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Abstract

In two studies, this paper examines how perceived personalization in advertise-

ments on social media affects brand engagement and ad avoidance. Using a

preregistered between‐subjects cross‐sectional survey (n = 794), we tested four

different moderated mediation models with perceived creepiness and perceived

relevance as competing mediating variables, and hedonic and eudaimonic well‐

being as moderating variables. Perceived relevance explains the positive effect of

perceived personalization on brand engagement and the negative effect on ad

avoidance. Moreover, perceived creepiness explains the negative effect of

perceived personalization on ad avoidance. Contrary to our hypotheses, we find

positive effects of perceived personalization via perceived creepiness on brand

engagement and ad avoidance. Then, a qualitative think‐aloud survey (n = 36)

shows that participants are accustomed to personalized advertisements and scroll

to avoid them unless there is relevant or useful content. Independent of their well‐

being, participants are not creeped out because of personalized advertising;

however, it does raise their privacy concerns. Finally, the findings of our two

studies indicate that advertisers and social media need to particularly consider

consumers' negative affective well‐being to effectively deliver personalized

advertisements due to the increase in creepiness and/or privacy concerns.
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1 | INTRODUCTION

Since social media have become major advertising platforms,

breaking through the content clutter and making a message stand

out is challenging for brands. To achieve this, marketing strategists

started using personalized advertising: 33% of UK and US marketers

declared spending more than half of their online marketing budget

on personalization efforts (Navarro, 2023). Globally, revenue from

these efforts is expected to grow 65% in the coming years, reaching

$11.6 billion by 2026 (Statista, 2023). Moreover, 91% of consumers

are more likely to buy from brands offering personalized recom-

mendations (Accenture, 2018).

While previous research shows both beneficial and detrimental

effects of personalization (see Boerman et al., 2017 for an overview),

personalized advertisements offer more value to consumers, leading

to more positive and less negative consumer responses (Lee et al.,

2022). The social networking site (SNS)‐post processing framework

(Wagner et al., 2017) suggests that the value these advertisements
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offer could increase the motivation to process the advertisement.

Consumers generally perceive personalized advertisements as more

personally relevant and less intrusive (De Keyzer, Dens, et al., 2022a).

On the other hand, the vast amounts of personal data collected to

provide consumers with these personalized advertisements raise

privacy concerns and creepiness (De Keyzer, van Noort, et al., 2022),

which potentially decrease the motivation to process a personalized

advertisement. Consumers are, thus, expected to interact with

personalized advertisements when they offer them benefits and to

avoid these advertisements when they do not (Elliot & Thrash, 2002;

Kelly et al., 2020). By studying both engagement and avoidance, we

aim to improve our understanding of personalization effects. These

insights can be used by advertisers to improve the effectiveness of

their advertising campaigns on social media.

The SNS‐post processing framework (Wagner et al., 2017)

suggests the impact of the receiver's characteristics in these

interactions. Considering the increasing attention devoted to the

relationship between consumers' well‐being (hereafter conceptualized

as hedonic and eudaimonic well‐being; Dodds et al., 2021) and social

media, an interesting and underdeveloped research avenue relates to

the moderating effects of well‐being. Hedonic well‐being encompasses

the emotional quality of an individual's everyday experience

(Kahneman & Deaton, 2010), whereas eudaimonic well‐being reflects

the degree to which individuals realize their human potential and live a

meaningful life (Dodds et al., 2021). Consumers' well‐being is known to

affect their ability to process information (Lang, 2017), and as such, it

likely also affects how consumers respond to personalized advertise-

ments on their social media feeds. Therefore, advertisers and platform

managers should consider well‐being when delivering advertising

messages to avoid, for example, creeping these consumers out.

Therefore, this research aims to fulfill two research gaps drawing on

the SNS‐post processing framework (Wagner et al., 2017) by (1) studying

the antecedents contributing to the effects of personalized advertising

on brand‐related outcomes and (2) exploring the boundary conditions of

the effect of personalized advertising by looking into the moderating role

of (hedonic and eudaimonic) well‐being. Using a preregistered between‐

subjects cross‐sectional survey, we examine the effects of personalized

advertising on ad avoidance and brand engagement via the mediating

effect of perceived relevance and perceived creepiness. Then, a follow‐

up study provides additional insight and nuance to such effects. Overall,

this study contributes to the understanding of personalization effects by

examining the boundary conditions of perceived personalization on

brand engagement and ad avoidance through the mediating roles of

perceived relevance and perceived creepiness.

2 | THEORETICAL FRAMEWORK

2.1 | Previous research on the role of perceived
personalization

Brands can use social media to personalize marketing communications

by tailoring their messages to recipients' characteristics, interests,

tastes, or online behavior (Boerman et al., 2017; De Keyzer et al.,

2015). Past research distinguishes actual personalization from per-

ceived personalization in predicting consumer responses. De

Keyzer, Dens, et al. (2022a) define actual personalization as

personalization that can be objectively assessed. For example, when

presented with a brand that social media users were previously

exposed to and showed interest in, the “brand interest” characteristic

is – objectively speaking – used to personalize the message. However,

this does not imply that the user also perceives this message as

personalized. This perception represents a subjective experience by

the user called perceived personalization (De Keyzer, Dens, et al.,

2022a). For some users, using a single characteristic might be sufficient

to elicit this perception. For others, using more idiosyncratic

characteristics or a combination of characteristics might be needed

to trigger this perception.

For personalization to affect consumer responses, the con-

sumer must perceive the message as personalized (Li, 2016). When

faced with a brand message, the consumer will assess the match

between the message and their own characteristics (Petty et al.,

2000). If a match is perceived, the perceived personalization will be

high (de Groot, 2022). Moreover, previous research found that

personalization can result in more favorable behavioral intentions

(e.g., De Keyzer, Dens, et al., 2022a) due to increased perceived

relevance (de Groot, 2022). However, previous research also found

adverse effects of personalization explained by perceptions of

creepiness (De Keyzer, van Noort, et al., 2022; Malheiros et al.,

2012) and intrusiveness (de Groot, 2022). Furthermore, based on

Kelly et al. (2020), both engagement and avoidance seem to be

driven by relevance, or lack thereof, as well as feelings of skepticism

toward the ad. In this line, research shows that respondents

question the origins of the data that is used in digital or social

media advertising (Kelly et al., 2020; De Keyzer, Dens, et al., 2022b),

indicating that the use of personal data can feel creepy (Segijn & van

Ooijen, 2022). Recent research on personalized advertising (e.g., De

Keyzer, Dens, et al., 2022a; De Keyzer, van Noort, et al., 2022)

adopted a dual process approach that studies both the positive and

negative antecedents of personalization effects.

2.2 | The SNS‐post processing framework

Wagner et al. (2017) designed a framework to understand how brand

post appeals (e.g., personalized advertisements) are processed within

SNSs. This framework identifies three components of processing,

namely antecedents, processing [decoding], and consequences:

antecedents affect processing, which, in turn, affects the conse-

quences. Figure 1 portrays how this framework was adopted in this

study to examine elements determining the effects of personalized

advertising.

Antecedents comprise users' needs, motivations, abilities, and

opportunities to process a message, along with the stimulus itself

(i.e., the personalized advertisement) (Wagner et al., 2017). As

indicated before, previous research on personalized advertising
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identifies perceived relevance (e.g., De Keyzer, Dens, et al.,

2022a) and perceived creepiness (De Keyzer, van Noort, et al.,

2022) as two mediating variables that contribute to our under-

standing of the effects of personalized advertising on brand‐

related outcomes. Therefore, this research considers these two

competing mediating variables as the motivational element

identified in the SNS‐post processing framework that influence

personalized ad processing (Wagner et al., 2017). Regarding the

ability to process (i.e., skill or proficiency in processing), another

antecedent of the processing of posts, Wagner et al. (2017) argue

that when the ability to process is high, the individuals will be able

to interpret the message (i.e., a personalized advertisement) fully

or properly. Conversely, when the ability to process is low,

message processing might be hindered or not occur at all (Wagner

et al., 2017). Given the abundant scholarly attention on social

media's influence on user's well‐being (e.g., Beyens et al., 2020;

Valkenburg et al., 2021, 2022), this study aims to understand how

well‐being, in turn, could play a role in the processing of

personalized advertising. Previous research has shown that, in

an educational context, well‐being can affect information proces-

sing (see Hawthorne et al., 2019 for a review).

The processing is the phase placed in between the ante-

cedents and the consequences. This internal and subjective

processing, as defined by Wagner et al. (2017), is a “black box.”

The processing will, in turn, lead to consequences or user

responses. More specifically, in the current study, we examine

the consequences of the processing in terms of the interaction the

user engages in or avoids. Previous research shows two main

consequences elicited by personalized advertising: brand engage-

ment (e.g., Walrave et al., 2018) and avoidance (e.g., Kim et al.,

2022). Users can choose to engage with an ad or avoid it

depending on whether the advertisement is perceived as pleasur-

able (e.g., entertainment, information) or boring, unreliable, or

disruptive (Kelly et al., 2020).

Brodie et al. (2011, p. 102) define brand engagement as “a

psychological state that occurs by virtue of interactive, co‐

creative customer experiences with a focal agent/object (e.g., a

brand).” Previous research shows that brand engagement has

substantial value for companies, directly impacting firm perform-

ance, behavioral intention, and word‐of‐mouth (de Oliveira

Santini et al., 2020). Brand engagement represents consumers'

investment of cognitive, emotional, and behavioral resources in

their brand interactions (Hollebeek et al., 2019, 2023). Although

brand engagement is a multidimensional concept, we focus on its

behavioral dimension since brand managers use it to assess the

effectiveness of their digital marketing campaigns and typically

focus on what is measurable through social media platforms, such

as click‐through rates, and the number of likes, comments,

and shares (Johnson & Hong, 2023). The other possible user

interaction, advertising avoidance, represents “any action that

reduces exposure, or the “turning off” to advertising” (Kelly et al.,

2020, p. 488). These actions can range from simply not looking at

the ad, having learnt to be “blind” to advertisements, or installing

software ad blockers (Kelly et al., 2020). It is a concept that has

received considerable scholarly attention in a digital context,

including social media. For instance, Facebook users have been

found to react negatively to advertisements as a result of, for

example, skepticism or irrelevance (e.g., Kelly et al., 2020). As

such, marketers need to understand what triggers this ad

avoidance and how to overcome it. One way to increase

engagement and decrease avoidance is through personalized

advertisements.

F IGURE 1 Adaptation of Wagner et al.'s (2017) SNS‐post processing framework. SNS, social networking site.
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2.3 | Motivation to process the ad: The mediating
role of perceived relevance

Numerous studies have established the effect of (perceived)

personalization on perceived relevance (e.g., de Groot, 2022; De

Keyzer, Dens, et al., 2022a), which is, according to consumers, a key

benefit of personalization (Segijn & van Ooijen, 2022). Perceived

relevance represents how consumers perceive the content displayed

as related to their needs and values (de Groot, 2022). Personalized

advertisements can contribute to this perception, strengthening the

likelihood that the consumer will be persuaded (de Groot, 2022).

This aligns with previous research on personalization effects (de

Groot, 2022; De Keyzer, Dens, et al., 2022a), which states that a

relevant message increases the motivation to process it. As such,

when faced with a persuasive message, consumers – in an effort to

cope with it – might attempt to relate the message to themselves and

thus self‐reference (Hawkins et al., 2008). Suppose a personalized

advertisement explicitly indicates they have “liked” content from the

brand. In that case, consumers can more easily connect the ad to

their existing schemata. In sum, when consumers perceive an

advertisement as personalized, the likelihood of perceiving it as

relevant increases due to a self‐referencing process. In turn, higher

motivation (due to perceived relevance) will increase the likelihood

that consumers will engage with the brand (i.e., interact with the

advertisement). Therefore, we expect:

H1. The positive effect of perceived personalization on

brand engagement is mediated by perceived relevance, such

that perceived personalization increases perceived relevance,

which, in turn, increases (a) click intention, (b) like intention, (c)

comment intention, and (d) share intention.

Next, and aligned with the SNS‐post processing framework

(Wagner et al., 2017), reactance represents a motivational state

driving behavior. Consumers have been found to experience

personalization reactance (White et al., 2008), which can lead them

to behave opposite to what is intended by the personalized

advertisement (i.e., avoid it) as a way to restore their freedom since

they prefer not to be manipulated (Miron & Brehm, 2006). For

example, consumers receiving a personalized advertisement can

identify the personalization effort, and as a result, they might want to

avoid the advertisement because they perceive that the ad might

intend to sell them a product. Given the potential detrimental effects

of consumers avoiding advertisements, marketers must understand

how to overcome this backlash. Kelly et al. (2020) show that the lack

of (perceived) relevance strongly triggers consumers to avoid

advertising. Therefore, if personalized advertisement is perceived as

relevant, consumers' motivational state might become less negative,

and the intention to avoid the advertisement might decrease.

Therefore, we expect:

H2. The positive effect of perceived personalization on ad

avoidance is mediated by perceived relevance, such that

perceived personalization increases perceived relevance,

which, in turn, decreases ad avoidance.

2.4 | Motivation to process the ad: The mediating
role of creepiness

While prior research studied perceived invasiveness (Niu et al.,

2021) and perceived intrusiveness (Pfiffelmann et al., 2020),

explaining consumers' responses to personalized advertisements,

Segijn and van Ooijen (2022) indicate that consumers mention

creepiness as a relevant driver. Perceived creepiness can be

defined as the “anxiety aroused by the ambiguity of whether there

is something to fear or not, and/or by the ambiguity of the precise

nature of the threat that might be present” (McAndrew & Koehnke,

2016, p. 10). Underlying this definition is the uncertainty of a

potential threat. This concept is transferable to personalized

advertisements since, especially in social media, advertisements

use a wide variety of personal information. For some personal

data, users might not be aware (of how) it is collected (e.g.,

Malheiros et al., 2012) and how this data is subsequently used in

algorithms to personalize advertisements (Segijn & van Ooijen,

2022). This unawareness might create discomfort, uncertainty,

and, thus, creepiness when faced with a personalized advertise-

ment (Malheiros et al., 2012). It can be expected that consumers

are motivated to react toward personalized advertisements in the

opposite direction of the intended behavior and respond nega-

tively toward it (De Keyzer, van Noort, et al., 2022). In our study,

this might mean not engaging with the advertisement and avoiding

it altogether. Therefore, we expect the following:

H3. The positive effect of perceived personalization on

brand engagement is mediated by perceived creepiness, such

that perceived personalization increases perceived

creepiness, which, in turn, decreases (a) click intention, (b)

like intention, (c) comment intention, and (d) share intention.

H4. The positive effect of perceived personalization on ad

avoidance is mediated by perceived creepiness, such that

perceived personalization increases perceived creepiness,

which, in turn, increases ad avoidance.

2.5 | Ability to process the ad: The influence of
hedonic and eudaimonic well‐being

Well‐being is multifaceted and often conceptualized as hedonic and

eudaimonic well‐being (Dodds et al., 2021; Ryan & Deci, 2001).

Hedonic well‐being relates to happiness and encompasses the

emotional quality of an individual's everyday experience (Kahneman

& Deaton, 2010) and is composed of both a cognitive component

linked to an evaluation in terms of life satisfaction and an affective

component characterized by the prevalence of positive rather than

4 | DE KEYZER ET AL.
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negative emotions. Eudaimonic well‐being represents the degree to

which a person fully functions (Ryan & Deci, 2001), can realize

their human potential, and lives meaningfully (Dodds et al., 2021).

Well‐being, both eudaimonic and hedonic, have been proven to be

interconnected with social media use (Beyens et al., 2020).

Furthermore, well‐being influences cognitive processing, for

instance, in the context of learning (Hawthorne et al., 2019).

Although well‐being has not yet been studied as a moderating

variable of advertising processing, previous research shows that

consumers' psychological status, such as mood (Batra & Stayman,

1990), affects how advertising messages are processed. Therefore,

we will focus on psychological characteristics, specifically well‐

being, as a boundary condition affecting how personalized

advertising is perceived.

2.5.1 | The moderating role of hedonic well‐being

Previous research has established relationships between the two

components of hedonic well‐being and the processing of advertising

messages. For instance, extensive research has focused on how

mood (positive and negative) affects advertising processing (e.g.,

Batra & Stayman, 1990), with mood (positive and negative) being

related to the affective component of hedonic well‐being. Mood

represents mild, pervasive, and generalized affective states rather

than intense emotions (Batra & Stayman, 1990), while affective well‐

being is linked to deeper mental states characterized by positive and

negative emotions, such as happiness and anxiety. Given the lack of

research linking advertising processing and affective well‐being,

previous research on mood will guide the derivation of hypotheses.

Besides, life satisfaction, the cognitive component of hedonic well‐

being, explains why people are influenced by nostalgic advertising (Ju

et al., 2017).

Lang (2017) proposes that individuals only have a limited

capacity to process information: when an individual does not have

the capacity to process information, the message cannot be

thoroughly encoded, stored and/or retrieved. Information processing

is, therefore, dependent on the available resources to encode, store,

or retrieve the message.

The affective component of hedonic well‐being has often been

conceptualized as mood. For example, previous research showed that

a positive mood enhances relational elaboration (i.e., relating

information presented to nonpresented information), which consum-

ers use to link pieces of information or focus on the theme shared in

the ad (e.g., Lee & Sternthal, 1999; Zhu & Meyers‐Levy, 2007).

According to Lang (2017), a positive mood increases the available

resources through which an individual can engage in a more thorough

processing of the message. As such, positive well‐being (of which

mood is part) can affect the consumer's ability to process the

message. Since personalized advertisements are intended to show-

case relevance, extensive processing can result in heightened levels

of relevance through self‐reference (Hawkins et al., 2008). At the

same time, extensive processing might also induce questions about

the origins of personal information, which, in turn, might trigger

feelings of creepiness.

H5. Positive affective well‐being will moderate the

mediated relationships between personalized advertising on

social media and (a) click intention, (b) like intention, (c)

comment intention, (d) share intention, and (e) ad avoidance.

Moreover, prior research on mood and information proces-

sing shows that a negative mood facilitates item‐specific

elaboration because of limited available resources and focus on

specific items in the personalized ad (Mohanty & Suar, 2014; Zhu

& Meyers‐Levy, 2007). Under these circumstances, an individual

does not have the ability to thoroughly process a message and will

focus on specific elements, such as personalization cues, which

can, in turn, trigger perceptions of relevance and/or creepiness.

For example, when consumers with negative affective well‐being

realize that an ad was shown to them because they were

previously exposed to a reel from the advertised brands, this

might elicit creepiness because they feel they are being watched.

On the other hand, it might trigger feelings of relevance because

it is salient that they are interested in the brands' content.

Therefore, we hypothesize that:

H6. Negative affective well‐being will moderate the

mediated relationships between personalized advertising on

social media and (a) click intention, (b) like intention, (c)

comment intention, (d) share intention, and (e) ad avoidance.

The cognitive component of hedonic well‐being, life satisfac-

tion, has received less attention. It represents “a global assessment

of a person's quality of life according to his chosen criteria” (Shin &

Johnson, 1978, p. 478), which represents a judgment of how

satisfied someone is with their current life when comparing a

person's own standards (Diener et al., 1985). Based on the above

reasoning, we expect an individual satisfied with their life to have

plenty (or at least sufficient) resources available to process a

message. Under that circumstance, Lang (2017) predicts that the

individual will thoroughly process the message. At the same time,

individuals unsatisfied with their lives might be cognitively

preoccupied and, therefore, do not have sufficient cognitive

resources to elaborately process a message.

When relating this to the context of personalized advertising, it

may be expected that when satisfied with life, it might be easier to

relate the information presented to one's self and see how the

product could be relevant. At the same time, this information can also

be related to one's previous behavior on the platform, indicating that

the platform or the advertiser has access to personal information.

When less satisfied with life, it might be easier to focus on one

specific aspect of the advertisement or to use heuristic cues rather

than to engage in thorough processing because of limited available

resources. This one specific element could indicate that it is highly

relevant or that it is highly creepy. Therefore, we expect that:

DE KEYZER ET AL. | 5
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H7. Life satisfaction will moderate the mediated

relationships between personalized advertising on social

media and (a) click intention, (b) like intention, (c) comment

intention, (d) share intention, and (e) ad avoidance.

2.5.2 | The (potential) moderating role of
eudaimonic well‐being

Given the connection between mood, affective well‐being, and

consumer responses to advertising established in previous

research, affective well‐being is a relevant boundary condition

requiring further examination. However, as mentioned, well‐

being is typically divided into two sub‐concepts: hedonic well‐

being, composed of affective well‐being and life satisfaction, and

eudaimonic well‐being. According to Ryff (1989), eudaimonia is

focused on meaning and self‐realization. It focuses on the idea of

human development and positive psychological functioning,

which can be achieved by finding personal meaning and self‐

reflecting on one's life (Lengieza et al., 2019). Moreover, the

eudaimonic conception of well‐being calls upon people to live

following their true selves: “having a purpose and meaning in life,

positive self‐regard, autonomy, positive relationships with other

people, and feelings of continued growth and development”

(Dodds et al., 2021, p. 357). Research on consumer behavior

shows that self‐realization can be obtained by pleasing one's self

by purchasing consumer goods (e.g., Razmus et al., 2022). Unlike

the constructs related to hedonic well‐being, eudaimonic well‐

being has not yet been studied as a variable related to

information processing.

To hypothesize, we again build upon the reasoning of Lang

(2017). When not living to their true selves, consumers might only

use part of their cognitive capacity to improve their eudaimonic

well‐being. As such, they might not engage in thorough proces-

sing of personalized advertising. Due to a lack of previous

research on the topic, it is unclear what exactly to expect.

However, given the importance attributed to self‐realization and

the true self in conceptualizing eudaimonic well‐being, one could

expect that feelings of relevance can be elicited when seeing

personalized advertisements. Besides, the presented information

could be related to one's goals and perceived as relevant;

likewise, they can be perceived as related to one's goals and

perceived as creepy.

In such research scarcity related to the moderating role of self‐

realization, we are interested in exploring a possible link between the

eudaimonic well‐being dimension and brand‐related outcomes.

RQ1. To what extent does eudaimonic well‐being moderate the

mediated relationships between personalized advertising on

social media and (a) click intention, (b) like intention, (c)

comment intention, (d) share intention, and (e) ad avoidance?

Two data collections ensured the testing of the conceptual

framework. Figure 2 presents our conceptual model. Study 1 was

run as a pre‐registered cross‐sectional between‐subjects survey

distributed to an online panel. Following up, we used the think‐

aloud method (Payne, 1994) to gain insight into the processing

mechanism studied in the first study.

3 | STUDY: A PREREGISTERED BETWEEN‐
SUBJECTS CROSS‐SECTIONAL SURVEY

Considering our focus on the effect of perceived (instead of actual)

personalization, our design involves exhibiting a mock branded social

media post with different personalization cues for a focal consumer

product category.

F IGURE 2 Conceptual framework.

6 | DE KEYZER ET AL.
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3.1 | Methods

3.1.1 | Pretests

First, we conducted a pretest to design our visual stimuli with

Dutch and Flemish social media users (n = 29; Mage = 26.41,

SDage = 3.68; 72.4% female) to select the focal product category.

For seven different product types (i.e., clothing, smartphones,

beauty products, personal care products, bicycles, bars, and

headphones), we measured individual's level of product category

involvement (De Keyzer et al., 2017), satisfaction with product‐

category‐satisfaction with product‐category‐related life (Grunert

et al., 2007), and attitude toward the product category (Baecke &

Van den Poel, 2011). Based on these pretest results, we selected

bicycles as the focal product category for the main study as

respondents were at least moderately involved (Minvol = 4.40,

SDinvol = 1.68) and satisfied with them, and their product‐category

attitude (Matt = 4.16, SDatt = 1.15) was also close to the 7‐point

scale's midpoint. We used a real bicycle brand (i.e., Pure Cycles),

which was never available in The Netherlands or Flanders,

assuring external validity and avoiding potential effects of prior

brand attitudes and experiences. Stimulus material is available

online in Supporting Information: Appendix A.

To induce variance in perceived personalization, we developed

four mock branded Instagram‐style social media posts, where

three exhibited personalized cues. Respondents were shown either

a nonpersonalized ad (Supporting Information: Appendix A, Figure

A, panel a) or cue‐based‐personalized ad (i.e., “because you follow

[brand],” “because you liked a post from [brand],” “because you

watched a reel from [brand]”; Supporting Information: Appendix A,

Figure A, panels b–d).

3.1.2 | Participants, procedure, and measures

The survey was delivered in January 2023 to an online consumer

panel sample of Dutch‐speaking adults, all Instagram users from

The Netherlands and Belgium (Flanders). A priori power analysis

found that a minimum sample size of 760 was needed to detect a

small‐sized effect of 0.02 at the standard 0.05 α error probability

and a 0.80 of power. We initially collected 801 responses. After

removing seven participants with durations higher than +2 SD

from the mean, 794 cases remained in the final sample (Mage =

30.28, SDage = 7.62, 18–54 years old; 61.3% female), as presented

in Table 1.

After a welcome screen asking for informed consent,

respondents stated their birth year and the social media plat-

forms they use weekly. Next, they read that they were about to

see an Instagram feed advertisement and were requested to look

at the advertisement as they would in real life. Then, they were

randomly exposed for at least 5 s to one of the four Instagram‐

like static mock posts. Respondents then answered the depen-

dent variables (in random order), followed by the mediating

(random order), moderating (random order), and independent

variables.

As behavioral measures of ad engagement, we used three

items related to users' intention to like/share/comment on social

media posts and a click intention indicator adapted from Buzeta

et al. (2023). We measured both ad avoidance and perceived

relevance using three items each from De Keyzer, Dens, et al.

(2022a). To measure perceived creepiness, we used three items

from De Keyzer, van Noort, et al. (2022). Positive and negative

well‐being were measured using 10 items from the State‐Trait

Depression Scales (Krohne et al., 2002), life satisfaction utilizing

four items adapted from Diener et al. (1985), and self‐realization

via six items from Choi et al. (2014) and Kim et al. (2015). As the

independent variable, we measured perceived personalization

using five items from De Keyzer, Dens, et al. (2022a). We finally

gauged statistical controls and additional demographics (gender,

education level, and country of residence). All variables were

measured using 7‐point Likert‐type scales or bipolar semantic

differentials. Table 2 contains all measurement items, origins,

descriptives, and Cronbach's α estimates.

The questionnaire and stimuli were developed in English and

translated to Dutch using a collaborative and iterative translation

procedure (Douglas & Craig, 2007) to ensure the meaning

equivalence of the translations, with parallel translations gener-

ated by AI as input evaluated by two bilingual researchers.

3.1.3 | Data analysis

We employed partial least squares structural equation modeling

(PLS‐SEM) to test three models with specific moderating

TABLE 1 Sample characteristics.

Construct Items Descriptives

Age What year were

you born?

M = 30.28

(SD = 7.62)

Gender With which gender do you identify?

• Male

• Female
• Nonbinary
• Prefer not to say

• 36.9%

• 61.3%
• 1.1%
• 0.6%

Educational level Which is your highest obtained educational level?

• Primary school
• High school

• Professional bachelor
• Academic bachelor
• Master
• Ph.D.
• Other

• 2.6%
• 35.4%

• 27.8%
• 18.0%
• 12.5%
• 1.3%
• 2.4%

Country In which country do you currently live?

• The Netherlands
• Belgium

• 62.6%
• 37.4%

DE KEYZER ET AL. | 7
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TABLE 2 Measurement items.

Construct Items Descriptives

Social media use Which of the following social media platforms do you regularly use (at least once a week)?

• Facebook
• Instagram

• YouTube
• Reddit
• Pinterest
• Snapchat
• TripAdvisor

• Twitter
• TikTok
• WhatsApp
• Other

• 76.8%
• 100.0%

• 74.8%
• 11.1%
• 36.5%
• 48.7%
• 4.3%

• 20.4%
• 44.2%
• 89.3%
• 1.4%

Click intention
Buzeta et al. (2023)

• I would click the advertisement to obtain
more information.

M = 3.02 (SD = 1.76)

Like intention

Buzeta et al. (2023)

• I would like this Instagram advertisement. M = 2.80 (SD = 1.72)

Share intention
Buzeta et al. (2023)

• I would share this Instagram
advertisement.

M = 2.42 (SD = 1.58)

Commenting intention
Buzeta et al. (2023)

• I would comment on this Instagram
advertisement.

M = 2.53 (SD = 1.65)

Ad avoidance
(De Keyzer, Dens, et al.,

2022a)

• I want to resist the advertisement
• I want to dismiss the content of the

advertisement
• I want to avoid this kind of advertisement

M = 3.61 (SD = 1.44)

Perceived relevance

(De Keyzer, Dens, et al.,
2022a)

For me, this Instagram advertisement by Pure

Cycles is
• not important – important
• not relevant – relevant
• meaningless – meaningful

M = 3.55 (SD = 1.73)

Perceived creepiness
(De Keyzer, van Noort,

et al., 2022)

To what extent do you think the
advertisement by Purecycles was

• creepy
• disturbing

• worrying

M = 2.58 (SD = 1.34)

Positive affective well‐being
(Krohne et al., 2002)

When considering your life in general, to what
extent do the following emotions apply to
you?

• I am happy

• I am whole
• I am safe
• I am peaceful
• I enjoy life

M = 4.99 (SD = 1.12)

Negative affective
well‐being

(Krohne et al., 2002)

When considering your life in general, to what
extent do the following emotions apply to
you?

• I am gloomy

• I am depressed
• I am sad
• I am hopeless
• I am low

M = 3.07 (SD = 1.38)

Life satisfaction
(Diener et al., 1985)

• The conditions of my life are excellent
• I am satisfied with my life
• So far, I have gotten the important things I

want in life
• If I could live my life over, I would change

almost nothing

M = 4.50 (SD = 1.24)
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variables (i.e., Model 1: positive and negative affective

well‐being; Model 2: life satisfaction; Model 3: self‐realization)

using SmartPLS 4.0.9.5 (Ringle et al., 2022). PLS‐SEM

analyzes causal chains and complex nomological networks

involving many intervening variables, such as moderation and

mediation elements (Hair et al., 2022). The state‐of‐the‐art PLS‐

SEM modeling uses 10,000 subsamples for a percentile bootstrap

procedure, path weighting, a maximum of 3000 iterations,

and a stop criterion of 10−7 in their algorithm settings (Hair

et al., 2022).

3.2 | RESULTS

The preliminary checks and PLS‐SEM model assessments are

available online in Supporting Information: Appendix B.

TABLE 2 (Continued)

Construct Items Descriptives

Self‐realization
(Choi et al., 2014; Kim

et al., 2015).

• My life has meaning and purpose
• I feel confident and good about myself
• I like my living situation very much

• When I really want to do something, I
usually find a way to do it

• I have an easy time adjusting to change

M = 4.89 (SD = 1.14)

Perceived personalization

(De Keyzer, Dens, et al.,
2022a)

• This ad is tailored to my situation

• I believe this ad is customized to my needs
• This ad was targeted at me as a unique

individual
• I believe this ad is customized to my

characteristics

• This ad was personalized according to my
profile

M = 3.15 (SD = 1.43)

TABLE 3 Specific indirect effects.

Path
Model 1 Model 2 Model 3

Significantβ p β p β p

H1 PercPerso ‐> PercRelev ‐>
Click Intention

0.26 <0.001 0.27 <0.001 0.27 <0.001 Yes

PercPerso ‐> PercRelev ‐>
Like Intention

0.23 <0.001 0.23 <0.001 0.23 <0.001 Yes

PercPerso ‐> PercRelev ‐>
Comment Intention

0.19 <0.001 0.20 <0.001 0.20 <0.001 Yes

PercPerso ‐> PercRelev ‐>
Share Intention

0.20 <0.001 0.20 <0.001 0.20 <0.001 Yes

H2 PercPerso ‐> PercRelev ‐>
Ad Avoidance

−0.12 <0.001 −0.13 <0.001 −0.13 <0.001 Yes

H3 PercPerso ‐> PercCreep ‐>
Click Intention

0.02 0.034 0.03 0.027 0.03 0.028 Yes

PercPerso ‐> PercCreep ‐>
Like Intention

0.07 <0.001 0.08 <0.001 0.08 <0.001 Yes

PercPerso ‐> PercCreep ‐>
Comment Intention

0.12 <0.001 0.14 <0.001 0.15 <0.001 Yes

PercPerso ‐> PercCreep ‐>
Share Intention

0.12 <0.001 0.14 <0.001 0.14 <0.001 Yes

H4 PercPerso ‐> PercCreep ‐>
Ad Avoidance

0.17 <0.001 0.20 <0.001 0.20 <0.001 Yes

Note: We do not report the specific indirect effects stemming from the moderator and control variables, for parsimony. The specific moderated indirect
effects are separately reported in Tables 4–6.

Abbreviations: PercCreep, perceived creepiness; PercPerso, perceived personalization; PercRelev, perceived relevance.
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3.2.1 | Structural model estimation results

Since all our hypotheses and research questions relate to

mediation effects, Tables 3–6 focus on presenting specific

indirect effect results. Table 3 shows that, concerning H1 and

H2, perceived personalization has a significant positive indirect

effect via perceived relevance on click intention (Model 1:

β = 0.26; Models 2 and 3: β = 0.27; all p's < 0.001), like intention

(Models 1–3: β = 0.23; all p's < 0.001), comment intention (Model

1: β = 0.19; Models 2 and 3: β = 0.20; all p's < 0.001), and share

intention (Models 1–3: β = 0.20; all p's < 0.001), along with a

significant negative indirect effect via perceived relevance on ad

avoidance (Model 1: β = −0.12; Models 2 and 3: β = −0.13; all

p's < 0.001). H1 and H2 are thus confirmed. Next, related to H3

and H4, perceived personalization has a significant positive

indirect effect via perceived creepiness on click intention (Model

1: β = 0.02; p = 0.034; Model 2: β = 0.03; p = 0.027; Model 3:

β = 0.03; p = 0.028), like intention (Model 1: β = 0.07; Models 2

and 3: β = 0.08; all p's < 0.001), comment intention (Model 1:

β = 0.12; Model 2: β = 0.14; Model 3: β = 0.15; all p's < 0.001), and

share intention (Model 1: β = 0.12; Models 2 and 3: β = 0.14; all

p's < 0.001), along with a significant positive indirect effect via

perceived creepiness on ad avoidance (Model 1: β = 0.17; Models

2 and 3: β = 0.20; all p's < 0.001). Since the effects on brand

engagement oppose their expected direction, H3 is not sup-

ported, whereas H4 is confirmed.

Regarding H5, Table 4 shows that positive well‐being

does not moderate the mediated effects of perceived personal-

ization either via perceived relevance or perceived creepiness

on any of the brand engagement or ad avoidance variables.

H5 is thus rejected. Concerning H6, while negative affective well‐

being does not moderate the indirect effects via perceived

relevance on any of the brand engagement or ad avoidance

variables, it does moderate the indirect effect via perceived

creepiness on click (β = 0.02; p = 0.020), like (β = 0.05; p < 0.001),

comment (β = 0.08; p < 0.001), and share intention (β = 0.08;

p < 0.001), along with ad avoidance (β = 0.12; p < 0.001). Thus,

H6 is partially confirmed.

Regarding H7, as exhibited in Table 5, life satisfaction does not

moderate the indirect effect of perceived personalization via

TABLE 4 Specific moderated indirect effects, Model 1 (moderator: affective well‐being).

Path
Model 1
β p Significant

H5 Positive well‐being × PercPerso ‐> PercRelev ‐> Click Intention 0.00 0.227 No

Positive well‐being × PercPerso ‐> PercRelev ‐> Like Intention 0.01 0.157 No

Positive well‐being × PercPerso ‐> PercRelev ‐> Comment Intention 0.02 0.139 No

Positive well‐being × PercPerso ‐> PercRelev ‐> Share Intention 0.02 0.137 No

Positive well‐being × PercPerso ‐> PercRelev ‐> Ad Avoidance 0.03 0.135 No

Positive well‐being × PercPerso ‐> PercCreep ‐> Click Intention 0.04 0.086 No

Positive well‐being × PercPerso ‐> PercCreep ‐> Like Intention 0.03 0.088 No

Positive well‐being × PercPerso ‐> PercCreep ‐> Comment Intention 0.03 0.089 No

Positive well‐being × PercPerso ‐> PercCreep ‐> Share Intention 0.03 0.090 No

Positive well‐being × PercPerso ‐> PercCreep ‐> Ad Avoidance −0.02 0.105 No

H6 Negative well‐being × PercPerso ‐> PercRelev ‐> Click Intention 0.03 0.137 No

Negative well‐being × PercPerso ‐> PercRelev ‐> Like Intention 0.02 0.140 No

Negative well‐being × PercPerso ‐> PercRelev ‐> Comment Intention 0.02 0.141 No

Negative well‐being × PercPerso ‐> PercRelev ‐> Share Intention 0.02 0.142 No

Negative well‐being × PercPerso ‐> PercRelev ‐> Ad Avoidance −0.01 0.167 No

Negative well‐being × PercPerso ‐> PercCreep ‐> Click Intention 0.02 0.020 Yes

Negative well‐being × PercPerso ‐> PercCreep ‐> Like Intention 0.05 <0.001 Yes

Negative well‐being × PercPerso ‐> PercCreep ‐> Comment Intention 0.08 <0.001 Yes

Negative well‐being × PercPerso ‐> PercCreep ‐> Share Intention 0.08 <0.001 Yes

Negative well‐being × PercPerso ‐> PercCreep ‐> Ad Avoidance 0.12 <0.001 Yes

Note: We do not report the specific indirect effects stemming from the moderator and control variables, for parsimony. The specific indirect effects are
reported in Table 3.

Abbreviations: PercCreep, perceived creepiness; PercPerso, perceived personalization; PercRelev, perceived relevance.
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perceived relevance or perceived creepiness on any brand

engagement or ad avoidance variables. H7 is thus rejected.

Finally, concerning RQ1, and as presented inTable 6, our findings

indicate that self‐realization does not moderate the indirect effect of

perceived personalization via perceived relevance or perceived

creepiness on any brand engagement or ad avoidance variables.

Finally, the related direct effect estimates can be found in online

Supporting Information: Appendix C.

TABLE 5 Specific moderated indirect effects, Model 2 (moderator: life satisfaction).

Path
Model 2
β p Significant

H7 Life Satisfaction × PercPerso ‐> PercRelev ‐> Click Intention 0.04 0.083 No

Life Satisfaction × PercPerso ‐> PercRelev ‐> Like Intention 0.04 0.085 No

Life Satisfaction × PercPerso ‐> PercRelev ‐> Comment Intention 0.03 0.086 No

Life Satisfaction × PercPerso ‐> PercRelev ‐> Share Intention 0.03 0.085 No

Life Satisfaction × PercPerso ‐> PercRelev ‐> Ad Avoidance −0.02 0.093 No

Life Satisfaction × PercPerso ‐> PercCreep ‐> Click Intention 0.00 0.776 No

Life Satisfaction × PercPerso ‐> PercCreep ‐> Like Intention 0.00 0.757 No

Life Satisfaction × PercPerso ‐> PercCreep ‐> Comment Intention 0.00 0.751 No

Life Satisfaction × PercPerso ‐> PercCreep ‐> Share Intention 0.00 0.751 No

Life Satisfaction × PercPerso ‐> PercCreep ‐> Ad Avoidance 0.01 0.751 No

Note: We do not report the specific indirect effects stemming from the moderator and control variables, for parsimony. The specific indirect effects are
reported in Table 3.

Abbreviations: PercCreep, perceived creepiness; PercPerso, perceived personalization; PercRelev, perceived relevance.

TABLE 6 Specific moderated indirect effects, Model 3 (moderator: self‐realization).

Path
Model 3
β p Significant

RQ1 Self‐realization × PercPerso ‐> PercRelev ‐> Click Intention 0.03 0.426 No

Self‐realization × PercPerso ‐> PercRelev ‐> Like Intention 0.03 0.366 No

Self‐realization × PercPerso ‐> PercRelev ‐> Comment Intention 0.02 0.366 No

Self‐realization × PercPerso ‐> PercRelev ‐> Share Intention 0.02 0.367 No

Self‐realization × PercPerso ‐> PercRelev ‐> Ad Avoidance −0.01 0.370 No

Self‐realization × PercPerso ‐> PercCreep ‐> Click Intention 0.00 0.168 No

Self‐realization × PercPerso ‐> PercCreep ‐> Like Intention −0.01 0.170 No

Self‐realization × PercPerso ‐> PercCreep ‐> Comment Intention −0.01 0.172 No

Self‐realization × PercPerso ‐> PercCreep ‐> Share Intention −0.01 0.172 No

Self‐realization × PercPerso ‐> PercCreep ‐> Ad Avoidance −0.02 0.184 No

Note: We do not report the specific indirect effects stemming from the moderator and control variables, for parsimony. The specific indirect effects are
reported in Table 3.

Abbreviations: PercCreep, perceived creepiness; PercPerso, perceived personalization; PercRelev, perceived relevance.

4 | FOLLOW‐UP STUDY: THINK ALOUD

The results from the first study open avenues for further investiga-

tion regarding the mechanism explaining the effects of personalized

advertising depending on an individual's well‐being. Specifically, we

wanted to understand the perceptions of creepiness and relevance,

and the role played by well‐being. Therefore, we ran a think‐aloud

study to gather an in‐depth understanding of the relationships

DE KEYZER ET AL. | 11
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between these variables. This method allows for a deeper under-

standing of the different antecedents using an introspective method.

4.1 | METHODS

A think‐aloud survey (Payne, 1994) was developed in December

2023 and directed to an online consumer panel sample of Dutch‐

speaking adults, all Instagram users from the Netherlands and

Belgium (Flanders). Participants (n = 36, Mage = 32.33, SDage =

11.51; 38.9% female) were asked to tell out loud what feelings

and thoughts came to mind while watching the same stimuli from

the previous study. Participants consented to record their speech.

First, participants saw one of the stimuli and were asked to freely

talk about their perceptions of the personalized nature of the ad.

Next, they were randomly probed about their perceptions of

relevance and creepiness and their likelihood to engage with or

avoid (in random order) the advertisement. Finally, participants

were randomly presented with two out of four possible well‐being

scenarios that described an individual with different well‐being.

Participants were asked to talk about the advertisement from this

person's perspective, again, in terms of relevance, creepiness,

engagement, and avoidance. After seeing and commenting on the

stimuli, participants were requested to answer the same well‐

being measures used in the previous study (MPosWell = 5.24,

SDPosWell = 1.06; MNegWell = 2.62, SDNegWell = 1.22; MLifeSat = 4.99,

SDLifeSat = 1.11; MSelfReal = 5.35, SDSelfReal = 0.94; all α's > 0.70),

followed by the demographics.

The voice recording transcripts were analyzed using theoretical

thematic analysis (see Braun & Clarke, 2006). After this process, all

authors reviewed the preliminary set of themes, leading to a

definitive set of themes reported.

4.2 | RESULTS

4.2.1 | Perceptions and behaviors related to
personalized ads

Participants report being used to seeing personalized ads on social

media. It is “part of the user experience” on these platforms, and

using individual information seems to be normalized. Moreover,

participants acknowledge that platforms must get their revenue from

advertising since their use is free of charge.

The typical social media user seems to exhibit an automatic

pass‐by or “scroll to avoid” behavior, only stopping for relevant/

useful content, called information scanning (see Slater, 1997). This

relevant/useful content could lead participants to click to know

more, share to help a friend or comment to ask a question.

Participants consider as relevant/useful the ads conveying “inter-

esting” information or products they are looking for in the market.

Given that social media users are used to seeing personalized ads,

these do not elicit creepiness feelings.

These perceptions seem to depend on the social media users'

well‐being. Participants do not report a different behavior (from the

one described in the general scenario) for individuals experiencing

positive well‐being or high life satisfaction or self‐realization levels.

Focusing on the self‐realization construct, “nothing could motivate”

the high self‐realization individuals to engage with the advertisement.

However, individuals with low self‐realization could be driven by

brand activations such as contests or giveaways to engage with the

advertisement. Contrarily, users experiencing high levels of negative

well‐being would be less interested in ads and more actively avoid

them, thus not engaging with them because they do not find

providing personal information for advertisements useful.

4.2.2 | The role of relevance and usefulness

Participants preferred relevant advertisements to nonrelevant ones,

acknowledging that advertising is part of the social media experience.

Nevertheless, they also worry about being “manipulated” into “buying

more.” Whether the ad is perceived as relevant seems to depend on

social media users' well‐being. In the context of negative well‐being,

participants do not think the presented ad is relevant since it

dissonates with the overall individual's well‐being state because of its

positive (i.e., happy) tone. Similarly, for lowly self‐realized individuals,

personalized ads can be useful, but at the same time, it is also “weird”

to realize that their information is being used (related to privacy

concerns, see below). Highly life‐satisfied participants indicate that

provided they already follow the brand's social media account,

personalized advertisements are useful as they keep them updated.

4.2.3 | Discerning between creepiness and privacy
concerns

While valuing relevant/useful ads, participants also worry about

being “watched” or “tracked,” which respondents identified as

“unpleasant,” “uncomfortable,” and “creepy.” Some participants

mentioned that individuals with more negative well‐being could find

the ad creepy because their privacy concerns would be raised, or

their negative emotions would be triggered more quickly. For the

participants scoring high in negative well‐being, personalized adver-

tisements are indeed perceived as creepy because it feels they are

“spying” on their activity, participants are being tracked and

participants sometimes wondered “how can they know that?” Per-

sonalized advertisements seem to raise privacy concerns, not

because they are personalized, but because they use personal data

to generate such personalized offers or communications.

This does not seem to occur to users experiencing positive well‐

being. These individuals feel secure, therefore not caring as much

about their privacy. It was also highlighted that the generally positive

feelings about the ad matched the individual's positive well‐being.

Participants scoring high in positive well‐being indicate that they

“know how it works” and are aware that “people are tracked and
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analyzed,” which makes it not creepy. In this line, it is interesting that

while users high in negative well‐being do not want their personal

information being used to deliver an advertisement, users with a high

positive well‐being score consider them useful because they realize

these ads are based on previous interactions with the company (as

indicated by the personalization cue). Social media users seem to

distinguish between the creepiness generated by personalized

advertisements and the creepiness that stems from being aware that

personal data is being used for such personalization. This seems to be

related to privacy concerns, which are also connected to well‐being.

Lowly life‐satisfied individuals all mentioned that personalized

advertising is creepy because of being tracked, which raises privacy

concerns. Moreover, lowly self‐realized individuals indicate that

personalized advertisements are creepy but find it normal to use

personal information in advertising. Finally, both individuals with high

life‐satisfaction and high self‐realization indicate that the information

in personalized advertisements is public and, as such, can be used in

advertisements. This is in line with the notion of shared privacy

ownership of the communication privacy management theory

(Petronio, 2013), in which personal information shared becomes

owned by the individual and – in this case – the platforms.

5 | DISCUSSION

Our findings add to our understanding of how personalized

advertising on SNSs is processed based on the framework by

Wagner et al. (2017). By applying an approach‐avoidance perspective

Kelly et al. (2020), we provide insights into how brand engagement is

generated and how ad avoidance decreases using personalized

advertising. We studied the role of two mediators, perceived

relevance and perceived creepiness, which are crucial when proces-

sing advertisements that are perceived as personalized. Our findings

from both studies show that perceived personalization can increase

perceived relevance, generate more positive brand engagement, and

decrease ad avoidance, reaffirming the importance of perceived

relevance as a key mediating variable in advertising personalization

on social media (de Groot, 2022; De Keyzer, Dens, et al., 2022a).

Moreover, perceived creepiness has unexpected effects on

brand engagement in the experimental study: perceived creepiness

positively affects engagement, indicating that consumers who

perceive a personalized advertisement as creepier are more willing

to click, like, share, or comment on this message. This finding might

reflect the different natures of these behaviors. For example,

Chwialkowska and Kontkanen (2017) divide brand engagement into

more private (i.e., reading and watching content) and more public

responses (i.e., liking, commenting, and sharing). The follow‐up study

confirms this division in which participants mention not to want to

bother others by, for example, sharing an advertising message. It can

be argued that, in the presence of increased levels of creepiness,

social media users are driven to expose the “creepy content” to

others by reacting in a more public manner. This reaction might be

explained by the homeostase utility (e.g., Zajonc, 1971): people have

a basic desire for balance in their lives. This idea has been translated

to dissatisfying consumption experiences, as people restore balance

after a negative experience by venting these feelings (i.e., by

commenting or sharing) (Hennig‐Thurau et al., 2004).

Another interesting finding is that while creepiness increases

engagement, it also increases ad avoidance. In line with the previous

reasoning, it can be argued that brand engagement, as expressed by

commenting, sharing, liking, or clicking, does not necessarily repre-

sent an automatic and/or strictly positive/negative consequence (i.e.,

consumer response). In the case of commenting, sharing, or even

clicking behaviors, users can leave a positive/negative comment,

share to help/warn others, and even click to receive more details so

they can get informed or report it based on the content. At the same

time, the follow‐up study indicates that users high in privacy concern

would try to interact as little as possible to avoid getting additional

content because of their engagement with the advertisement.

Intuitively, one would think that liking always represents a positive

evaluative response. However, liking (but also commenting, sharing,

and clicking) can be considered a paralinguistic digital affordance in

that these cues “facilitate communication and interaction without

specific language associated with their message” (Hayes et al., 2016,

pp. 172–173). These affordances are idiosyncratic to the medium and

the user; while the evaluation of a “like” can indeed be a positive

evaluation of the content (Hayes et al., 2016), it can also be a sign of

acknowledgment of viewing (Hayes et al., 2016; Lee et al., 2016),

besides mere agreement (Lee et al., 2016). Moreover, liking can also

depend on the user profile, as those users with higher self‐esteem,

more diligence, more emotional stability, and less prone to subjective

norms have been shown to click “like” to express enjoyment.

Similarly, a high positive affective well‐being individual indicated to

like just about anything on their feed, as a seemingly automatic

process. Conversely, those with lower self‐esteem, less diligence, less

emotional stability, and higher subjective norms clicked “like” for

pleasing others (Lee et al., 2016). This interesting finding certainly

warrants further research.

As a result, these findings might not be contradictory since, as

defined by Kelly et al. (2020), ad avoidance is measured by both

passive and active behaviors; a consumer who is creeped out at such

a level that energizes an interaction with the content might react by

wanting to avoid the ad (e.g., blocking it) while also wanting to expose

it to others (e.g., sharing it). Moreover, these effects might point at

the influence of an omitted variable: the fact that some people vent

their negative feelings (i.e., complain) and others refrain from it is

explained by attitudes toward complaining and personality traits (e.g.,

altruism) (e.g., Souiden et al., 2019). For instance, consumers who

tend to become dissatisfied are more prone to complain. In this

sense, when consumers feel creeped out, they either avoid the ad or

react to it to vent their negative feelings, depending on individual

specific characteristics.

Our findings also contribute to Wagner et al.'s (2017) framework

by furthering insights into consumers' ability to process SNS posts by

understanding the boundary conditions of the personalization effects

on social media. We are the first to establish the moderating role of
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well‐being as a variable that affects consumers' ability to process

personalized advertising. First, we show that negative affective well‐

being is a relevant moderator of the effect of personalized advertising

on brand engagement and ad avoidance via creepiness. More

specifically, our findings in both studies suggest that negative well‐

being strengthens individuals' motivation to process a personalized

advertisement because it is perceived as creepy. Although the

processing itself was outside the scope of the experimental study, it

could be that those in a negative state are more engaging in item‐

specific processing, focusing on the personalization cues, which in

turn trigger their feelings of creepiness. Furthermore, affective well‐

being does not moderate the mediated relationships via perceived

relevance. The different findings for the two moderators might be

related to the nature of these variables. As indicated by the follow‐up

study, a more negative affective well‐being might enable an

individual to focus on the negative perceptions, that is, creepiness.

This seems to align with the mood‐consistency effect (e.g., Putrevu,

2014): a negative mood generates more favorable responses to a

negative message.

Both studies show that, unlike hedonic well‐being, eudaimonic

well‐being does not affect how personalized advertising is processed.

This finding is surprising since previous research has shown that

purchasing consumer goods can increase self‐realization (e.g.,

Razmus et al., 2022). Moreover, we expected that a lower perception

of self‐realization would decrease individuals' cognitive capacity,

reducing their available resources to process the message elabo-

rately. Nevertheless, a lack of available resources might have

increased the likelihood of using heuristic cues, that is, the

personalization cues. As such, the processing might differ for those

with different levels of self‐realization, but the interactions in which

the individuals engage (or avoid) might be (statistically) similar.

5.1 | Managerial implications

We find that personalized advertising does not only have positive

effects; when consumers are creeped out, they negatively respond to

marketing messages on social media. Although we did not measure

the sentiment of their engagement, it is advised to be careful since

this type of (negative) word‐of‐mouth might have far‐reaching

consequences (e.g., Lopes et al., 2022). Therefore, we suggest

practitioners to focus on cues that elicit perceived personalization

without eliciting negative responses. As such, practitioners should

investigate ways of increasing the relevance of personalized ads by

employing personalized advertisements while also investigating ways

of reducing creepiness.

Moreover, we advise social media platforms to consider

consumers' well‐being when displaying personalized advertising.

While personalized ads in the form of brand activations might

generate engagement, it should be noted that negative well‐being

increases the likelihood that consumers perceive a personalized

advertisement as creepy and consequently avoid it. This could be

operationalized using machine learning approaches to social media

data to detect and measure well‐being. For instance, Youyou et al.

(2015) show that computers are better at making personality

judgments than humans. Other research shows that social media

trace data can predict crucial components of well‐being, such as

mental health (Guntuku et al., 2017). Given the amount of personal

data that SNSs capture, it is possible to build accurate algorithms to

judge individuals' well‐being.

5.2 | Limitations and further research

Further studies should investigate different types of personalization

and the cues that increase their personalization perception. It became

clear from the follow‐up study that the stimuli did not elicit high

levels of perceived personalization. Although the cues used are

ecologically valid in an experimental or qualitative setting, they might

not be strong enough to elicit perceptions of personalization or lead

to creepiness and relevance feelings in a qualitative study. The

difference between actual and perceived personalization has been

previously established and should be considered when studying

personalized advertising (De Keyzer, Dens, et al., 2022b). Using

different methodological approaches, researchers need to weigh

different types of validity differently, and as such, it might be

necessary to better understand how to elicit perceived personaliza-

tion, relevance, and creepiness to advance knowledge in this field.

Also, researchers should note that personalization cues depend

on the characteristics of each social media platform and, therefore,

need to be consistently designed for an experimental or qualitative

setting. Therefore, other social media types should be studied.

While the used personalization cues show higher levels of ecological

validity for Instagram, brand communication in other social media

can take advantage of other personalization cues, including age,

gender, location, life events, interests, and friend referrals (De

Keyzer, Dens, et al., 2022b).

Further research should also investigate the somewhat contra-

dictory effect we find for engagement behaviors to explain what

drives consumers triggered by creepiness to share and comment on a

personalized social media post. It would be interesting to test our

reasoning that personal characteristics, such as attitudes toward com-

plaining or personality traits (e.g., altruism), drive consumers to either

avoid the ad or engage with it by sharing and commenting. From our

qualitative study, individuals seem to distinguish between the

creepiness of exposure to personalized ads and the privacy concerns

(e.g., the tracking of personal information) resulting from such

exposure. Therefore, further research might investigate what drives

perceived creepiness and disentangle it from privacy concerns to

better understand how it influences engagement and avoidance

behaviors.

Next, further research might explore the differing effects of well‐

being as moderating variables versus well‐being as mediating

variables. In the current study, well‐being is conceptualized as a

characteristic that affects the number of available resources to

process a message (i.e., the ability to process). However, Dodds et al.
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(2021) have conceptualized it as variables triggered by advertising

messages.

Further research may explore other product categories eliciting

different levels of involvement since previous research shows that

product involvement significantly influences ad effectiveness (Te'eni‐

Harari et al., 2009). This is particularly relevant given that buying

certain products (i.e., experiential rather than material) is related to

greater levels of well‐being (Aknin et al., 2018). Therefore, depending

on their well‐being, consumers are expected to react differently

when exposed to personalized advertisements. Using an experiment

allowed us to select only one product category; however, indications

of this variation are found in the qualitative study, in which some

participants mentioned not being interested in bikes. A field study

using existing social media brand accounts across different product

categories can extend the generalizability of our findings and increase

external validity.

Our experimental study conceptualized eudaimonic well‐being as

self‐realization, which is only one of many operationalizations for this

sort of well‐being (Brandel et al., 2017). This can explain why

eudaimonic well‐being was not found relevant in the experimental

context of this product category; however, it might be more relevant

for others. Future research should investigate other operationaliza-

tions of eudaimonic well‐being, for instance, the flourishing scale

(Diener et al., 2010), since it encompasses more dimensions besides

self‐realization.

Participants were exposed to static pictures of bicycles as

mock posts, mimicking actual Instagram timelines. Future research

should use interactive stimuli and real brands to increase our

findings' ecological validity. Finally, although self‐reported mea-

sures are standard in survey research, strengthening internal

validity, interactive stimuli or field experiments could increase the

robustness of the findings (Bergkvist et al., 2023).

ACKNOWLEDGMENTS

We would like to express our gratitude to all those contributed to

the succesful completion of this research. First, special recognition

goes out to Maria Teresa Buldrini Oviedo for her review of the

statistical analysis and Benjamin Todts for his support during the

translation process of our stimuli and materials. Finally, we thank

the Editor‐in‐Chief, Associate Editor and the anonymous reviewers

for the constructive feedback.

DATA AVAILABILITY STATEMENT

The data that support the findings of this study are openly available

in Open Science Framework at https://osf.io/8fdnv/?view_only=

d1bfe06fafc2499e88f90a4981d70105.

ORCID

Freya De Keyzer http://orcid.org/0000-0002-9152-6854

REFERENCES

Accenture. (2018). Making it personal. https://www.accenture.com/_
acnmedia/pdf-77/accenture-pulse-survey.pdf

Aknin, L. B., Wiwad, D., & Hanniball, K. B. (2018). Buying well‐being:
Spending behavior and happiness. Social and Personality Psychology

Compass, 12(5), e12386. https://doi.org/10.1111/spc3.12386
Baecke, P., & Van den Poel, D. (2011). Data augmentation by predicting

spending pleasure using commercially available external data. Journal
of Intelligent Information Systems, 36(3), 367–383. https://doi.org/
10.1007/s10844-009-0111-x

Batra, R., & Stayman, D. M. (1990). The role of mood in advertising
effectiveness. Journal of Consumer Research, 17, 203–214. https://
doi.org/10.1086/208550

Bergkvist, L., De Keyzer, F., & Buzeta, C. (2023). Perspectives: Replication
is more than meets the eye. International Journal of Advertising, 1–20.
https://doi.org/10.1080/02650487.2023.2245278

Beyens, I., Pouwels, J. L., van Driel, I. I., Keijsers, L., & Valkenburg, P. M.

(2020). The effect of social media on well‐being differs from
adolescent to adolescent. Scientific Reports, 10(1), 10763. https://
doi.org/10.1038/s41598-020-67727-7

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

agenda. Journal of Advertising, 46(3), 363–376. https://doi.org/10.
1080/00913367.2017.1339368

Brandel, M., Vescovelli, F., & Ruini, C. (2017). Beyond Ryff's scale:
Comprehensive measures of eudaimonic well‐being in clinical

populations. A systematic review. Clinical Psychology &

Psychotherapy, 24(6), 1524. https://doi.org/10.1002/cpp.2104
Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology.

Qualitative Research in Psychology, 3(2), 77–101. https://doi.org/10.
1191/1478088706qp063oa

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer
engagement: Conceptual domain, fundamental propositions, and
implications for research. Journal of Service Research, 14(3),
252–271. https://doi.org/10.1177/1094670511411703

Buzeta, C., De Keyzer, F., Dens, N., & De Pelsmacker, P. (2023). Branded

content and motivations for social media use as drivers of brand

outcomes on social media: A cross‐cultural study. International

Journal of Advertising, 1–35. https://doi.org/10.1080/02650487.
2023.2215079

Choi, N. G., DiNitto, D. M., & Kim, J. (2014). Discrepancy between

chronological age and felt age: Age group difference in objective and
subjective health as correlates. Journal of Aging and Health, 26(3),
458–473. https://doi.org/10.1177/0898264314523449

Chwialkowska, A., & Kontkanen, M. (2017). How culture shapes user

responses to firm‐generated content on social media: The role of
cultural dimensions of in‐group collectivism, indulgence, and
masculinity. International Journal of Export Marketing, 1(4),
328–356. https://doi.org/10.1504/ijexportm.2017.090375

Diener, E., Emmons, R. A., Larsen, R. J., & Griffin, S. (1985). The

satisfaction with life scale. Journal of Personality Assessment, 49(1),
71–75. https://doi.org/10.1207/s15327752jpa4901_13

Diener, E., Wirtz, D., Tov, W., Kim‐Prieto, C., Choi, D., Oishi, S., & Biswas‐
Diener, R. (2010). New well‐being measures: Short scales to assess
flourishing and positive and negative feelings. Social Indicators

Research, 97(2), 143–156. https://doi.org/10.1007/s11205-009-
9493-y

Dodds, S., Jaud, D. A., & Melnyk, V. (2021). Enhancing consumer well‐
being and behavior with spiritual and fantasy advertising. Journal of
Advertising, 50(4), 354–371. https://doi.org/10.1080/00913367.

2021.1939203
Douglas, S. P., & Craig, C. S. (2007). Collaborative and iterative translation:

An alternative approach to back translation. Journal of International
Marketing, 15(1), 30–43. https://doi.org/10.1509/jimk.15.1.030

Elliot, A. J., & Thrash, T. M. (2002). Approach‐avoidance motivation in
personality: Approach and avoidance temperaments and goals.
Journal of Personality and Social Psychology, 82(5), 804–818.
https://doi.org/10.1037//0022-3514.82.5.804

DE KEYZER ET AL. | 15

 15206793, 0, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/m

ar.21977 by E
rasm

us U
niversity R

otterdam
 U

niversiteitsbibliotheek, W
iley O

nline L
ibrary on [13/02/2024]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense

https://osf.io/8fdnv/?view_only=d1bfe06fafc2499e88f90a4981d70105
https://osf.io/8fdnv/?view_only=d1bfe06fafc2499e88f90a4981d70105
http://orcid.org/0000-0002-9152-6854
https://www.accenture.com/_acnmedia/pdf-77/accenture-pulse-survey.pdf
https://www.accenture.com/_acnmedia/pdf-77/accenture-pulse-survey.pdf
https://doi.org/10.1111/spc3.12386
https://doi.org/10.1007/s10844-009-0111-x
https://doi.org/10.1007/s10844-009-0111-x
https://doi.org/10.1086/208550
https://doi.org/10.1086/208550
https://doi.org/10.1080/02650487.2023.2245278
https://doi.org/10.1038/s41598-020-67727-7
https://doi.org/10.1038/s41598-020-67727-7
https://doi.org/10.1080/00913367.2017.1339368
https://doi.org/10.1080/00913367.2017.1339368
https://doi.org/10.1002/cpp.2104
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.1177/1094670511411703
https://doi.org/10.1080/02650487.2023.2215079
https://doi.org/10.1080/02650487.2023.2215079
https://doi.org/10.1177/0898264314523449
https://doi.org/10.1504/ijexportm.2017.090375
https://doi.org/10.1207/s15327752jpa4901_13
https://doi.org/10.1007/s11205-009-9493-y
https://doi.org/10.1007/s11205-009-9493-y
https://doi.org/10.1080/00913367.2021.1939203
https://doi.org/10.1080/00913367.2021.1939203
https://doi.org/10.1509/jimk.15.1.030
https://doi.org/10.1037//0022-3514.82.5.804


de Groot, J. I. M. (2022). The personalization paradox in Facebook
advertising: The mediating effect of relevance on the
personalization–brand attitude relationship and the moderating
effect of intrusiveness. Journal of Interactive Advertising, 22(1),

57–74. https://doi.org/10.1080/15252019.2022.2032492
Grunert, K. G., Dean, M., Raats, M. M., Nielsen, N. A., & Lumbers, M.

(2007). A measure of satisfaction with food‐related life. Appetite,
49(2), 486–493. https://doi.org/10.1016/j.appet.2007.03.010

Guntuku, S. C., Yaden, D. B., Kern, M. L., Ungar, L. H., & Eichstaedt, J. C.

(2017). Detecting depression and mental illness on social media: An
integrative review. Current Opinion in Behavioral Sciences, 18, 43–49.
https://doi.org/10.1016/j.cobeha.2017.07.005

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer

on partial least squares structural equation modeling (PLS‐SEM)

(3rd ed.). SAGE.
Hawkins, R. P., Kreuter, M., Resnicow, K., Fishbein, M., & Dijkstra, A.

(2008). Understanding tailoring in communicating about health.
Health Education Research, 23(3), 454–466. https://doi.org/10.
1093/her/cyn004

Hawthorne, B. S., Vella‐Brodrick, D. A., & Hattie, J. (2019). Well‐being as a
cognitive load reducing agent: A review of the literature. Frontiers in
Education, 4, 121. https://doi.org/10.3389/feduc.2019.00121

Hayes, R. A., Carr, C. T., & Wohn, D. Y. (2016). One click, many meanings:

Interpreting paralinguistic digital affordances in social media. Journal
of Broadcasting & Electronic Media, 60(1), 171–187. https://doi.org/
10.1080/08838151.2015.1127248

Hennig‐Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004).
Electronic word‐of‐mouth via consumer‐opinion platforms: What

motivates consumers to articulate themselves on the Internet.
Journal of Interactive Marketing, 18(1), 38–52. https://doi.org/10.
1002/dir.10073

Hollebeek, L. D., Sarstedt, M., Menidjel, C., Sprott, D. E., & Urbonavicius, S.
(2023). Hallmarks and potential pitfalls of customer‐ and consumer

engagement scales: A systematic review. Psychology & Marketing,
40(6), 1074–1088. https://doi.org/10.1002/mar.21797

Hollebeek, L. D., Srivastava, R. K., & Chen, T. (2019). S‐D logic–informed
customer engagement: Integrative framework, revised fundamental
propositions, and application to CRM. Journal of the Academy of

Marketing Science, 47(1), 161–185. https://doi.org/10.1007/
s11747-016-0494-5

Johnson, E. K., & Hong, S. C. (2023). Instagramming social presence: A test
of social presence theory and heuristic cues on Instagram sponsored

posts. International Journal of Business Communication, 60(2),
543–559. https://doi.org/10.1177/2329488420944462

Ju, I., Jun, J. W., Dodoo, N. A., & Morris, J. (2017). The influence of life
satisfaction on nostalgic advertising and attitude toward a brand.
Journal of Marketing Communications, 23(4), 413–427. https://doi.
org/10.1080/13527266.2015.1051093

Kahneman, D., & Deaton, A. (2010). High income improves evaluation of
life but not emotional well‐being. Proceedings of the National

Academy of Sciences, 107(38), 16489–16493. https://doi.org/10.
1073/pnas.1011492107

Kelly, L., Kerr, G., & Drennan, J. (2020). Triggers of engagement and
avoidance: Applying approach‐avoid theory. Journal of Marketing

Communications, 26(5), 488–508. https://doi.org/10.1080/
13527266.2018.1531053

De Keyzer, F., Dens, N., & De Pelsmacker, P. (2015). Is this for me? How

consumers respond to personalized advertising on social network
sites. Journal of Interactive Advertising, 15(2), 124–134. https://doi.
org/10.1080/15252019.2015.1082450

De Keyzer, F., Dens, N., & De Pelsmacker, P. (2017). Don't be so

emotional! How tone of voice and service type affect the
relationship between message valence and consumer responses to
WOM in social media. Online Information Review, 41(7), 905–920.
https://doi.org/10.1108/oir-08-2016-0219

De Keyzer, F., Dens, N., & De Pelsmacker, P. (2022a). How and when
personalized advertising leads to brand attitude, click, and WOM
intention. Journal of Advertising, 51(1), 39–56. https://doi.org/10.
1080/00913367.2021.1888339

De Keyzer, F., Dens, N., & De Pelsmacker, P. (2022b). Let's get personal:
Which elements elicit perceived personalization in social media
advertising? Electronic Commerce Research and Applications, 55,

101183. https://doi.org/10.1016/j.elerap.2022.101183
De Keyzer, F., van Noort, G., & Kruikemeier, S. (2022). Going too far? How

consumers respond to personalized advertising from different
sources. Journal of Electronic Commerce Research, 23, 138–159.

Kim, J., Kim, T., Wojdynski, B. W., & Jun, H. (2022). Getting a little too
personal? Positive and negative effects of personalized advertising
on online multitaskers. Telematics and Informatics, 71, 101831.

https://doi.org/10.1016/j.tele.2022.101831
Kim, K., Lehning, A. J., & Sacco, P. (2015). Assessing the factor structure of

well‐being in older adults: Findings from the National Health and
Aging Trends Study. Aging & Mental Health, 20(8), 814–822. https://
doi.org/10.1080/13607863.2015.1037245

Krohne, H. W., Schmukle, S. C., Spaderna, H., & Spielberger, C. D. (2002).
The State‐Trait Depression Scales: An international comparison.
Anxiety, Stress & Coping, 15(2), 105–122. https://doi.org/10.1080/
10615800290028422

Lang, A. (2017). Limited capacity model of motivated mediated message
processing (LC4MP). In P. Rössler, C. A. Hoffner, & L. Zoonen (Eds.),
The International Encyclopedia of Media Effects, 1–9. https://doi.org/
10.1002/9781118783764.wbieme0077

Lee, A. Y., & Sternthal, B. (1999). The effects of positive mood on memory.

Journal of Consumer Research, 26(2), 115–127. https://doi.org/10.
1086/209554

Lee, J., Kim, C., & Lee, K. C. (2022). Exploring the personalization‐
intrusiveness‐intention framework to evaluate the effects of
personalization in social media. International Journal of Information

Management, 66, 102532. https://doi.org/10.1016/j.ijinfomgt.2022.
102532

Lee, S.‐Y., Hansen, S. S., & Lee, J. K. (2016). What makes us click “like” on
Facebook? Examining psychological, technological, and motivational
factors on virtual endorsement. Computer Communications, 73,

332–341. https://doi.org/10.1016/j.comcom.2015.08.002
Lengieza, M. L., Hunt, C. A., & Swim, J. K. (2019). Measuring eudaimonic

travel experiences. Annals of Tourism Research, 74, 195–197. https://
doi.org/10.1016/j.annals.2018.05.002

Li, C. (2016). When does web‐based personalization really work? The

distinction between actual personalization and perceived personal-
ization. Computers in Human Behavior, 54, 25–33. https://doi.org/10.
1016/j.chb.2015.07.049

Lopes, A. I., Dens, N., & De Pelsmacker, P. (2022). Valence and attribute

repetition in negative sets of online reviews: (When) Can positive
reviews overcome negative ones?Journal of Electronic Commerce

Research, 23(1), 1–12.
Malheiros, M., Jennett, C., Patel, S., Brostoff, S., & Sasse, M. A. (2012, May

5–10). Too close for comfort: A study of the effectiveness and

acceptability of rich‐media personalized advertising. Proceedings of
the SIGCHI Conference on Human Factors in Computing Systems,
Austin, Texas, USA. https://doi.org/10.1145/2207676.2207758

McAndrew, F. T., & Koehnke, S. S. (2016). On the nature of creepiness.
New Ideas in Psychology, 43, 10–15. https://doi.org/10.1016/j.

newideapsych.2016.03.003
Miron, A. M., & Brehm, J. W. (2006). Reactance theory – 40 years later.

Zeitschrift für Sozialpsychologie, 37(1), 9–18. https://doi.org/10.
1024/0044-3514.37.1.9

Mohanty, S. N., & Suar, D. (2014). Decision making under uncertainty and
information processing in positive and negative mood states.
Psychological Reports, 115(1), 91–105. https://doi.org/10.2466/20.
04.PR0.115c16z2

16 | DE KEYZER ET AL.

 15206793, 0, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/m

ar.21977 by E
rasm

us U
niversity R

otterdam
 U

niversiteitsbibliotheek, W
iley O

nline L
ibrary on [13/02/2024]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense

https://doi.org/10.1080/15252019.2022.2032492
https://doi.org/10.1016/j.appet.2007.03.010
https://doi.org/10.1016/j.cobeha.2017.07.005
https://doi.org/10.1093/her/cyn004
https://doi.org/10.1093/her/cyn004
https://doi.org/10.3389/feduc.2019.00121
https://doi.org/10.1080/08838151.2015.1127248
https://doi.org/10.1080/08838151.2015.1127248
https://doi.org/10.1002/dir.10073
https://doi.org/10.1002/dir.10073
https://doi.org/10.1002/mar.21797
https://doi.org/10.1007/s11747-016-0494-5
https://doi.org/10.1007/s11747-016-0494-5
https://doi.org/10.1177/2329488420944462
https://doi.org/10.1080/13527266.2015.1051093
https://doi.org/10.1080/13527266.2015.1051093
https://doi.org/10.1073/pnas.1011492107
https://doi.org/10.1073/pnas.1011492107
https://doi.org/10.1080/13527266.2018.1531053
https://doi.org/10.1080/13527266.2018.1531053
https://doi.org/10.1080/15252019.2015.1082450
https://doi.org/10.1080/15252019.2015.1082450
https://doi.org/10.1108/oir-08-2016-0219
https://doi.org/10.1080/00913367.2021.1888339
https://doi.org/10.1080/00913367.2021.1888339
https://doi.org/10.1016/j.elerap.2022.101183
https://doi.org/10.1016/j.tele.2022.101831
https://doi.org/10.1080/13607863.2015.1037245
https://doi.org/10.1080/13607863.2015.1037245
https://doi.org/10.1080/10615800290028422
https://doi.org/10.1080/10615800290028422
https://doi.org/10.1002/9781118783764.wbieme0077
https://doi.org/10.1002/9781118783764.wbieme0077
https://doi.org/10.1086/209554
https://doi.org/10.1086/209554
https://doi.org/10.1016/j.ijinfomgt.2022.102532
https://doi.org/10.1016/j.ijinfomgt.2022.102532
https://doi.org/10.1016/j.comcom.2015.08.002
https://doi.org/10.1016/j.annals.2018.05.002
https://doi.org/10.1016/j.annals.2018.05.002
https://doi.org/10.1016/j.chb.2015.07.049
https://doi.org/10.1016/j.chb.2015.07.049
https://doi.org/10.1145/2207676.2207758
https://doi.org/10.1016/j.newideapsych.2016.03.003
https://doi.org/10.1016/j.newideapsych.2016.03.003
https://doi.org/10.1024/0044-3514.37.1.9
https://doi.org/10.1024/0044-3514.37.1.9
https://doi.org/10.2466/20.04.PR0.115c16z2
https://doi.org/10.2466/20.04.PR0.115c16z2


Navarro, J. G. (2023). Marketing personalization worldwide – Statistics &

facts. Statista Inc. Retrieved March 15, 2023, from https://www.
s t a t i s t a . c om/ top i c s /4481/pe r sona l i z e d -ma r ke t i n g /#
topicOverview

Niu, X., Wang, X., & Liu, Z. (2021). When I feel invaded, I will avoid it: The
effect of advertising invasiveness on consumers' avoidance of social
media advertising. Journal of Retailing and Consumer Services, 58,
102320. https://doi.org/10.1016/j.jretconser.2020.102320

de Oliveira Santini, F., Ladeira, W. J., Pinto, D. C., Herter, M. M.,

Sampaio, C. H., & Babin, B. J. (2020). Customer engagement in social
media: A framework and meta‐analysis. Journal of the Academy of

Marketing Science, 48(6), 1211–1228. https://doi.org/10.1007/
s11747-020-00731-5

Payne, J. W. (1994). Thinking aloud: Insights into information processing.

Psychological Science, 5(5), 241–248. https://doi.org/10.1111/j.
1467-9280.1994.tb00620.x

Petronio, S. (2013). Brief status report on communication privacy
management theory. Journal of Family Communication, 13(1), 6–14.
https://doi.org/10.1080/15267431.2013.743426

Petty, R. E., Wheeler, S. C., & Bizer, G. Y. (2000). Attitude functions and
persuasion: An elaboration likelihood approach to matched versus
mismatched messages. In G. R. Maio, & J. M. Olson (Eds.), Why we

evaluate: Functions of attitudes (pp. 133–162). Lawrence Erlbaum

Associates Publishers.
Pfiffelmann, J., Dens, N., & Soulez, S. (2020). Personalized advertisements

with integration of names and photographs: An eye‐tracking
experiment. Journal of Business Research, 111, 196–207. https://
doi.org/10.1016/j.jbusres.2019.08.017

Putrevu, S. (2014). Effects of mood and elaboration on processing and
evaluation of goal‐framed appeals. Psychology & Marketing, 31(2),
134–146. https://doi.org/10.1002/mar.20682

Razmus, W., Grabner‐Kräuter, S., Kostyra, M., & Zawadzka, A. M. (2022).
Buying happiness: How brand engagement in self‐concept affects

purchase happiness. Psychology & Marketing, 39(11), 2096–2109.
https://doi.org/10.1002/mar.21714

Ringle, C. M., Wende, S., & Becker, J.‐M. (2022). SmartPLS 4. (Version 4)
SmartPLS GmbH. http://www.smartpls.com

Ryan, R. M., & Deci, E. L. (2001). On happiness and human potentials: A

review of research on hedonic and eudaimonic well‐being. Annual
Review of Psychology, 52(1), 141–166. https://doi.org/10.1146/
annurev.psych.52.1.141

Ryff, C. D. (1989). Happiness is everything, or is it? Explorations on the

meaning of psychological well‐being. Journal of Personality and Social

Psychology, 57(6), 1069–1081. https://doi.org/10.1037/0022-3514.
57.6.1069

Segijn, C. M., & van Ooijen, I. (2022). Differences in consumer knowledge
and perceptions of personalized advertising: Comparing online

behavioural advertising and synced advertising. Journal of

Marketing Communications, 28(2), 207–226. https://doi.org/10.
1080/13527266.2020.1857297

Shin, D. C., & Johnson, D. M. (1978). Avowed happiness as an overall
assessment of the quality of life. Social Indicators Research, 5(4),

475–492. http://www.jstor.org/stable/27521880
Slater, M. D. (1997). Persuasion processes across receiver goals and

message genres. Communication Theory, 7(2), 125–148. https://doi.
org/10.1111/j.1468-2885.1997.tb00145.x

Souiden, N., Ladhari, R., & Nataraajan, R. (2019). Personality traits

and complaining behaviors: A focus on Japanese consumers.

Psychology & Marketing, 36(4), 363–375. https://doi.org/10.
1002/mar.21184

Statista. (2023). Customer experience personalization and optimization

software and services revenue worldwide from 2020 to 2026. https://

www.statista.com/statistics/1333448/cx-personalization-
optimization-revenue-worldwide/

Te'eni‐Harari, T., Lehman‐Wilzig, S. N., & Lampert, S. I. (2009). The
importance of product involvement for predicting advertising
effectiveness among young people. International Journal of

Advert is ing , 28 (2) , 203–229. https://doi .org/10.2501/
S0265048709200540

Valkenburg, P. M., Beyens, I., Meier, A., & Vanden Abeele, M. M. P. (2022).
Advancing our understanding of the associations between social
media use and well‐being. Current Opinion in Psychology, 47, 101357.

https://doi.org/10.1016/j.copsyc.2022.101357
Valkenburg, P. M., Beyens, I., Pouwels, J. L., van Driel, I. I., & Keijsers, L.

(2021). Social media browsing and adolescent well‐being: Challeng-
ing the “Passive Social Media Use Hypothesis”. Journal of Computer‐
Mediated Communication, 27(1), zmab015. https://doi.org/10.1093/

jcmc/zmab015
Wagner, T. F., Baccarella, C. V., & Voigt, K.‐I. (2017). Framing social media

communication: Investigating the effects of brand post appeals on
user interaction. European Management Journal, 35(5), 606–616.
https://doi.org/10.1016/j.emj.2017.05.002

Walrave, M., Poels, K., Antheunis, M. L., Van den Broeck, E., &
van Noort, G. (2018). Like or dislike? Adolescents' responses to
personalized social network site advertising. Journal of Marketing

Communications, 24(6), 599–616. https://doi.org/10.1080/

13527266.2016.1182938
White, T. B., Zahay, D. L., Thorbjørnsen, H., & Shavitt, S. (2008). Getting

too personal: Reactance to highly personalized email solicitations.
Marketing Letters, 19(1), 39–50. https://doi.org/10.1007/s11002-
007-9027-9

Youyou, W., Kosinski, M., & Stillwell, D. (2015). Computer‐based
personality judgments are more accurate than those made by
humans. Proceedings of the National Academy of Sciences, 112(4),
1036–1040. https://doi.org/10.1073/pnas.1418680112

Zajonc, R. B. (1971). Attraction, affiliation, and attachment. In J. E.

Eisenberg, & W. S. Dillon (Eds.), Man and beast: Comparative social

behavior (pp. 141–179). Smithsonian Institution Press.
Zhu, R., & Meyers‐Levy, J. (2007). Exploring the cognitive mechanism that

underlies regulatory focus effects. Journal of Consumer Research,

34(1), 89–96. https://doi.org/10.1086/513049

SUPPORTING INFORMATION

Additional supporting information can be found online in the

Supporting Information section at the end of this article.

How to cite this article: De Keyzer, F., Buzeta, C., & Lopes, A.

I. (2024). The role of well‐being in consumer's responses to

personalized advertising on social media. Psychology &

Marketing, 1–17. https://doi.org/10.1002/mar.21977

DE KEYZER ET AL. | 17

 15206793, 0, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/m

ar.21977 by E
rasm

us U
niversity R

otterdam
 U

niversiteitsbibliotheek, W
iley O

nline L
ibrary on [13/02/2024]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense

https://www.statista.com/topics/4481/personalized-marketing/#topicOverview
https://www.statista.com/topics/4481/personalized-marketing/#topicOverview
https://www.statista.com/topics/4481/personalized-marketing/#topicOverview
https://doi.org/10.1016/j.jretconser.2020.102320
https://doi.org/10.1007/s11747-020-00731-5
https://doi.org/10.1007/s11747-020-00731-5
https://doi.org/10.1111/j.1467-9280.1994.tb00620.x
https://doi.org/10.1111/j.1467-9280.1994.tb00620.x
https://doi.org/10.1080/15267431.2013.743426
https://doi.org/10.1016/j.jbusres.2019.08.017
https://doi.org/10.1016/j.jbusres.2019.08.017
https://doi.org/10.1002/mar.20682
https://doi.org/10.1002/mar.21714
http://www.smartpls.com
https://doi.org/10.1146/annurev.psych.52.1.141
https://doi.org/10.1146/annurev.psych.52.1.141
https://doi.org/10.1037/0022-3514.57.6.1069
https://doi.org/10.1037/0022-3514.57.6.1069
https://doi.org/10.1080/13527266.2020.1857297
https://doi.org/10.1080/13527266.2020.1857297
http://www.jstor.org/stable/27521880
https://doi.org/10.1111/j.1468-2885.1997.tb00145.x
https://doi.org/10.1111/j.1468-2885.1997.tb00145.x
https://doi.org/10.1002/mar.21184
https://doi.org/10.1002/mar.21184
https://www.statista.com/statistics/1333448/cx-personalization-optimization-revenue-worldwide/
https://www.statista.com/statistics/1333448/cx-personalization-optimization-revenue-worldwide/
https://www.statista.com/statistics/1333448/cx-personalization-optimization-revenue-worldwide/
https://doi.org/10.2501/S0265048709200540
https://doi.org/10.2501/S0265048709200540
https://doi.org/10.1016/j.copsyc.2022.101357
https://doi.org/10.1093/jcmc/zmab015
https://doi.org/10.1093/jcmc/zmab015
https://doi.org/10.1016/j.emj.2017.05.002
https://doi.org/10.1080/13527266.2016.1182938
https://doi.org/10.1080/13527266.2016.1182938
https://doi.org/10.1007/s11002-007-9027-9
https://doi.org/10.1007/s11002-007-9027-9
https://doi.org/10.1073/pnas.1418680112
https://doi.org/10.1086/513049
https://doi.org/10.1002/mar.21977

	The role of well-being in consumer's responses to personalized advertising on social media
	1 INTRODUCTION
	2 THEORETICAL FRAMEWORK
	2.1 Previous research on the role of perceived personalization
	2.2 The SNS-post processing framework
	2.3 Motivation to process the ad: The mediating role of perceived relevance
	2.4 Motivation to process the ad: The mediating role of creepiness
	2.5 Ability to process the ad: The influence of hedonic and eudaimonic well-being
	2.5.1 The moderating role of hedonic well-being
	2.5.2 The (potential) moderating role of eudaimonic well-being


	3 STUDY: A PREREGISTERED BETWEEN-SUBJECTS CROSS-SECTIONAL SURVEY
	3.1 Methods
	3.1.1 Pretests
	3.1.2 Participants, procedure, and measures
	3.1.3 Data analysis

	3.2 RESULTS
	3.2.1 Structural model estimation results


	4 FOLLOW-UP STUDY: THINK ALOUD
	4.1 METHODS
	4.2 RESULTS
	4.2.1 Perceptions and behaviors related to personalized ads
	4.2.2 The role of relevance and usefulness
	4.2.3 Discerning between creepiness and privacy concerns


	5 DISCUSSION
	5.1 Managerial implications
	5.2 Limitations and further research

	ACKNOWLEDGMENTS
	DATA AVAILABILITY STATEMENT
	ORCID
	REFERENCES
	SUPPORTING INFORMATION




