, the statements used for measuring consumers’ use of Instagram and Facebook social media 

platforms have been adapted after the construct scales uses in the work of Nasir et al. (2021) where they 

have measured respondents’ proneness to social networks.  

3.2. Data Collection   

The survey was built using Qualtrics XM, an experience management platform which helped with the easy 

distribution of the questionnaire via an anonymous reusable link. The survey is closely linked to the 

conceptual model which was created by thoroughly conducting a literature study on the main theoretical 

concepts. The structure of the survey includes multiple closed-ended questions that aim to measure the 

constructs explained in the previous section. 

The survey was distributed on the 13th of July, among consumers from early Generation Z living in the 

Netherlands, and among some consumers living outside of the Netherlands. The total number of versions 

of the survey that have been distributed takes an estimative number of 200. The distribution was 

conducted exclusively online, through direct messaging via social networking platforms like WhatsApp, 

LinkedIn, Instagram, and on the SurveyCircle platform where participants respond to surveys in exchange 
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for the creator’s participation in their own questionnaires. Participants in the online survey were informed 

of the purpose of the research study and were assured of the anonymity of their responses.  

3.3. Demographic-based questions  

First, the initial part of the survey included questions about the age, gender, place of residence and 

occupation of the respondent, aiming to gather significant information about the respondents’ 

demographics and determine whether they can be included in the analysis or whether the analysis suffers 

from any bias. The indicator for gender was used as a control variable in the analysis, while the place of 

residence was used to divide consumers of Generation Z living in the Netherlands and living outside the 

Netherlands. Moreover, these demographic indicators were also used in describing the variables of 

interest, which are all variables describing consumers’ behavior online.  

Second, the sample of respondents aged 18-25 from the population of Generation Z consumers was 

chosen with a reference to the group of people described by Catana et al. (2021) as “digital natives”. The 

chosen sample of the population that this thesis is looking to describe represents the early Generation Z 

consumers, people who were raised having access to the Internet and smartphones and being connected 

through a digital network (Matveyeva & Krasnov, 2019). Therefore, selecting the above age category for 

the sample of the population is believed to give the most useful insights into the online purchasing 

behavior of Generation Z consumers, avid of social media. 

3.4. The Sample 

The sample of respondents to the survey was selected to be representative of the Generation Z population 

aged 18-25 living in the Netherlands. However, respondents that fit into the Generation Z population aged 

18-25 living outside of the Netherlands have also been targeted. The total number of respondents was 

aimed at 200. However, the total number of responses collected was 185, and after cleaning and sorting 

them, 157 valid responses were left. Among the 157 resulting responses, 126 are representative of the 

population aged 18-25 living in the Netherlands, whereas 31 are representative of the population aged 

18-25 living outside the Netherlands. Since the sample of respondents living outside the Netherlands is 

significantly lower compared to the sample of respondents living in the Netherlands, the 31 responses 

have been disregarded. Finally, descriptive statistics of the sample of the population aged 18-25 living in 

the Netherlands are presented in Table A, B, C, D, and E, in Appendix A, together with the raw data of 

both samples of respondents living in the Netherlands and outside, in figures A and B.  
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3.5. Statistical Analysis Methodology 

The statistical methods used in the research analysis of this thesis have been conducted in STATA, a 

statistical software program for interpreting quantitative data. The methods used in this thesis tested the 

hypothesized relationships between the variables associated with the main constructs, as explained in 

Table 3.1. in Appendix A, which is why regression analysis was chosen to interpret the coefficients of the 

equations formed with these variables.  

First, all the qualitative data recorded as scores of the construct items measured on a Likert scale has been 

transformed into quantitative data, resulting in categorical variables of ordinal type but in a numeric form, 

coded from 1 to 5, which ranges from a “Disagree” to “Agree” scale. Therefore, Table 3.1. in Appendix A 

depicts the main constructs used in the conceptual model and applied to the purchasing behavior of 

fashion amongst consumers, together with the associated construct items measuring the main construct 

and with the associated variables in parentheses.  

Second, since all construct items, as displayed in Table 3.1. in Appendix A, are grouped per main measured 

construct, instead of working with all individual construct items in one regression analysis, additional 

variables have been created using the median function, which takes the middle value from all the values 

corresponding to one main construct. Therefore, the median value recorded in a categorical variable 

measuring one of the main constructs, such as variable PPERS measuring perceived personalization in 

social media advertisements, has been calculated, taking any integer value between 1 and 5, including 

half values of the integers. 

Furthermore, given that the data used in the statistical analysis takes values on a scale from 1 to 5, 

including integer and half-integer values, the first step consisted in checking the distribution of the data 

for normality. The test which was used is the Shapiro-Wilkin test due to its high statistical power and 

relatively small sample size resulting from the data collection step.  

Once the distribution of the data was determined, a linear regression model, depicted below, was used 

for the normal distribution of the data. This is due to one of the major assumptions in linear regression 

analysis, which is having a normal distribution of data. However, an ordinal logistic regression model was 

used in the alternative case of non-normally distributed data, mainly because the logistic regression 

analysis does not require any assumptions about data and additionally, uses variables taking values which 

correspond to ordered categories. Moreover, the Spearman Rank Correlation test was used to test the 

correlation between each dependent and independent pair of variables, because all initial variables are 
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categorical of ordinal type and the test has the power to recognize that the order exists in the 

measurement.  

Lastly, the two regression models which have been used to conduct the statistical analysis with the 

collected data, after being tested for normality, can be seen below. All regression equations testing each 

individual hypothesis and the relationships present in the impulsive buying model can be found in 

Appendix B. 

Logistic Regression Model: logit Y = 1*X + 2*X2 (where X is the main independent variable and X2 Is 
the control variable gender) 
 

Linear Regression Model: Y = const. + 1*X + 2*X2 (where X is the main independent variable and X2 Is 
the control variable gender) 
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Chapter 4: Research Outcome 

4.1. Survey reliability  

First, the Cronbach Alpha measurement test resulted in strong significant coefficients which indicates that 

the construct items using a Likert scale are consistent in measuring the main constructs of interest. Thus, 

the survey design can be considered reliable, and this further allowed for variables to be grouped. One 

single variable measuring a construct of interest was created, as depicted in Table 3.1 in Appendix A. 

Table 4.1. Cronbach’s Alpha coefficients for perceived personalization, perceived relevance, enjoyment, 

engagement, impulsive urge to purchase and impulsive purchasing behavior construct scales. 

Scale N Items Cronbach’s alpha 

Use of 

Instagram 
126 4 0.79 

Use of 

Facebook 
126 4 0.89 

Perceived 

personalization 

in Instagram 

ads 

126 4 0.86 

Perceived 

relevance of 

Instagram ads  

126 4 0.93 

Enjoyment of 

online 

shopping 

126 3 0.90 

Engagement 

with brands 

online 

126 3 0.87 
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Impulsive urge 

to purchase 
126 4 0.90 

Impulsive 

buying 
126 4 0.85 

 

Since the alpha coefficients indicated consistency of construct scale measurements, this allowed for what 

followed before the analysis, which is grouping the construct items into one single construct, with the use 

of the median function. The median value indicates the middle point of agreement to a particular 

construct. Therefore, the variables used for the regression analysis were PPERS, PRELEV, ENJOY, ENGA, 

IMPURG, IMP. 

4.2. Survey outcome raw data 

Descriptive statistics, shown in detail in Table A, B, C, D and E in Appendix A, revealed significant 

characteristics of the respondents’ demographics, such as gender and occupation in the Netherlands, and 

their self-rated online behavioral characteristics.   

First, all respondents to the survey have identified themselves through either the male or female gender, 

with only a few more female respondents compared to the male respondents. Even though the proportion 

of females to males is not equal (6:4), this difference was disregarded, due to small sample size. 

Additionally, there are not sufficient results in the literature studied with regards to gender and the 

specific topic of study. Now, most of the respondents seem to be students in the Netherlands, which can 

be a limitation to the study. However, the sample of the population was focused on individuals aged 18-

25, among which there is a higher chance of findings students. 

Second, judging based on the mean values of each item response, it can be pointed to an increased use 

of the Instagram social media channel, as an everyday activity, as opposed to Facebook, where most 

respondents reported that they do not use the platform as frequently. Besides the increased use of 

Instagram, the respondents also reported the use of the social media channel for brand search and 

product information activities. Facebook, on the other hand, does not seem to be used by most 

respondents for that purpose.  

Furthermore, items measuring consumers’ perceived level of personalization in Instagram ads have 

overall high mean scores, which can mean that Instagram advertisements are personalized to the likings 
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of consumers, and they seem to fit their general online profiles. Also, with regards to consumers’ 

perceived relevance of advertisements on Instagram, relatively high mean scores to items in the survey 

revealed consumers’ appreciation for the level of personal relevance advertisements present.  

Then, with regards to measuring consumers’ engagement with brands online due to advertisements 

showing up on their social network’s feed, the average scores reveal an overall tie between consumers’ 

engaging with brands online and consumers who do not seem to do so. The scores which characterize the 

level of enjoyment in online shopping revealed that, generally, consumers seem to enjoy browsing and 

shopping online, when it comes to fashion items. 

Lastly, the mean scores of the impulsivity scales in consumers’ shopping behavior of fashion reveal that 

most consumers tend to experience the urge to purchase fashion products on impulse. However, the 

overall impulsive purchasing behavior does not seem to be true for many respondents. Moreover, the 

impulsive tendency to shop has a relatively low mean score, meaning that most respondents do not think 

they have this tendency. 

 

Figure 4.1. Respondents aged 18-25 living in the  

Netherlands divided per gender 
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Figure 4.2. Respondents aged 18-25 living in the  

Netherlands divided per occupation 

 

4.3. Hypothesis testing 

First, the Shapiro-Wilk test results depicted low p-values (significant at a 5% level) of the coefficients for 

ENGA, IMPURG, IMP, which means that this thesis cannot reject the hypothesis stating that the data 

follows a normal distribution. However, the resulting p-values of the coefficients for USEINSTA, USEFB, 

PPERS, PRELEV, ENJOY and IMPTEND allowed for the hypothesis to be rejected, and concluding that the 

data does not follow a normal distribution. Neither transforming the data by applying the logarithm 

function on the variables, made the resulting p-values change significantly, which means that the 

distribution of the data did not change.   

Then, with the Spearman Rank Correlation measurement, the correlation between each pair of variables 

was verified and the results are depicted in Table 4.3 below. The corresponding hypothesis which states 

that the variables are independent of each other was rejected in each case, since the p-values turned out 

significantly smaller than 0.05. Therefore, it seems like each pair of variables is correlated, which offered 

additional support to expect a significant relationship between them. 

Table 4.3. Spearman Rank Correlation test coefficients show the strength of the association relationship 

between each pair of variables.  
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Variables being 

tested on 

independence 

Coefficient 

ENJOY/IMPURG 0.56** 

IMPTEND/IMPURG 0.53** 

PPERS/PRELEV 0.79** 

PRELEV/ENGA 0.34** 

USEINSTA/ENGA 0.53** 

Note. *p<0.1, **p<0.5, ***p<0.01. 

 

4.3.1. Hypothesis 1 

First, the results of the ordered logit regression conducted with ENJOY as a predictor variable and IMPURG 

as the dependent variable showed a positive and significant coefficient of 1.08, indicating a significant 

positive change in the log odds of being in a higher category on the dependent variable if the independent 

variable increases by one unit. This translates into saying that there is an increase of 1.08 in the probability 

of falling on a higher level of the dependent variable if the value of the independent variable rises by one 

measuring unit. It further means that consumers reporting an increase in the enjoyment of online 

shopping will be more likely to experience the impulsive urge to purchase fashion items. However, 

including gender as a control variable did not seem to change anything in the regression model, nor result 

in a significant coefficient.  

Second, the result of the Spearman Rank Correlation measurement indicated a significant association 

between the enjoyment of online shopping and the impulsive urge to purchase fashion items online, with 

a Spearman coefficient of 0.56 and a p-value smaller than 0.05. Therefore, the first hypothesis could be 

accepted.  

Table 4.3.1. Ordered logistic regression results using ENJOY as a predictor and IMPURG as dependent 

variable. 
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Predictor Coefficient 

ENJOY 1.08**(0.15) 

LR chi-2 58.50** 

Observations 126 

Note. Standard errors are reported in parentheses. *p<0.1, **p<0.5, ***p<0.01. LR chi-2 coefficient shows 

the goodness-of-fit of the model. 

 

4.3.2. Hypothesis 2 

First, the results of the ordered logit regression with IMPURG as a dependent variable and IMPTEND as a 

predictor indicated a positive and significant coefficient of 0.87, which suggests that the probability of 

agreeing to have an impulsive urge to purchase increases if the consumer reports a higher impulsive 

tendency score. Statistically, there is a positive change of 0.87 in the log odds of scoring higher on the 

impulsive urge to purchase if the impulsive tendency score increases by one unit, translating into a 

positive increase in the probability. As reported before, including gender as a control variable in the 

logistic model does not seem to present a significant coefficient, nor change the probability of the change 

in the dependent variable. 

Second, testing the association between IMPTEND and IMPURG resulted in a Spearman coefficient of 0.53, 

statistically significant at a 5% significance level, meaning that a positive association is found between the 

impulsive tendency to purchase and the impulsive urge to purchase. Thus, the second hypothesis is 

accepted. 

Table 4.3.2. Ordered logistic regression results using IMPTEND as a predictor and IMPURG as dependent 

variable. 

Predictor Coefficient 

IMPTEND 0.87**(0.14) 

LR chi-2 42.25** 

Observations 126 
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Note. Standard errors are reported in parentheses. *p<0.1, **p<0.5, ***p<0.01. LR chi-2 coefficient shows 

the goodness-of-fit of the model. 

 

4.3.3. Hypothesis 3 

First, the results of the ordered logistic regression having PPERS as a predictor and PRELEV as dependent 

variable, as depicted in Table H3 below, show that the probability of reporting higher on the PRELEV scale 

is positively influenced by the reported score of PPERS. Statistically, the change in log odds of being in a 

higher category on the perceived relevance in advertisements is 2.88 if the reported score on perceived 

personalization in advertisements increases by one unit. Once again, incorporating gender as a control 

variable did not seem to change the model, nor present a significant coefficient. 

Second, a positive correlation of 0.79 significant at a 5% significance level indicated that there exists a 

positive relationship between perceived personalization and perceived relevance in Instagram 

advertisements. The third hypothesis can also be accepted. 

Table 4.3.3. Ordered logistic regression results using PPERS as a predictor and PRELEV as dependent 

variable. 

Predictor Coefficient 

PPERS 2.88**(0.32) 

LR chi-2 134.65** 

Observations 126 

Note. Standard errors are reported in parentheses. *p<0.1, **p<0.5, ***p<0.01. LR chi-2 coefficient shows 

the goodness-of-fit of the model. 

 

4.3.4. Hypothesis 4 

First, the results of the ordered logistic regression with PRELEV as predictor and ENGA as a dependent 

variable, as presented in Table H4 below, indicated a significant, but relatively low positive change in the 

log odds of being in a higher category of engagement with brands online if the reported score on the 

perceived relevance of advertisements scale increases by one unit. However, this significant positive 
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change indicates an increased probability of scoring high on the engagement scale if there is an increase 

on the perceived relevance scale. Gender has also not been found statistically significant in this regression 

model.  

Second, the Spearman Rank Correlation test indicated a positive low association between perceived 

relevance and engagement, significant at a 5% significance level. This means that the regression model 

results are in line with the low correlation found between the variables. The fourth hypothesis is, thus, 

accepted. 

Table 4.3.4. Ordered logistic regression results using PRELEV as a predictor and ENGA as dependent 

variable. 

Predictor Coefficient 

PRELEV 0.75**(0.17) 

LR chi-2 20.25 

Observations 126 

Note. Standard errors are reported in parentheses. *p<0.1, **p<0.5, ***p<0.01. LR chi-2 coefficient shows 

the goodness-of-fit of the model. 

 

4.3.5. Hypothesis 5 

Finally, as indicated in Table H5 below, the model incorporating USEINSTA as a predictor and ENGA as a 

dependent variable indicated a significant and positive change of 1.11 in the probability of scoring higher 

on the engagement scale if there is an increase by one unit on the use of Instagram scale. Including gender 

as a control variable does not influence the model. However, the correlation found between the two 

variables is 0.53, significant at a 5% significance level, which means there is a positive relationship 

between the measured use of Instagram of consumers and the engagement with brands online. The fifth 

hypothesis is accepted. 

Table 4.3.5. Ordered logistic regression results using USEINSTA as a predictor and ENGA as dependent 

variable. 
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Predictor Coefficient 

USEINSTA 1.11**(0.17) 

LR chi-2 48.19 

Observations 126 

Note. Standard errors are reported in parentheses. *p<0.1, **p<0.5, ***p<0.01. LR chi-2 coefficient shows 

the goodness-of-fit of the model. 

 

4.4. Summary of key findings  

Lastly, besides conducting the regression analysis to test the hypotheses in the conceptual model, two 

other simple linear regressions have been conducted to test the relationships between the three stages 

following the impulsive behavior model presented in the literature. The Spearman Rank Correlation 

measurement has also been chosen for testing the correlation between the three stages in the model. 

The results are depicted in Table 4.4.1 and Table 4.4.2 below. The beta coefficients in both regressions 

are significant and positive, which indicates that engagement with brands online seems to be influencing 

positively the impulsive urge to purchase, and this in turn would have a positive influence on impulsive 

purchasing. However, the R-squared values are not significantly high, meaning that the model does not 

seem to be of a perfect fit. As explained by Beatty and Ferrell (1998), it is hard to explain the impulsive 

buying behavior as a generalization of all individual behaviors. Considering the significance of the 

coefficients that have been found and having significant positive correlations between each dependent 

and independent set of variables, this model is accepted as a good representation for the thesis research.  

Table 4.4.1. Linear regression model including ENGA as predictor and IMPURG as dependent variable 

Predictor Coefficient 

ENGA 0.53**(0.06) 

Const. 1.31**(0.22) 

R-squared 0.36 

Observations 126 
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Spearman 

Rho 

0.59** 

Note. Standard errors are reported in parentheses. *p<0.1, **p<0.5, ***p<0.01. LR chi-2 coefficient shows 

the goodness-of-fit of the model. 

Table 4.4.2. Linear regression model including IMPURG as predictor and IMP as dependent variable 

Predictor Coefficient 

IMPURG 0.66**(0.06) 

Const. 0.99**(0.21) 

R-squared 0.46 

Observations 126 

Spearman 

Rho 

0.66** 

Note. Standard errors are reported in parentheses. *p<0.1, **p<0.5, ***p<0.01. LR chi-2 coefficient shows 

the goodness-of-fit of the model. 

Furthermore, having an impulsive buying model statistically significant on the sample of the population 

that is being analyzed, as well as reliable scale measurements of the explained constructs of interest is 

useful in drawing further conclusions. All five hypotheses in the conceptual research model were accepted 

due to the significance of regression coefficients and significant correlations found between each pair of 

constructs. Thus, as the conceptual research model indicates, a positive influence has been found 

between consumers’ perceived personalization in social media advertisements and the perceived 

relevance they depict in those advertisements. This further translates into a positive relationship between 

the perceived relevance, explained as the level of interest consumers get from advertisements, and the 

engagement level they get with brands on social media. Even though the relationship has not been found 

quite strong, further improvements to the scale measurement can be done. Additionally, the use of social 

media, precisely Instagram, has been found to also influence positively consumers’ engagement with 

brands. The way in which the scale measurement of the former construct has been constructed revealed 

that consumers are using Instagram as a platform where they can get information and insights on brand 

offerings. Moreover, a positive influence exists between consumers’ overall enjoyment of shopping online 
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and the urge they feel to purchase impulsively. Most of the consumers did not seem to identify themselves 

as impulsive shoppers, but a low positive relationship was found between the two constructs.  
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Chapter 5: Conclusions and Recommendations 

The central aim of this thesis research is to find an answer to the question addressing the relationship 

between targeted advertising, identified as a marketing technique used by advertisers to lead the right 

message to the right consumers, and its effects on consumers’ impulsive buying behavior within the 

fashion sector.  

First, studying the literature provided a large overview of the theoretical concepts of interest for the 

chosen research topic. Additionally, this thesis presented a comprehensive summary of existing research 

studies which have tried to find intermediate relationships explaining consumers’ impulsive behavior, and 

the effect of social media advertisements. 

Second, as fashion brands have been identified as central to using social media as a platform for business, 

the findings of this thesis provide an overview of relationships between consumers’ interaction with 

fashion content online and their purchasing behavior of fashion in the Netherlands. 

5.1. Key findings from the literature  

From an adjusted view of the impulsive buying behavior of consumers, the model adapts the traditional 

consumer decision-making process, thus connecting the impulsive decision through an impulsive urge to 

make the purchase. The engagement between consumers and online advertising content generates the 

urge to purchase, a step where consumers’ interest is gained over the advertised product which creates 

a desire to have it (Parboteeah et al., 2009). While this urge to purchase on impulse is triggered through 

different stimuli existent in the online shopping environment, in this case, the social media platform being 

one of them, literature has linked the trigger to an emotional response in consumers (Djafarova & Bowes, 

2021). In short, consumers seem to enjoy engaging through browsing on the internet which results in 

finding products to purchase and derive pleasure from, a pleasure positively associated with their urge to 

purchase impulsively.  

With regards to the topic of personalization in advertising, the concept has been explained as a technique 

in marketing used by advertisers for targeting different segments of the market. The definition 

encompasses the collection of information from online users’ profiles and the analysis of online searches 

and likes, which expresses consumers’ interests, for better identification of what consumers would react 

to online (De Keyzer et al., 2021).  
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Literature finds that personalization in advertising, common on social media platforms like Facebook and 

Instagram, positively influences consumers’ attitudes towards the content they interact with online. 

Additionally, consumers’ attitude also determines the relationships they will build with the brands that 

they engage with in the online space (Gaber et al., 2019). Personalization in social media advertisements 

has been positively linked with the relevance that consumers derive out of advertisements they watch, as 

Aslam et al. (2021) have empirically demonstrated having analyzed responses of young consumers on 

their impulsive behavior online. Tran et al. (2021) also found an effect of personalized advertisements on 

the consumers’ perception of the advertised brand.  

Furthermore, using the extant literature available, the concept of social commerce has been defined as a 

form of e-commerce, which uses social media platforms to engage and interact with consumers. Digital 

advertising has developed as an alternative to traditional advertising techniques, which made the use of 

social media networks as a channel between consumers and businesses has given rise to more brand 

awareness and stronger bondage as a result of these interactions. Even with consumers who are not active 

consumers of the content advertised on the platform, Qin (2020) determines that exposure to 

advertisements has the effect of increasing consumers’ interest.  

Lastly, Aragoncillo and Orús (2017) have concluded that the use of social media has an influence on 

consumers’ purchasing behavior. They have developed a scale for measuring the extent to which 

consumers’ impulsive buying is influenced by social media platforms, and this helps in understanding the 

drivers of consumers’ impulse behavior. Djafarova and Bowes (2021) found in their analysis that female 

respondents have made impulsive purchases as a result of their interactions on social media channels. 

However, the respondents also admitted that they use Instagram for being able to have that connection 

with brands. 

5.2. Key findings from field research   

Now, with empirical research conducted on a sample representative of the Generation Z population aged 

18-25 living in the Netherlands, findings point towards a positive change in consumers’ self-rated urge to 

purchase fashion items on impulse as influenced by a higher self-rated enjoyment of online shopping. 

Although most of the consumers in the sample did not seem to identify themselves as impulsive shoppers, 

the correlation between the tendency to purchase on impulse and the urge to make purchases impulsively 

was positive, which means that for the shoppers with stronger impulsive tendencies, the urge to purchase 

impulsively also seems to appear stronger.   
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Moreover, consumers’ responses indicated a similar positive relationship between the level of 

personalization perceived in advertisements content on Instagram and the level of relevance they find in 

advertising. The responses also revealed that Instagram seems to be more preferred than Facebook, both 

for everyday use but also as a source of information for brand discovery. The positive association was 

found to be quite strong, considering that most of the respondents experience the personalization effect 

in their interaction with advertisements on Instagram. However, although results have revealed a positive 

relationship between consumers’ level of engagement with brands online and the perceived level of 

relevance in advertisements, the effect did not prove as strong.  

Lastly, the results of the field research analysis indicated a positive relationship between the respondents’ 

use of Instagram and their self-scored engagement with brands online. Where their self-scores hinted 

towards their association of the channel with brand interactions, it also revealed high usage of the 

platform, as opposed to Facebook. As a main observation over the sampled respondents, consumers 

engaging with brand content on social media can be determined by their motives to use the channel in 

the first place.   

5.3. Discussion of the literature findings and the research outcome 

First, as it has been brought up forward for discussion regarding hypothesis 1, there seems to be a 

triggering factor in the external environment where consumers engage with brand content, which 

activates a feeling of enjoyment triggering consumers’ urge to purchase on impulse. The findings of this 

thesis show that consumers aged 18-25 living in the Netherlands are triggered by the shopping 

environment and experience what is understood as an urge to purchase on impulse within the fashion 

sector. This is also in line with the view of Generation Z as avid digital consumers.   

Second, with regards to hypothesis 2, the impulsive buying tendency was explained as one of the factors 

that can weigh heavier on the impulsive purchasing behavior of consumers, especially those aged 18-25 

(Aslam et al., 2021). As Beatty and Ferrell (1998) have depicted a positive influence between the impulsive 

tendency of consumers to the urge to buy impulsively, the findings of this thesis are in line with the 

authors’ discovery, which hints towards a behavioral trait that needs to be further explored in consumers 

aged 18-25. 

Furthermore, with most of the sources supporting hypothesis 3 pointing towards the influence of 

personalization in advertisements on consumers’ increased perceived interest, what the results of this 

thesis show are a similar finding. Consumers of Generation Z in the Netherlands seem to give importance 
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to personalization in advertising, while also expressing some extent of personal relevance they find in the 

content of Instagram advertisements. Now, with hypothesis 4 linking the perceived relevance associated 

with content of social media and the level of consumer engagement with brands on social media, the 

relationship is hypothesized to drive the engagement between the two. Molina-Prados et al. (2021) finds 

a positive relationship between the interaction of consumers and brands on social media and the 

perceived level of involvement. The current analysis finds a relatively low correlation between this 

perceived extent of relevance expressed by consumers of Generation Z in the Netherlands towards 

Instagram advertisements and their engagement with brands online. Therefore, the relationship needs to 

be further explored through a more thorough look into different levels of consumer brand engagement, 

as Molina-Prados et al. (2021) have already indicated.  

Concluding with what hypothesis 5 brings forward for analysis, consumers’ use of social media, where 

motives seem to play a role, drives the engagement between consumers and brands online. The findings 

of this thesis show that consumers of Generation Z in the Netherlands use Instagram for various reasons, 

such as finding information about a brand or product or following a specific brand or product. This explains 

the positive relationship that was derived between consumers’ use of Instagram and their engagement 

on Instagram. Moreover, given the specificity of consumers’ self-rated behavior towards fashion buying, 

the results of this thesis are in line with what literature has found.  

 

5.4. Central research question 

How does Instagram targeted advertising influence the impulsive purchasing behavior of fashion 

amongst online Generation Z consumers living in the Netherlands? 

In the quest to find an answer to the central research question of this thesis, the findings of the statistical 

analysis, together with findings from the literature study will be combined once again. First, the analysis 

was conducted on a sample from the population of consumers aged 18-25 in Generation Z living in the 

Netherlands. The focus of this thesis is centered around the impulsive buying behavior of Generation Z, 

defined in the literature as “digital natives”, which motivates the reason for choosing the preferred 

category. Literature places Generation Z in the middle of the digitization age and describes this generation 

as having the most natural interaction in the online space since they have grown up being connected 

through social media channels.  
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First, the impulsive buying behavior model of consumers has been seen to follow an irrational path, as it 

omits one of the most relevant stages in the consumer decision-making process, that being the evaluation 

of alternatives. Being guided by impulse, and sometimes following an innate tendency, consumers would 

seem to respond to stimuli in the environment, especially in the online space as is investigated in this 

paper. The analysis of this thesis found significant positive associations between the engagement of 

consumers with brands online, as a first step in the impulsive buying process, and the urge to purchase 

that defines itself through the desire generated in consumers’ thought process. Another positive 

association has been found between the urge to buy on impulse and the actual impulse buying of 

consumers.  

Second, as depicted in the extant literature study conducted in this thesis, personalization has a positive 

effect on the generation of interest in consumers, that being an association with the personal relevance 

perceived, as well as to how much attention they end up with offering to advertisements on social media. 

Moreover, the raised interest in consumers would also be associated with the engagement with online 

content, being that from the advertised brands positioning themselves on social media. As users of social 

media channels, emphasizing the use of Instagram in this thesis, it seems to offer consumers incentives 

to look for products in fashion and find information about specific brands.  

Third, consumers’ association of enjoyment with online shopping seems to influence their impulse urges 

to purchase the products that they browse through, which triggers some form of pleasure associated with 

the general experience. As this thesis has investigated the existence of such an association in the fashion 

sector of shopping online, results indicate that consumers derive pleasure from shopping online for 

fashion. Furthermore, studies like the one conducted by Agrawal (2022) have hinted toward consumers 

of Generation having preferential attributes towards shopping online, attributes which are linked to 

hedonic motivations. AliTaha et al. (2021) also compared Generation Z with the previous Generation Y, 

having observed that Generation Z is much fonder of using social media. Descriptive statistics of the 

sample of Generation Z consumers living in the Netherlands also indicate that they use Instagram, mostly 

daily, thus indicating a preference against Facebook. Additionally, Molina-Prados et al. (2022) also 

specified that consumers interested in fashion will express a much higher willingness to engage with 

brands online.  

Now, it can be concluded that Instagram is, generally, the social media platform associated mostly with 

fashion-related content. This observation has a direct link with both consumers’ interest towards 

consuming content on Instagram and with the advertisers’ preference for association in the fashion 
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sector. As personalization aims at targeting consumers efficiently for the success of selling, it seems like 

the factor of relevance is the one at play, being an influential determiner of consumers’ interaction with 

brands or any kind of content on social media, for that matter. Consumers’ interests online are reflected 

in the kind of content they associate and interact with, which means that advertising would reflect what 

matters to consumers. Now, given the association between consumer brand engagement in the online 

environment, and the sudden urge expressed by consumers in making online purchases, this cannot be 

exactly translated into the purchase itself. As literature has identified the online space as a trigger for 

consumers’ desires, meaning an opposite thought process with regards to the attributes that weigh in on 

an offline purchase.  

Furthermore, since gender could not be proved to exert a significant effect in either of the tested 

relationships, what can be said about the sample of Generation Z consumers living in the Netherlands is 

that both males and females would be as influenced in their interactions online by the extent of personal 

relevance they derive from the content presented through advertisements. With social media advertising 

content to the likings of consumers, this also means consumers perceive as relevant the type of content 

they also engage with. However, the sample drawn from the population has also proved to be mostly 

filled with students, which could translate into a good representation of the population of students aged 

18-25 living in the Netherlands.  

Lastly, to provide a clear answer to the central research question means taking into consideration all that 

is mentioned above. With such considerations, it seems like targeting consumers of early Generation Z 

living in the Netherlands has a positive effect on the generation of interest in the advertised content, at 

least. Now, consumers’ hedonic motivations to shop online also have a positive relationship with the urge 

to purchase. Combined with the impulsive buying model explained in the literature, the result, for some 

consumers, can be that they are immersed in shopping for the kind of products they have shown interest 

towards. Personalization works to the extent that the thought of buying is created, and with some 

contribution from innate factors such as motivations and tendencies of behaving in a specific way, which 

have not been discussed at large in this thesis, consumers can be coerced into purchasing fashion on 

impulse. Concluding, advertising on social media platforms where consumers are present and involved, 

either actively or passively consuming content, can be used to the advantage of fashion brands. 

Consumers’ buying habits and general behavior is unique but follows a structure at the same time. Now, 

the extent to which targeted advertising changes consumers’ behavior is still unknown, but with some of 

this thesis’ findings, there are some directions to be followed. 
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5.5. Future recommendations for researchers 

First, future research studies should include a larger sample of the same population and have more diverse 

occupations in the Netherlands, to be able to provide more certain answers referring to the larger 

population of Generation Z aged 18-25. Second, the motivations of consumers to use Instagram should 

be given more consideration, as it has been seen that consumers aged 18-25 use Instagram, but the extent 

to which they engage in the interaction with brands is not demystified. Also, the powerful tool 

represented by influencers on Instagram is an interesting direction to take as literature has indicated that 

consumers, more specifically Generation Z consumers, are influenced by reviews and opinions on social 

media. Therefore, combining the study topic of targeted advertising with the advertising done by 

influencers can shed a better light on how impulsive consumers behave. Lastly, studying more in detail 

the topic of sponsored advertisements can be a narrower road to take and it can be useful to investigate 

consumers’ direct interaction with sponsored advertisements on Instagram.  

5.6. Future recommendations for fashion brands 

One of the clear interpretations of this research study is that consumers aged 18-25 in the Netherlands 

seem to be interested in buying fashion items online. At the same time, they are also avid users of 

Instagram, which offers a lot of potential for brands to improve not only their content page, but also the 

way they conduct advertising and how they link it to different consumer segments.   

Literature has indicated that one of the downsides of targeted advertising is the risk of driving consumers 

away from engaging with social media content. The first recommendation is suggesting an approach 

where consumers whose clear indication of interest in fashion content should be central to receiving 

sponsored advertisements, whereas consumers with no indication of such interest should be tempted 

first into consuming relevant content but without a direct indication of purchasing it. 

Lastly, what fashion brands should be paying attention to where users of social media take information 

from and who they are following regarding recent trends and behaviors in fashion. With such powerful 

information, brands could be benefitting from collaboration, as much as from sponsoring advertisements 

through the direct involvement of social influences that users of social media care about.  

5.7. Research limitations 

Finally, one of the first limitations of this research study is the sample size, which is relatively small, given 

the time constraints that are at play while writing a bachelor’s thesis. Additional to the size of the sample, 
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the majority of respondents is represented by students, which did not come as surprising, given that the 

author had a network of students available to reach out to. The limitation consists in the fact that, as 

students, their interaction on social media might be different, with networks of people relying on the 

connection in the online space, the use of Instagram can be biased on the status they still identify with. 

Second, collecting information about consumers through a survey is limited to the extent that only what 

is self-reported by consumers can be known and interpreted. One of the reasons for which the 

terminology used in this paper is that of ‘perceived personalization’ and ‘perceived relevance’ is because 

this is what consumers score based on personal beliefs and the interpretation of the questions. Therefore, 

the analysis of this thesis is based on information that is not easily available and using other data collection 

methods might be better interpreted. 
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Appendix A 

Table A. Descriptive statistics of the variables measuring respondents’ demographics, such as gender 

and occupation. 

Variable Obs. Mean Std. dev. Min. Max. 

Gender 126 0.60 0.49 0 1 

Occupation 126 1.49 0.75 1 5 

Note. The variable associated to gender was coded with 0 for Male and 1 for Female, the variable associated to 

occupation was coded with 1 for Student, 2 for Employed/Self-employed student, 3 for Employed/self-employed 

graduate, 4 for Unemployed graduate and 5 for Employed/Self-employed without a degree. 

Table B. Descriptive statistics of the variables measuring the use of social media channels, Instagram  

and Facebook. 

Variable Obs. Mean Std. dev. Min. Max. 

USEINSTA1 126 4.57 .90 1 5 

USEINSTA2 126 3.17 1.37 1 5 

USEINSTA3 126 3.37 1.35 1 5 

USEINSTA4 126 3.53 1.37 1 5 

USEFB1 126 2.06 1.43 1 5 

USEFB2 126 1.53 .96 1 5 
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USEFB3 126 1.63 1.01 1 5 

USEFB4 126 1.66 1.28 1 5 

Note. Each variable associated with one construct item was coded with values from 1 to 5, ranging on the scale 

from ‘Disagree’ to ‘Agree’. 

Table C. Descriptive statistics of the variables measuring respondents’ perceived personalization and 

perceived relevance of Instagram advertisements.  

Variable Obs. Mean Std. dev. Min. Max. 

PPERS1 126 3.76 1.10 1 5 

PPERS2 126 3.98 1.10 1 5 

PPERS3 126 3.61 1.22 1 5 

PPERS4 126 4.11 1.17 1 5 

PRELEV1 126 3.95 1.10 1 5 

PRELEV2 126 3.90 1.12 1 5 

PRELEV3 126 3.76 1.12 1 5 

PRELEV4 126 3.84 1.10 1 5 

Note. Each variable associated with one construct item was coded with values from 1 to 5, ranging on the scale 

from ‘Disagree’ to ‘Agree’. 
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Table D. Descriptive statistics of the variables measuring respondents’ engagement with brands online 

and the enjoyment of online shopping.  

Variable Obs. Mean Std. dev. Min. Max. 

ENGA1 126 3.33 1.55 1 5 

ENGA2 126 2.96 1.46 1 5 

ENGA3 126 3.04 1.49 1 5 

ENJOY1 126 3.48 1.35 1 5 

ENJOY2 126 3.63 1.41 1 5 

ENJOY3 126 3.71 1.36 1 5 

Note. Each variable associated with one construct item was coded with values from 1 to 5, ranging on the scale 

from ‘Disagree’ to ‘Agree’. 

Table E. Descriptive statistics of the variables measuring respondents’ impulsive urge to purchase online 

and impulsive purchasing behavior of fashion items. 

Variable Obs. Mean Std. dev. Min. Max. 

IMPURG1 126 3.15 1.37 1 5 

IMPURG2 126 3.33 1.35 1 5 

IMPURG3 126 2.90 1.38 1 5 

IMPURG4 126 3.31 1.24 1 5 

IMP1 126 3.02 1.37 1 5 

IMP2 126 3.48 1.37 1 5 

IMP3 126 2.96 1.35 1 5 

IMP4 126 2.35 1.35 1 5 

Note. Each variable associated with one construct item was coded with values from 1 to 5, ranging on the scale 

from ‘Disagree’ to ‘Agree’. 
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Table 3.1. Description of the construct items used in the survey for measuring consumers’ level of 

agreement. 

Construct (Variable) Variable: Measure  Adapted source  

Consumers’ use of Instagram 

(USEINSTA) 

USEINSTA1: I use Instagram in 

my spare time as an everyday 

activity. 

Nasir, Keserel, Surgit and 

Nalbant (2021) 

USEINSTA2: I use Instagram to 

follow brands and their 

products. 

USEINSTA3: I use Instagram to 

find information about a 

product/brand. 

USEINSTA4: I use Instagram to 

follow trends and behaviors. 

Consumers’ use of Facebook 

(USEFB) 

USEFB1: I use Facebook in my 

spare time as an everyday 

activity. 

Nasir, Keserel, Surgit and 

Nalbant (2021) 

USEFB2: I use Facebook to 

follow brands and their 

products. 

 

USEFB3: I use Facebook to find 

information about a 

product/brand. 

 

USEFB4: I use Facebook to 

follow trends and behaviors. 

 

Perceived personalization in 

social media advertisements 

(PPERS) 

PPERS1: Instagram 

advertisements show purchase 

recommendations that match 

my needs. 

Tran et al. (2021) 

PPERS2: Instagram 

advertisements show content 
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tailored to my personal 

situation. 

PPERS3: Instagram 

advertisements enable me to 

make purchases that are 

already adapted to my likings. 

PPERS4: Instagram 

advertisements show content 

that is customized to my online 

interests. 

Perceived relevance in social 

media advertisements (PRELEV) 

PRELEV1: Instagram 

advertisements show content 

that fits my interests. 

Alalwan (2018); Sarıoğlu (2022) 

PRELEV2: Instagram 

advertisements show content 

that is relevant to me. 

PRELEV3: Instagram 

advertisements show purchase 

recommendations that are 

compatible with my preferences 

PRELEV4: Instagram 

advertisements show content 

that fits my lifestyle. 

Consumers’ engagement with 

brands online (ENGA) 

ENGA1: I frequently end up 

spending time looking at 

fashion related content on 

social media. 

Molina-Prados, Muñoz-Leiva 

and Prados-Peña (2021) 

ENGA2: I frequently focus my 

attention on advertisement of 

fashion items online. 
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ENGA3: I frequently end up 

visiting fashion websites or 

pages promoted on social 

media. 

Consumers’ enjoyment of 

online shopping (ENJOY) 

ENJOY1: I enjoy spending my 

free time browsing for fashion 

items online. 

 

ENJOY2: I enjoy purchasing 

fashion items online 

ENJOY3: I find online shopping 

of fashion items a good use of 

my time. 

ENJOY4: I am interested in 

finding fashion items online. 

Consumers’ urge to purchase 

impulsively (IMPURG) 

IMPURG1: I often buy fashion 

items online even though I had 

not planned to. 

Beatty & Ferrell (1998); Lee, 

Chen, Huang, Chang, & Demirci 

(2021) 

IMPURG2: I often experience 

the urge to buy online fashion 

items that I like. 

IMPURG3: Often when I see 

advertisements of fashion items 

online, I am inclined to make 

purchases outside my shopping 

goal. 

IMPURG4: Watching 

advertisements of fashion items 

online is likely to increase the 

chance of my purchase. 

Consumers’ online impulsive 

purchasing (IMP) 

IMP1: I often feel compelled to 

buy fashion items online. 

Nasir, Keserel, Surgit and 

Nalbant (2021) 
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IMP2: Usually when I see a 

fashion item online that I like, I 

buy it. 

IMP3: I usually buy fashion 

items online according to how I 

feel at that moment. 

IMP4: Sometimes I am a bit 

reckless about the fashion 

purchases that I make. 

 

 

Figure A. Sample of respondents to the survey, aged 18-25 living in the Netherlands.  
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Figure B. Sample of respondents to the survey, aged 18-25 living outside the Netherlands.  
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Appendix B 

Regression equations 

Testing hypothesis 1: 

• Logit IMPURG = beta + beta1xENJOY (+ beta2*GEND) 

Testing hypothesis 2: 

• Logit IMPURG = beta + beta1xIMPTEND (+ beta2*GEND) 

Testing hypothesis 3: 

• Logit PRELEV = beta + beta1xPPERS (+ beta2*GEND) 

Testing hypothesis 4: 

• Logit ENGA = beta + beta1xPRELEV (+ beta2*GEND) 

Testing hypothesis 5: 

• Logit ENGA = beta + beta1xUSE (+ beta2*GEND) 

Testing the impulsive buying model: 

• IMPURG = const. + beta1*ENGA (+ beta2*GEND) 

• IMP = const. + beta1*ENGA (+beta2*GEND) 

 

Survey - Instagram advertising and Impulsive Buying of Fashion 

Introduction Hi and welcome to my survey! My name is Teodora Nevinglovschi, and I am a third-year 

bachelor’s student at the Erasmus School of Economics. First, I want to thank you for your participation. 

Your response will help me finalize my thesis research which is focused on evaluating the relationship 

between Instagram targeted advertising and the impulsive purchasing behavior of fashion amongst 

Generation Z consumers living in the Netherlands. Fashion purchases here are identified as any product 

that adds up to your physical appearance, whether it's clothing, shoes, or accessory items. The main 

reason for choosing this research topic is because I often find people around me who tend to buy the 

above described fashion items on the spur of the moment. Given the increased use of social media 
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amongst Generation Z consumers, combined with vast research linking Instagram to an increased 

presence of fashion brands, I believe my research will add value to existing literature on the impact of 

personalized advertising on consumer buying behavior. Your answers are completely anonymous and will 

only be used for the purpose of this research. If you have any questions about the research or if you would 

like to receive a summary of the findings, please contact me at 523200tn@eur.nl.   

 

What gender do you identify yourself as? 

o Male 

o Female 

o Non-binary / third gender 

o Prefer not to say 

o Other 

 

What is your age? 

o <=17 

o 18-25 

o >=26 

 

Where do you live? 

o Netherlands 

o Outside of the Netherlands 
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What is your occupation (in the Netherlands or outside of the Netherlands)? 

o Student 

o Employed/Self-employed student 

o Employed/Self-employed graduate 

o Employed/Self-employed without a degree 

o Unemployed graduate 

 

You are asked to rate the following set of statements according to your use of Instagram social media 

network. 

 Agree 
Moderately 

agree 
Neither agree 
nor disagree 

Moderately 
disagree 

Disagree 

I use Instagram 
in my spare 
time as an 
everyday 
activity. 

o  o  o  o  o  

I use Instagram 
to follow brands 

and their 
products. 

o  o  o  o  o  
I use Instagram 

to find 
information 

about a 
product/brand. 

o  o  o  o  o  

I use Instagram 
to follow trends 
and behaviors. o  o  o  o  o  
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You are asked to rate the following set of statements according to your use of Facebook social media 

network. 

 Agree 
Moderately 

agree 
Neither agree 
nor disagree 

Moderately 
disagree 

Disagree 

I use Facebook 
in my spare 
time as an 
everyday 
activity. 

o  o  o  o  o  

I use Facebook 
to follow brands 

and their 
products. 

o  o  o  o  o  
I use Facebook 

to find 
information 

about a 
product/brand. 

o  o  o  o  o  

I use Facebook 
to follow trends 
and behaviors. o  o  o  o  o  
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You are asked to rate a set of statements regarding the extent of personalization in advertisements on 

your Instagram feed.   

      

Instagram 
advertisements 
show purchase 
recommendatio

ns that match 
my needs. 

o Agr
ee 

o Moderat
ely agree 

o Neith
er agree 

nor 
disagree 

o Moderat
ely disagree 

o Disagr
ee 

Instagram 
advertisements 
show content 
tailored to my 

personal 
situation. 

o Agr
ee 

o Moderat
ely agree 

o Neith
er agree 

nor 
disagree 

o Moderat
ely disagree 

o Disagr
ee 

Instagram 
advertisements 

enable me to 
make purchases 
that are already 
adapted to my 

likings. 

o Agr
ee 

o Moderat
ely agree 

o Neith
er agree 

nor 
disagree 

o Moderat
ely disagree 

o Disagr
ee 

Instagram 
advertisements 
show content 

that is 
customized to 

my online 
searches. 

o Agr
ee 

o Moderat
ely agree 

o Neith

er agree 
nor 

disagree 

o Moderat
ely disagree 

o Disagr
ee 
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You are asked to rate a set of statements regarding the extent of personal relevance in advertisements 

on your Instagram feed.   

      

Instagram 
advertisements 
show content 
that fits my 
interests. 

o Agr
ee 

o Moderat
ely agree 

o Neith
er agree 

nor 
disagree 

o Moderat
ely disagree 

o Disagr
ee 

Instagram 
advertisements 
show content 

that is relevant 
to me. 

o Agr
ee 

o Moderat
ely agree 

o Neith
er agree 

nor 
disagree 

o Moderat
ely disagree 

o Disagr
ee 

Instagram 
advertisements 
show purchase 
recommendatio

ns that are 
compatible with 
my preferences. 

o Agr
ee 

o Moderat
ely agree 

o Neith
er agree 

nor 
disagree 

o Moderat
ely disagree 

o Disagr
ee 

Instagram 
advertisements 
show content 
that fits my 

lifestyle. 

o Agr
ee 

o Moderat
ely agree 

o Neith
er agree 

nor 
disagree 

o Moderat
ely disagree 

o Disagr
ee 
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You are asked to rate a set of statements regarding your enjoyment of the online shopping experience 

of fashion products. 

      

I enjoy 
spending 
my free 

time 
browsing 

for fashion 
items 

online. 

o Agre
e 

o Somewha
t agree 

o Neithe
r agree nor 

disagree 

o Somewha
t disagree 

o Disagre
e 

I enjoy 
purchasin
g fashion 

items 
online. 

o Agre
e 

o Somewha
t agree 

o Neithe
r agree nor 

disagree 

o Somewha
t disagree 

o Disagre
e 

I find 
online 

shopping 
of fashion 

items a 
good use 

of my 
time. 

o Agre
e 

o Somewha
t agree 

o Neithe
r agree nor 

disagree 

o Somewha
t disagree 

o Disagre
e 

I am 
interested 
in finding 
fashion 
items 

online. 

o Agre
e 

o Somewha
t agree 

o Neithe
r agree nor 

disagree 

o Somewha
t disagree 

o Disagre
e 
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You are asked to rate a set of statements regarding the extent of engagement with brands promoting 

fashion online.   

      

I frequently 
end up 

spending time 
looking at 

fashion 
related 

content on 
social media. 

o Agre
e 

o Moderate
ly agree 

o Neith
er agree 

nor 
disagree 

o Moderate
ly disagree 

o Disagre
e 

I frequently 
focus my 

attention on 
advertisemen
ts of fashion 

items on 
social media. 

o Agre
e 

o Moderate
ly agree 

o Neith
er agree 

nor 
disagree 

o Moderate
ly disagree 

o Disagre
e 

I frequently 
end up 
visiting 
fashion 

websites or 
pages 

promoted on 
social media. 

o Agre
e 

o Moderate
ly agree 

o Neith
er agree 

nor 
disagree 

o Moderate
ly disagree 

o Disagre
e 

 

 

You are asked to rate your impulsive buying tendency perceived towards fashion items.  

 Agree 
Somewhat 

agree 
Neither agree 
nor disagree 

Somewhat 
disagree 

Disagree 

I often buy 
fashion items 

spontaneously. o  o  o  o  o  
 

 



 70 

You are asked to rate a set of statements regarding your urge to make impulsive purchases online. 

      

When I am 
browsing 

online, I often 
feel a desire 

to buy fashion 
items outside 

of my 
shopping 

goals. 

o Agre
e 

o Somewh
at agree 

o Neithe
r agree nor 

disagree 

o Somewh
at disagree 

o Disagre
e 

I often 
experience 
the urge to 
buy fashion 
items online 

that I like. 

o Agre

e 

o Somewh

at agree 

o Neithe
r agree nor 

disagree 

o Somewh

at disagree 

o Disagre

e 

When I see 
advertisement

s of fashion 
items online, I 

am often 
inclined to 

make 
purchases 

outside of my 
shopping goal. 

o Agre
e 

o Somewh
at agree 

o Neithe
r agree nor 

disagree 

o Somewh
at disagree 

o Disagre
e 

Watching 
advertisement

s of fashion 
items online is 

likely to 
increase the 
chance of my 

purchase. 

o Agre
e 

o Somewh
at agree 

o Neithe
r agree nor 

disagree 

o Somewh
at disagree 

o Disagre
e 
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Lastly, you are asked to rate a set of sentences regarding your impulsiveness in online purchasing of 

fashion products.  

      

I often 
feel 

compelle
d to buy 
fashion 
items 

online. 

o Agre
e 

o Somewha
t agree 

o Neithe
r agree nor 

disagree 

o Somewha
t disagree 

o Disagre
e 

I often 
buy 

fashion 
items 
online 

that I like. 

o Agre
e 

o Somewha
t agree 

o Neithe
r agree nor 

disagree 

o Somewha
t disagree 

o Disagre
e 

I often 
buy 

fashion 
items 
online 

according 
to how I 

feel at the 
moment. 

o Agre
e 

o Somewha
t agree 

o Neithe
r agree nor 

disagree 

o Somewha
t disagree 

o Disagre
e 

I am a bit 
reckless 

about the 
online 
fashion 

purchases 
that I 
make. 

o Agre
e 

o Somewha
t agree 

o Neithe
r agree nor 

disagree 

o Somewha
t disagree 

o Disagre
e 
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If you would like to receive a summary of the results, please leave your preferred email address here. 
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