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ABSTRACT 

This research investigates what the consumers of Facebook think of Facebook’s targeted advertising. It 

also seeks to explain which variables influence the consumer perceptions.  Data was collected through an 

online questionnaire in which 167 participants had to respond to various statement on a Likert scale. 

Based on our results, we found that the consumers’ perception of infotainment, ad irritation and 

credibility and privacy concerns exert influence on the perceived value of targeted advertising. Moreover, 

we found a positive relationship between the perceived value of targeted advertising and ad avoidance.  

We also found that the attitude towards targeted advertising is positively influenced by the perceived 

value of targeted advertising. The study contributes theoretical knowledge on the variables which 

influence the perception of consumers on targeted advertising. The practical contribution of this research 

is that it offers advertisers and marketers a better understanding of what makes consumers avoid targeted 

advertisements, something that can help them implement measures to counter ad avoidance.  
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INTRODUCTION 

Over the course of the years, advertising has changed drastically. Until recently, the biggest 

advertising platforms were television, radio and the newspaper. With the introduction of the 

internet, these platforms have slowly started to decline while paving the way for online 

advertising. Spending on display advertising, such as banner ads, amount to approximately $63 

billion dollars in 20201. In the past few years, online advertising has evolved dramatically due to 

developments in social media (Dahl, 2018).  

Moreover, online advertising is growing each year and according to Chen and Stallaert (2014), 

behavioural targeted advertising is going to make up a large part of this growth. Moreover, 

Martin, Borah and Palmatier (2017), state that companies which use targeted advertising are 

experiencing as much as a 5% higher profit as opposed to the companies that do not use targeted 

advertising. In fact, around 98% of Facebook’s revenue comes from advertising (Fortune, 2017).  

According to a study conducted by IHS Markit (2017), they stated that in 2016 ‘’90% of the 

digital display advertising market growth came from formats and processes that use behavioural 

data’’. Furthermore, it is said that behavioural targeting in digital advertising will see a growth 

of 106% by the end of 2020, while digital advertising which does not use behavioural advertising 

will decline by 63.6% 2.  

Facebook is currently the largest social media website with over 2.6 billion monthly active users 

(Clement, 2020). Facebook advertisements can be targeted by collecting data about the 

consumer’s location, demographics, behaviour, interests and connections (Facebook, 2020). 

Facebook is an online community where users can create profiles, share information and interact 

with other users as well as companies. In addition, due to the many communication options 

available and different ways to target specific audiences, Facebook is considered to be a very 

attractive platform for marketers (Baglione and Tucci, 2018). 

 

 

 
1 https://www.statista.com/outlook/217/100/banner-advertising/worldwide 
2 https://datadrivenadvertising.eu/wp-content/uploads/2017/09/BehaviouralTargeting_FINAL.pdf 

https://datadrivenadvertising.eu/wp-content/uploads/2017/09/BehaviouralTargeting_FINAL.pdf
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Although there have been various studies conducted on the consumer perception of targeted 

advertising (McDonald and Cranor, 2010; Smit, Noort and Voorveld, 2014 and Ham and Nelson, 

2016), there has been limited research in the past few years on targeted advertisements on social 

media websites such as Facebook. 

This study will contribute knowledge on the variables which influence the perception of 

consumers on targeted advertising. Furthermore, understanding what people dislike about 

targeted avoidance can help companies to fine-tune their marketing strategies in order to 

decrease the high consumer avoidance of targeted advertising.  

This research will be focusing on how targeted advertising is perceived by the consumers as well 

as find out what the relationship is between the variables which influence this perception. The 

main research question of this study is: 

What is the perception of consumers towards targeted advertising? 

BACKGROUND 

Uses and Gratifications Theory 

The Uses and Gratifications theory, also known as the U&G theory, was firstly discussed by 

Katz, Blumler and Gurevitch (1974, p. 20) and they defined the theory as “the social and 

psychological origins of needs, which generate expectation of the mass media or other sources, 

which lead to different patterns of media exposure resulting in need gratifications and other 

consequences”.  

Eighmey and McCord (1998) found that the Uses and Gratifications theory, is beneficial in 

understanding the motivations of consumers’ and their concerns about traditional media. 

Moreover, studies have been conducted to explain the motives and values of consumers using 

mass media, such as television and the internet (Luo, 2002; Okazaki, 2004).  

However, as social media websites, such as Facebook, are continuing to increase in popularity, 

so does the popularity of using these social media websites for satisfying the cognitive and 

affective needs (Rubin, 2002). We can use the U&G theory to understand the people’s motives 

for using social media websites and more specifically, what affects their perception of the 
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advertisements on social media websites, because according to Liu et al. (2012), a consumer’s 

perceived value of advertising can be viewed as an extension of the U&G theory. 

A basic assumption of the U&G theory is that users are actively involved and interact with the 

communication media. This applies well to social media platforms, due to the fact social media 

is a place of high consumer involvement and interaction. Hence the U&G theory can be 

successfully applied in this study. 

The U&G theory has multiple constructs, however, in the literature it is agreed upon that one of 

the most important dimensions of U&G are entertainment, irritation and informativeness 

(Eighmey and McCord, 1998; Luo, 2002; Okazaki, 2004; Liu et al., 2012).  

We argue that targeted advertisements should have certain characteristics in order to create a 

positive perception for consumers. Thus, in this study we will use the dimensions discussed in 

the Uses & Gratifications theory (among others), which are ‘’entertainment, irritation and 

informativeness’’, in order to find out how these factors, influence the consumer’s perception 

towards targeted advertising.  

Although the Uses & Gratifications theory is going to be the main theory discussed in this 

research, due to it being useful in understanding which factors affect the attitude towards 

targeted advertising, other relevant theories can be found in table 1. 

 

Table 1. Relevant theories Explanation 

Social presence theory (Phelan, Lampe and 

Resnick, 2016) 

This theory describes the feeling of being 

with someone in mediated communication. 

According to this theory, when a company is 

collecting your personal data, it creates the 

same negative feeling as when a person looks 

over your screen while you are browsing. 

Persuasion knowledge model (PKM) (Baek 

and Morimoto, 2012; Van Noort, Smit and 

Voorveld, 2013) 

PKM assumes that when consumers realize 

the persuasive tactics used by advertisers they 

tend to be wary and defensive against those 

tactics. This means that when people realize 

that their information is being collected for 

targeted advertising, they might try to change 

their online behaviour. 
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Social contract theory (Jai, Burns and King, 

2013; Miyazaki, 2008) 

The social contract theory explains that 

companies form an implied social contract 

with the consumers where the consumer 

expects that the company does not collect or 

disclose their personal information in an 

irresponsible manner.  

Psychological reactance theory (Brehm, 

1966) 

This theory states that people often 

experience an unpleasant feeling when their 

free will is being threatened. Consumers who 

feel like they do not have full control over 

their personal information are more likely to 

perceive targeted advertisements negatively.    

 

Variable conceptualization 

The main objective of this research is to find the consumer attitude towards targeted advertising. 

Given the fact that the attitude towards advertising differs based on the advertising medium 

(Elliott and Speck, 1998), it would be useful to study the factors that affect the consumer’s 

attitude towards targeted advertising. 

MacKenzie and Lutz (1989), define attitude as a ‘’predisposition to respond in a favorable or 

unfavorable manner to a particular advertising stimulus during a particular exposure 

occasion’’. There have been many past studies looking at the attitudes towards different kinds of 

advertising, because attitudes are considered to be a predictor for consumer behaviour. 

(MacKenzie and Lutz, 1989). Furthermore, Mehta (2000) found that the attitude towards 

advertising is also a predictor for advertising effectiveness.  

Moreover, advertising value is also an important concept in this study because it is a determinant 

of the consumer’s response towards advertising (Ducoffe, 1995). Ducoffe (1995, p. 1) defines 

advertising value as ‘’a subjective evaluation of the relative worth or utility of advertising to 

consumers’’. Perceived advertising value is considered to be a much narrower construct than the 

attitude towards advertising. This is because perceived advertising value is a cognitive reaction 

about whether the advertising gives the consumers what they want (Ducoffe, 1996; Liu et al., 

2012).  
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Our study aims to identify which factors influence perceive advertising value and, as a result, the 

attitude towards targeted advertising, so that we can gain a bigger understanding of how 

consumers perceive targeted advertising and which factors play a major role in this perception.  

As discussed previously, the U&G theory identified that entertainment, irritation and 

informativeness are one the most important dimensions in understanding consumer’s motivations 

in the context of traditional media (Eighmey and McCord, 

1998). Based on past research, informativeness and entertainment will be merged together into a 

single construct called ‘’infotainment’’ (Okazaki, 2004; Wang and Sun, 2010; Liu et al., 2012). 

This is because in online advertising, information and entertainment values are usually mixed 

together (Wang and Sun, 2010). 

Furthermore, the credibility of online advertising is also an important factor when talking about 

advertising value (Tsang et al., 2004; Saadeghvaziri and Hosseini, 2011). Ducoffe (1996) found 

that high credibility can positively influence the attitude towards advertising. 

According to Tucker (2014) and Turrow et al. (2009), consumers that are aware of 

personalization techniques may consider this kind of advertising as a violation of their privacy. 

Targeted advertising has the possibility of making consumers feel that their privacy is being 

intruded and as a result, these consumers are more likely to object targeted advertising and the 

collection of their personal data (Simonson, 2005).  

Past studies have shown that privacy concerns can lead to a negative perceived advertising value 

(Dhar and Varshney, 2010; Bautista and Lin, 2014). Considering the fact that in order for 

Facebook to provide consumers with targeted advertisement, it first needs to collect some data 

about them. Not all consumers might be happy with Facebook collecting their personal data and 

as such can have a lower perceived value of targeted advertising. 

Speck and Elliott (1997), found that consumer’s negative attitudes towards advertising can result 

in advertising avoidance. On the contrary, research has found that personalized advertisements in 

social media have a positive effect on advertising effectiveness, such as an increased attention 

span towards advertisements as well as a decreased ad avoidance (Jung, 2017). Thus, the 

perceived value of targeted advertising has an effect on whether a consumer is more likely to 

avoid advertisements or not. 
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Table 2 

Variable definitions 

Definition Reference 

Infotainment A portmanteau word made up from the words 

‘’information’’ and ‘’entertainment’’ which 

emerged initially in the broadcasting industry 

that is used to both inform and entertain in 

order to increase popularity with the targeted 

audience. 

Stockwell (2004), Okazaki 

(2004), Wang and Sun (2010) 

and Liu et al. (2012) 

Ad irritation An advertisement which is provoking, 

causing displeasure and momentary 

impatience. 

Aaker and Bruzzone (1985) 

Ad credibility The extent to which the consumer perceives 

claims made about the brand in the ad to be 

truthful and believable. 

MacKenzie and Lutz (1989) 

Privacy concerns The degree to which a consumer is worried 

about the potential invasion of the right to 

prevent the disclosure of personal 

information to others. 

Baek and Morimoto (2012) 

Ad avoidance All actions by media users that reduce their 

exposure to ad content. 

Speck and Elliott (1997) 

Perceived value of 

targeted advertising 

A subjective evaluation of the relative worth 

or utility of (targeted) advertising to 

consumers. 

Ducoffe (1995) and Liu et al. 

(2012) 

Attitude towards 

targeted advertising 

Learned predisposition to respond in a 

consistently favorable or unfavorable manner 

towards advertising in general. 

(MacKenzie and Lutz, 1989) 
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LITERATURE REVIEW 

Advertising value 

To find out what the perception of consumers is towards targeted advertising, we must first delve 

into the concept of ‘’advertising value’’. A value can be defined as a ‘’belief about some 

desirable end-state that transcends specific situations and guides selection of behaviour’’ 

(Schwartz and Bilsky, 1987). According to Ducoffe (1995) and Liu et al. (2012), advertising 

value is an important variable in determining the consumers’ perception towards advertising. 

Ducoffe (1995) defines advertising value as ‘’a subjective evaluation of the relative worth or 

utility of advertising to consumers’’.  Advertising value is a crucial factor in measuring 

advertisement effectiveness in terms of responses from consumers (Ducoffe, 1995). Moreover, 

Liu et al. (2012) saw the perceived value of advertising as an extension of the U&G theory. The 

uses and gratifications theory was previously used to understand and explain the psychological 

motives consumers associate with mass media (Katz, Blumler and Gurevitch, 1974).  When 

advertising value meets consumer’s expectations, then they tend to take favorable actions such as 

purchasing the product shown in the advertisement (Ducoffe and Curlo, 2000). On the contrary, 

when the perceived advertising value is low, then the consumers are more likely to ignore the 

advertisement.  

Infotainment 

Because previous research (Okazaki, 2004; Wang and Sun, 2010; Liu et al., 2012) combined 

information and entertainment into a single construct, infotainment, this construct will also be 

used in our study. According to Aitken, Gray and Lawson (2008), information is a valuable 

incentive in marketing because it results in a positive reaction to its recipients. Moreover, 

information accounts for the ‘’uses’’ part of the U&G theory, and is defined as the extent to 

which the advertisements provide its users with helpful and useful information (Ducoffe, 1996). 

Furthermore, informative advertisements are crucial in engaging consumers with social media 

advertisements (Wright, Gaber, Robin and Cai, 2017). 

On the other hand, the ‘’gratifications’’ part of the U&G theory accounts for entertainment in 

this case, because gratification is defined as the notion to fulfill consumers’ needs for ‘’escapism, 

diversion, esthetic enjoyment or emotional release’’ (McQuail, 1983). This tactic can in turn lead 

to making customers more familiar with the advertised product (Lehmkuhl, 2003). Researchers 
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have found that consumers’ overall enjoyment of an advertisement influences their overall 

attitude towards it (Shavitt, Lowrey and Haefner, 1998; Heng, Lih-Bin and Hock-Hai, 2009). 

Furthermore, the entertainment value in an advertisement is found to be positively related to the 

perceived value of traditional advertising (Chowdhury et al. 2006; Ducoffe, 1995). Based on the 

previous paragraphs, we came up with the following hypothesis. 

Hypothesis 1: Consumers’ perception of infotainment of Facebook advertisements has a positive 

relationship with the perceived value of targeted advertising. 

Ad irritation 

There have been several researchers which discussed ad irritation (Bauer and Greyser, 1968; 

Aaker and Bruzzone, 1985). According to Aaker and Bruzzone (1985), ad irritation can occur 

when the ad is ‘’provoking, causing displeasure and momentary impatience’’. Moreover, they 

state that consumers are more likely to be irritated when an ad is considered to be provoking, 

causing momentary impatience and displeasure. Ad irritation has been defined as being more 

negative than ‘’dislike’’ (Aaker and Bruzzone, 1985) yet less negative than ‘’offensive’’ (Bauer 

and Greyser, 1968).  

According to the psychological reactance theory, people often experience an unpleasant 

motivational arousal when they are experiencing a threat to their free will (Brehm, 1966). Due to 

this, it can be said that people who feel that they don’t have full control over their personal 

information, are more likely to perceive advertisements as irritating.   

Moreover, Kornias and Halalau (2012), found that Facebook users see advertising as interfering 

with the reason they are on Facebook and as such are often being perceived as annoying. 

Past studies have reported a negative relationship between perceived ad irritation and the 

consumer’s attitude towards advertising (Tsang et al., 2004; Saadeghvaziri and Hosseini, 2011; 

Aktan et al., 2016), as such we have proposed the following hypothesis.  

Hypothesis 2: Consumers’ perception of ad irritation of Facebook advertisements has a negative 

relationship with the perceived value of targeted advertising.   
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Ad credibility 

Advertising credibility is defined by MacKenzie and Lutz (1989) as ‘’the extent to which the 

consumer perceives claims made about the brand in the ad to be truthful and believable.’’ 

Advertising credibility is especially important when consumers must make a decision in a 

situation where there is uncertain or incomplete information (Okazaki, Katsukura and 

Nishiyama, 2007). Credibility of advertisements is considered to be one of the most important 

elements when discussing advertising value (Tsang et al., 2004; Saadeghvaziri and Hosseini, 

2011).  

Advertisement credibility can be influenced by a variety of factors, but one of the biggest factors 

is the company’s credibility as well as the message of the ad (Goldsmith, Lafferty and Newell, 

2000). Due to the fact that the internet is a predominantly unregulated environment, consumers 

often perceive online advertising as less credible compared to other traditional media 

(Prendergast, Liu and Poon, 2009). Moreover, one of the first researchers to delve into 

advertising credibility, Ducoffe (1996), found that credibility of advertisements can positively 

influence consumer’s attitudes. 

Lastly, Van-Tien Dao et al. (2014), found that ad credibility has a positive effect on the 

consumer’s perceived value of social media advertising. Based on the discussed literature, we 

propose the following hypothesis: 

Hypothesis 3: Consumers’ perception of ad credibility of Facebook advertisements has a positive 

relationship with the perceived value of targeted advertising.   

Privacy concerns 

One of the biggest problem’s consumers have with targeted advertising are privacy concerns 

(Nowak and Phelps, 1992; Gurau, Ranchhod and Gauzente, 2003). The reason for this can be 

found in the fact that many internet users have no clue about what kind of information is being 

collected from them, how it is being collected as well as when exactly their information is being 

collected. Ham and Nelson (2016) state that the collection of behavioural data happens quite 

covertly. Baek and Morimoto (2012, p. 63) define privacy as ‘’the degree to which a consumer is 

worried about the potential invasion of the right to prevent the disclosure of personal 

information to others’’  
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Privacy is very valued and according to Martin, Borah and Palmatier (2017), the lack of control 

over your own privacy may lead to feeling vulnerable. Pew Internet and American Life Project 

(2008) have found that 95% of American consumers find it important to be able to control who 

has access to their personal data.  

Talking about the previously discussed psychological reactance theory, it can be said that 

resistance to advertisements can occur when a consumer has the feeling that the advertisements 

is trying to control its choices. Because targeted advertising can make the consumers believe that 

their privacy is being intruded, they are more likely to object to advertising practices that collect 

and use their personal data (Simonson, 2005).  

There have been various studies on the effect of a consumer’s privacy concerns. Milne and Boza 

(1999) have found that privacy concerns are negatively related to trust, perceived information 

control and purchase behaviour. Moreover, consumers that have privacy concerns are more 

likely to exhibit negative behaviour to advertising such as providing wrong or incomplete 

information on websites and unsubscribing from email lists (Sheehan and Hoy, 1999). We 

formulate the following hypothesis: 

Hypothesis 4: Consumers’ perception of privacy concerns because of Facebook advertisements 

has a negative relationship with the perceived value of targeted advertising.   

Ad avoidance 

Many researchers as well as advertising companies have for a long time been interested in 

understanding why consumers avoid advertising (Speck and Elliott, 1997; Cho and Cheon, 2004; 

Simonson, 2005; Jung, 2017). Speck and Elliott (1997) define ad avoidance as ‘’all actions by 

media users that differentially reduce their exposure to ad content.’’ Many past researchers have 

studied ad avoidance on traditional media such as televisions, newspapers and radios. On these 

platforms one could easily avoid ads by switching channels, turning a page or changing the radio 

station (Heeter and Greenberg, 1985; Bellamy and Walker, 1996).  

With the decline of traditional media over the past decades, research is now more interested in ad 

avoidance on the internet. According to Cho and Cheon (2004), ad avoidance can happen due to 

prior negative experiences, perceived goal impediment and ad clutter (high volume of 

advertisements). Moreover, Cho and Cheon (2004) argue that ad avoidance consists of three 
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components. These are: cognition, affect and behaviour, also known as the CAB model. The 

cognitive component refers to a consumers’ personal belief about a certain object. The affective 

component can best be described as a consumers’ emotional reaction towards an object. Lastly, 

the behavioural component refers to the consumers’ action to avoid an object.   

According to Mangleburg and Bristol, 1998), nearly all advertising claims can be said to have 

some disbelief in them. This is mainly because consumers know that the main motive for the 

advertisements are to persuade or sell something to the consumer. Friestad and Wright (1994) 

explained in their Persuasion Knowledge Model (PKM) that consumers have over time come to 

understand that the tactics used by advertisers are there to persuade them and thus have become 

more skeptical of these tactics and will try to defend themselves against them.  

Furthermore, according to Simonson (2005), consumers may perceive personalized 

advertisements as an attempt to manipulate and persuade them. These people will have a 

negative perceived value of targeted advertising and as a result will have a higher ad avoidance. 

As such, we come up with the following hypothesis: 

Hypothesis 5: Consumers’ perceived value of targeted advertising has a negative relationship 

with ad avoidance. 

Attitude towards targeted advertising 

Targeted advertising has many definitions such as ‘’behavioural targeting’’, ‘’online behavioral 

advertising’’ and ‘’online profiling’’ (Bennett, 2011). Moreover, targeted advertising can be 

defined as ‘’a technology-driven advertising personalization method that enables advertisers to 

deliver highly relevant ad messages to individuals’’ (Ham and Nelson, 2016).  

According to Aaker, Kumar and Day (1995), attitudes are ‘’mental states used by individuals to 

structure the way they perceive their environment and guide the way they respond to it’’. 

Moreover, attitude towards advertising can be defined as a consumer’s ‘’learned predisposition 

to respond in a consistently favorable or unfavorable manner towards advertising in general’’ 

(MacKenzie and Lutz, 1989). Iacobucci and Chuchill (2010) also add that attitude towards 

advertising has a major impact on their behaviour. 
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Because of this, it is probable that advertising which lacks value is more likely to result in 

negative consumer attitude towards advertising (Ducoffe, 1996). The opposite also holds true, 

which is that if the advertising is perceived to have value, then it is more likely to result in 

positive consumer attitudes towards advertising.  

Moreover, considering Liu et al (2012) found in their study of m-marketing (mobile marketing) 

that there is a positive relationship between advertising value and attitutde towards advertising, 

we have come up with the following hypothesis. 

Hypothesis 6: Consumers’ perceived value of targeted advertising has a positive relationship 

with the attitude towards targeted advertising. 
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METHODOLOGY 

Procedure 

For the purpose of collecting data, an online survey was created on Google Forms. The survey 

was shared on social media websites like Facebook, LinkedIn and Instagram. Furthermore, the 

survey was also included in the Test Subject Pool System SONA from the University of Twente. 

People could participate in the survey from May to June.  

The main requirements for respondents in order to take the survey are that they are over the age 

of 18 and that they have a Facebook account. However, the audience that was being targeted 

consisted predominantly of students.  

Most users of Facebook are receiving only targeted advertisements. These targeted 

advertisements can be based on gender, interests or location, but can also be based on past search 

queries or visited websites.   The participants of the survey had to answer the survey statements 

based on their own perception of these Facebook advertisements. There were no specific 

advertisements shown in advance, but the participants had to answer the survey questions based 

on the advertisements they noticed while using Facebook. 

Measures 

In this study we have looked at six different constructs, these are: Infotainment, ad irritation, ad 

credibility. privacy concerns, perceived value of targeted advertising, ad avoidance and attitude 

towards targeted advertising. Respondents were asked to rate each of the given statements using 

a seven-point Likert scale (1 = strongly disagree and 7 = strongly agree).  

Firstly, infotainment was measured using a five-item scale derived from Ducoffe (1996). 

Secondly, ad irritation was measured using a two-item scale derived from Ducoffe (1996). Ad 

credibility was measured using a three-point scale derived from MacKenzie and Lutz (1989), 

Ducoffe (1996) and Alwitt and Prabhacker (1994). Furthermore, privacy concerns were 

measured using five-point scale derived from Dolnicar and Jordaan (2007). Moreover, 

advertising value was measured using a three-point scale derived from Ducoffe (1996). Ad 

avoidance was measured using a three-point scale derived from Cho and Cheon (2004) and 

Elliott and Speck (1998). Lastly, attitude towards targeted advertising was measured using a 

three-point scale derived from Alwitt and Prabhacker (1994).  
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All of the statements used in the survey were slightly adjusted in order to make them fit the 

context of the research. 

Participants 

In total we had 167 participants in our survey. 43% of the participants were male while the other 

57% were female. Out of all the participants only one was excluded due to her being under the 

age of 18. 

Furthermore, most of our participants stated that they use Facebook ‘’often’’ or ‘’always’’, 40% 

and 31%, respectively. Four of the participants were excluded from the survey based on the fact 

that they stated ‘’never’’ to use Facebook.

Our last question was used to screen out the people who did not know that Facebook was using 

targeted advertising. We found out that most people (96.4%) knew that Facebook used targeted 

advertising while only six participants stated that they did not know. These six were 

consequently removed from the study as well, due to the fact that we were only interested in 

participants  who are aware of Facebook’s targeted advertising.

Table 3 

‘’How often do you use 

Facebook?’’ 

Frequency Percent 

Never 4 2.4 

Occasionally 13 7.8 

Sometimes 30 18.1 

Often 67 40.4 

Always 52 31.3 

Table 4 

‘’Are you aware that 

Facebook uses targeted 

advertisements?’’ 

Frequency Percent 

Yes 160 96.4 

No 6 3.6 

Total 166 100.0 
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TABLE 5 

Summary of survey data

Construct                           Statements Mean SD Factor loading 

Infotainment 1. Facebook advertisements are entertaining 

2. Facebook advertisements are enjoyable 

3. Facebook advertisements are pleasing 

4. Facebook advertisements are a good source of information 

5. Facebook advertisements are a convenient source of 

product information 

3.09 

2.90 

2.95 

3.33 

3.73 

1.39 

1.52 

1.55 

1.70 

1.74 

0.86 

0.87 

0.91 

0.79 

0.76 

Ad irritation 1. Facebook advertisements are annoying 

2. Facebook advertisements are irritating 

5.54 

5.08 

1.40 

1.56 

0.93 

0.93 

Ad credibility 1. Facebook advertisements are convincing 

2. Facebook advertisements are believable 

3. Facebook advertisements are credible 

3.15 

3.34 

3.22 

1.36 

1.36 

1.33 

0.81 

0.93 

0.92 

Perceived value of 

targeted 

advertising 

1. Facebook advertisements are useful. 

2. Facebook advertisements are valuable 

3. Facebook advertisements are important 

3.61 

3.17 

2.85 

1.46 

1.45 

1.61 

0.91 

0.95 

0.84 

Privacy concerns 1. I am concerned about the misuse of my personal 

information 

2. I believe that personal information is often misused 

3. I fear that my personal information may not be safely 

stored 

4. I am uncomfortable when my personal information is 

shared without my permission 

5. I believe that companies share information without 

permission 

5.29 

 

5.65 

5.48 

 

5.90 

 

5.94 

1.72 

 

1.44 

1.60 

 

1.57 

 

1.38 

0.87 

 

0.86 

0.90 

 

0.80 

 

0.77 

Ad avoidance 1. I ignore all advertisements on Facebook 

2. I hate personalized advertisements on Facebook 

3. I would prefer if there were no personalized advertisements 

on Facebook 

5.21 

4.42 

4.81 

1.52 

1.78 

1.97 

0.72 

0.86 

0.88 

Attitude towards 

targeted 

advertising 

1. Facebook advertisements help me raise my standard of 

living 

2. Facebook advertisements help me buy the best brand for a 

given price 

3. Facebook advertisements help me find products that match 

my interests  

 

2.01 

 

2.62 

 

3.80 

 

 

1.34 

 

1.70 

 

1.79 

 

0.82 

 

0.81 

 

0.90 
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RESULTS 

First, we checked for internal consistency and reliability of the seven variables used in our study. 

In table 5, the mean, standard deviation and the factor loading of each research item can be 

found. Almost all of the items used in our study have a good factor loading with reliability that 

exceeds the required 0,60 threshold for structural equation modelling (Bagozzi and Yi, 1988).  

The calculated composite reliability as can be seen in table 6, shows values above 0.70 for all of 

the constructs, which is an indicator of acceptable reliability (Nunnally, 1978).  

Moreover, in table 6, one can see that the average variance extracted for all of the constructs 

shows values over 0,5 which is, according to Fornell and Larcker (1981), considered to be 

sufficient for confirming convergent validity.  

Furthermore, Cronbach’s α values were calculated for all items of each construct. Results 

showed that all of our constructs were considered to be reliable. All of the values exceeded 0.70, 

which is the minimum threshold for factor reliability (Fornell and Larcker, 1981).  

 

 

 

Table 6 Composite 

reliability 

AVE Cronbach’s alpha 

Infotainment 0.92 0.71 0.89 

Ad irritation 0.93 0.86 0.85 

Ad credibility 0.92 0.79 0.86 

Perceived value of targeted 

advertising 

0.93 0.81 0.88 

Privacy concerns 0.92 0.71 0.90 

Ad avoidance 0.86 0.68 0.76 

Attitude towards targeted 

advertising 

0.88 0.71 0.79 
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As can be seen in table 7, all of the constructs used are above the acceptable threshold of 0.50 

(Kaiser and Rice, 1974). Only the construct ‘’ad irritation’’ has a KMO coefficient of 0.50. 

However, this is due to the fact that ‘’ad irritation’’ only has two variables and according to 

Favero and Belfiore (2019, p. 390) ‘’… for only two original variables the KMO statistic will 

always be equal to 0.50’’, thus the KMO and Bartlett’s test will not provide reliable results.

  

Table 7 

KMO and Bartlett’s Test 
KMO Sampling Adequacy Significance 

Infotainment 0.78 <0.01 

Ad irritation 0.50 <0.01 

Ad credibility 0.68 <0.01 

Perceived value of targeted 

advertising 

0.68 <0.01 

Privacy concerns 0.86 <0.01 

Ad avoidance 0.64 <0.01 

Attitude towards targeted 

advertising 

0.66 <0.01 
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Hypothesis testing 

Results from our statistical analysis, as can be seen in figure 2, show us that the constructs 

infotainment (correlation coefficient = 0.75, p<0.01) and ‘’ad credibility’’ (correlation coefficient 

= 0.71, p<0.01) have a positive relationship with the perceived value of targeted advertising, 

thus supporting H1 and H3.  

Furthermore, ad irritation (correlation coefficient = -0.55, p<0.01) and ‘’privacy concerns 

(correlation coefficient = -0.26, p<0.01) have a negative relationship with the perceived value of 

targeted advertising, thus supporting H2 and H4. Moreover, we found a negative relationship to 

exist between perceived value of targeted advertising and ad avoidance (correlation coefficient = 

-0.57, p<0.01), which supports our H5. In addition, the construct perceived value of targeted 

advertising has a positive relationship with attitude towards targeted advertising (correlation 

coefficient = 0.77, p<0.01), providing support for our H6.  

Moreover, according to Henseler, Ringle and Sinkovics (2009), the R2 values of 0.75, 0.50 and 

0.25 can be described as ‘’substantial’’, ‘’moderate’’ and ‘’weak’’, respectively. Looking at 

figure 2, we can see that two constructs (value of targeted advertising and attitude towards 

targeted advertising) have a moderate explanatory value, while one construct (ad avoidance) has 

a weak explanatory value. More specifically, the constructs infotainment, ad irritation, ad 

credibility and privacy concern can explain 68% of the variance for perceived value of targeted 

advertising. Additionally, perceived value of targeted advertising can explain 32% of the 

variance of ad avoidance and 59% of the variance of attitude towards targeted advertising.  

Table 8 

Summary of hypothesis testing 

Correlation coefficient Results 

H1 Infotainment → Perceived ad value 0.75 (p<0.01) Supported 

H2 Ad irritation → Perceived ad value -0.55 (p<0.01) Supported 

H3 Ad credibility → Perceived ad value 0.71(p<0.01) Supported 

H4 Privacy concerns → Perceived ad value -0.26 (p<0.01) Supported 

H5 Perceived ad value → Ad avoidance -0.57 (p<0.01) Supported 

H6 Perceived ad value → Attitude towards 

targeted advertising 

0.77 (p<0.01) Supported 
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CONCLUSION AND DISCUSSION 

Relationships between the variables 

This study contributes to a better understanding of the variables that impact the perceived value 

of targeted advertising. We found that the consumer’s perception of advertising value can be 

influenced positively with credibility and infotainment of the advertisement.  This is in line with 

previous studies conducted by (Ducoffe, 1996; Goldsmith, Lafferty and Newell, 2000; Okazaki, 

2004; Wang and Sun, 2010; Aktan et al., 2016) According to Liu et al. (2012), when consumers 

believe that advertising is credible and trustworthy, then they are likely to have a favorable 

perception about the perceived value of advertising. According to Gefen (2000), without ad 

credibility, consumers would not want to continue their relationship with a company after a 

single transaction.  

Moreover, the construct infotainment seems to impact the perceived value of targeted advertising 

the most. This is because in a competitive market like the internet, the advertisements need to be 

interesting and catch the consumer’s eye (Liu et al. 2012. According to Cauberghe and De 

Pelsmacker (2010), entertainment establishes an emotional connection with consumers and thus 

is considered to be an important factor in effective advertising. 

Furthermore, we found that ad irritation has a negative relationship with the perceived value of 

targeted advertising. This is in line with prior research which showed that irritation negatively 

affects advertising value and attitude towards online advertising (Ducoffe, 1996 and Luo, 2002). 

Marketers can avoid irritation by making sure that the advertising is not annoying, insulting or 

offensive (Ducoffe, 1996).  

The construct privacy concerns is also found to have a negative relationship with the perceived 

value of targeted advertising. This can be traced back to past studies which show that it is 

important for consumers to have control over their own personal data and the collection of it 

(Boerman et al., 2017). However, like Zarouali et al. (2018) found in his study, the relationship 

between privacy concerns and perceived advertising value remains rather unclear. This can be 

seen by looking at the relatively low correlation coefficient of -0.23. 
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Moreover, we were also interested in finding the antecedent of ad avoidance. We found that 

consumers who have a low advertising value perception, have a higher ad avoidance. Advertisers 

should make their advertising more appealing by making the advertisements more informative 

and entertaining, because that leads to a higher perceived value of targeted advertising.  

Lastly, another objective of this research was to find the effect of perceived value of targeted 

advertising on the consumers’ attitudes towards Facebook’s targeted advertising. We found a 

positive relationship between advertising value and attitude towards targeted advertising. This 

means that consumers who perceive Facebook’s advertising value to be high, will also have a 

positive attitude towards targeted advertising. This is also in line with past literature (Ducoffe, 

1996); Petrovici and Marinov, 2007; Liu et al., 2012) 

Contributions of the study 

This research studied the antecedents affecting the perceived value of targeted advertising as 

well as the effect the perceived value of advertising has on ad avoidance and attitude towards 

targeted advertising. From a theoretical point of view, this study contributes to the knowledge on 

targeted advertising by looking at the factors which increase perceived advertising value (i.e., 

infotainment and ad credibility) as well as the factors which decrease the perceived advertising 

value (i.e., ad irritation and privacy concerns). Our study found that consumers who have a high 

perceived value of targeted advertising can make them less likely to avoid advertisements, 

further proving the importance of the perceived advertising value. 

Furthermore, our findings can be used by marketers and advertisers to help them create targeted 

advertisements which include a high degree of infotainment and credibility factors, while 

minimizing irritation and privacy concerns. Because consumers tend to view advertisements as a 

reference point when making a purchase (Xu, 2006), it is important that informative content of 

an advertisement is presented in an entertaining way in order to increase the consumer’s attitude 

towards the advertisement. Companies should not neglect the credibility of their message on 

their advertisements, because if the credibility is low, then consumers will not continue their 

relationship with the company beyond a single transaction (Gefen, 2000). Lastly, marketers 

should be aware of the factors which negative influence the consumer’s perception of the 

advertisement, such as irritation and privacy concerns, in order to decrease ad avoidance and 

increase positive attitudes towards targeted advertising. 
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LIMITATIONS 

Despite the interesting findings from this study, it is important to recognize the limitations. This 

study focused mostly on students, which means that the results can not necessarily be 

generalized with other groups.  

Moreover, we did not have a specific advertisement which we showed to all the participants in 

our survey, instead they had to answer the survey questions based on their own perception of the 

advertisements they see on Facebook. This is why it is important to note that the results are 

purely based on the perceptions of the participants that took the survey. 

FUTURE RESEARCH 

Future research can study the targeted advertising perceptions on other social media websites 

that make use of personalization, such as Instagram. Moreover, our study only looked at the 

perception of targeted advertising, but it could be interesting to look at how targeted advertising 

impacts the purchase behaviour. Also, future studies can focus on cross-cultural factors which 

may have an influence on the perception of advertising value.  
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APPENDIX 

 

Table 9 

  
 

Survey questions 

Screening questions 

1. Do you agree to participate in this survey? (Yes-no) 

2. Are you 18 years or older? (yes-no) 

3. What gender do you identify with? (male-female-prefer not to say) 

4. How often do you use Facebook? (always-often-sometimes-occasionally-never) 

5. Are you aware of the fact that Facebook provides targeted (personalized) advertisements? 

(yes-no) 

Infotainment (1 (strongly disagree-7 strongly agree) 

1. Facebook advertisements are entertaining 

2. Facebook advertisements are enjoyable 

3. Facebook advertisements are pleasing 

4. Facebook advertisements are a good source of information 

5. Facebook advertisements are a convenient source of product information 
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Ad irritation (1 (strongly disagree-7 strongly agree) 

1. Facebook advertisements are annoying 

2. Facebook advertisements are irritating 

 

Ad credibility (1 (strongly disagree-7 strongly agree) 

1. Facebook advertisements are credible 

2. Facebook advertisements are convincing 

3. Facebook advertisements are believable 

Perceived value of targeted advertising (1 (strongly disagree-7 strongly agree) 

1. Facebook advertisements help me find products that match my interests 

Privacy concerns (1 (strongly disagree-7 strongly agree) 

1. I am concerned about the misuse of my personal information 

2. I believe that personal information is often misused 

3. I fear that my personal information may not be safely stored 

4. I am uncomfortable when my personal information is shared without my permission 

5. I believe that companies share information without permission 

Ad avoidance (1 (strongly disagree-7 strongly agree) 

1. I ignore all advertisements on Facebook 

2. I hate personalized advertisements on Facebook 

3. I would prefer if there were no personalized advertisements on Facebook 

Attitude towards targeted advertising (1 (strongly disagree-7 strongly agree) 

1. I consider websites that are tracking my online behaviour to be invasive (R) 

2. I would stop using websites that use targeted advertising (R) 

3. I prefer to see advertisements that match my preferences 

4. I do not care if advertisers track and collect data about me 

 


