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ABSTRACT

With the disruption in Al-driven algorithms, social media ads have created personalized experiences
for consumers, Social media ads provide user-generated content on a real-time basis. However, too
much personalisation can lead to the formation of filter bubbles, advertising avoidance, intrusive
behaviour and privacy concerns. Drawn from the political marketing domain, the concept of filter
bubble has been applied to study consumer behaviour in the online fashion industry. The study
developed a conceptual framework by integrating Duocoffe Advertising model and Theory of
Planned

Behaviour to investigate the effect of informativeness, intrusion, privacy concern, relevance on
purchase intention mediated by perceived intention and moderated by generation. The study has
adopted an exploratory sequential mixed methodology, beginning with one-to-one interviews and
followed by a survey method. The participants included people from Gen X, Y, and Z who met the
inclusion criteria,

The thematic analysis was conducted using NVivo to examine the response of Gen X, Y and Z across
social media platforms. Five themes were developed that helped to strengthen the quantitative
findings. A structured questionnaire was distributed using purposive and snowball sampling. 451
respondents were selected for the final study. The data was analysed using factor analysis (SPSS) and
SEM (Smart PLS). The findings of the study show how clear, concise and informative ads lead to
purchase intention. The multi-group analysis (MGA) suggests that Gen X and the younger generation
respond differently to informative ads. The model highlights that intrusive ads affect purchase
intention negatively, suggesting a need to adopt native advertising and foster trust.

Perceived awareness fully mediates relevance and purchase intention. The integrated findings
suggest adopting autoencoders and surprise-driven recommender systems for an enhanced user
experience. While the partial mediation effect of privacy is supported by personalisation privacy
paradox and privacy calculus theory. The negative direct effect and positive indirect effect between
privacy and purchase intention suggest that consumers’ awareness of data collection practices foster
positive response. It encourages managers to adopt active layers of consent and adopt transparency.
The findings of the study provide valuable insights to managers, platform developers and policy
makers to offer an effective personalised strategy.

Future studies should be replicated to study platform-specific dynamics in different industries. The
addition of more variables can strengthen the explainability of the model. Lastly, it also suggests
employing other moderators (gender, income level, and education) as there was no significant
relationship found among generations.
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