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ABSTRACT

The rapid growth of social media marketing has significantly changed the way consumers interact with brands and make
purchase decisions. Instagram has emerged as one of the most influential digital marketing platforms, particularly among
Gen Z users. Personalized advertising on Instagram enables brands to deliver targeted promotional content based on
user interests, browsing patterns, and engagement behavior. This study examines the impact of personalized Instagram
advertisements on Gen Z purchase behavior. Primary data was collected from 105 respondents through a structured
questionnaire. The data was analyzed using percentage analysis and interpretative evaluation. The results show that
Instagram is widely used among Gen Z users and personalized advertisements frequently match their interests. While
personalized ads increase engagement and product exploration, their influence on final purchase decisions remains
moderate. The study concludes that personalized Instagram advertising is most effective in influencing consumer
awareness and product consideration rather than directly driving purchases.
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1. INTRODUCTION

Digital marketing has transformed the traditional advertising landscape by enabling brands to interact with consumers
through personalized and data-driven communication strategies. Social media platforms play a central role in this
transformation. Among these platforms, Instagram has emerged as one of the most influential channels for digital
advertising due to its visually driven interface and high user engagement.

Instagram allows advertisers to deliver personalized advertisements using algorithm-based targeting mechanisms. These
advertisements are customized based on user interests, browsing behavior, search history, and online engagement
patterns. Personalized advertising aims to increase advertisement relevance, improve consumer engagement, and
influence purchasing decisions.

Gen Z consumers represent one of the most active groups on Instagram. Being digital natives, they spend significant
time on social media platforms and frequently encounter digital advertisements. However, Gen Z consumers also
demonstrate rational evaluation behavior and are cautious regarding data privacy and targeted advertising practices.

Understanding how personalized Instagram advertisements influence Gen Z purchase behavior is therefore important
for marketers seeking to design effective digital advertising strategies. This study examines the exposure, perception,
and behavioral response of Gen Z consumers toward personalized Instagram advertisements.

Objectives of the Study
1. To assess Gen Z consumers’ perception of personalized Instagram advertisements.
2. To examine the influence of personalized Instagram ads on purchase behavior.
3. To identify key personalization factors shaping buying decisions on Instagram.
4, To analyze the role of Instagram usage frequency in influencing ad effectiveness.
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2. LITERATURE REVIEW

Personalized advertising has become a key strategy in digital marketing as it allows brands to deliver relevant
promotional content to specific consumer segments. Bleier and Eisenbeiss (2015) found that personalized advertisements
improve consumer engagement and advertisement effectiveness by increasing perceived relevance.

According to Nielsen (2021), consumers are more likely to interact with advertisements that match their interests and
preferences. Relevance and personalization increase the perceived usefulness of advertisements and improve brand
perception.

Research conducted by Pew Research Center (2023) shows that Gen Z consumers are highly active on social media
platforms, particularly Instagram. Social media platforms have become important channels for product discovery and
brand interaction among younger audiences.

McKinsey & Company (2021) highlights that digital touchpoints significantly influence the modern consumer decision
journey. Personalized advertisements act as triggers that guide consumers from awareness to product evaluation.

Statista (2024) reports that users who spend more time on social media platforms are more likely to interact with
personalized advertisements and explore advertised products.

Despite these findings, limited empirical research specifically examines how personalized Instagram advertising
influences purchase behavior among Gen Z consumers. This study addresses this gap by analyzing consumer responses
toward personalized Instagram advertisements.

3. RESEARCH METHODOLOGY

Research Design: The study adopts a descriptive research design to examine the impact of personalized Instagram
advertisements on Gen Z purchase behavior.

Sampling Method: Convenience sampling was used to select respondents based on accessibility and willingness to
participate.

Sample Size: The total sample size for the study was 105 respondents belonging to the Gen Z age group (15-26 years).

Data Collection: Primary data was collected through a structured questionnaire distributed using Google Forms. The
questionnaire contained multiple-choice and Likert-scale questions related to Instagram usage, perception of
personalized advertisements, engagement behavior, and purchase decisions.

Secondary data was collected from academic journals, books, industry reports, and reliable online sources related to
digital marketing and consumer behavior.

Data Analysis: The collected data was analyzed using frequency distribution and percentage analysis. The results
were presented using tables and interpretative analysis.

4. DATA ANALYSIS AND INTERPRETATION

(Sample Size = 105)
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4.1 Frequency of Instagram Usage

The results indicate that 83.8% of respondents use Instagram multiple times a day, demonstrating the high level of
exposure Gen Z users have to Instagram advertisements.

How frequently do you use Instagram?
105 responses

@ Muitiple times a day
@ Once a day

O A few times a week
@® Rarely

Interpretation: High usage frequency indicates that Instagram serves as a significant digital environment for
advertisement exposure and brand interaction.

4.2 Average Time Spent on Instagram

The results show that 38.1% of respondents spend 2—4 hours daily on Instagram, while a large proportion spend
more than one hour per day.

Average time spent on Instagram per day?
105 responses

@ Less than 1 hour
@® 1-2 hours

® 2-4 hours

® More than 4 hours

Interpretation: Increased time spent on Instagram enhances the likelihood of users encountering personalized
advertisements.
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4.3 Visibility of Instagram Advertisements
The analysis shows that 94.3% of respondents notice advertisements on Instagram

Do you notice advertisements on Instagram?
105 responses

® Yes
® No

@ Not sure

Interpretation: This confirms that Instagram advertisements have strong visibility among Gen Z users.
4.4 Relevance of Personalized Advertisements

Approximately 57.2% of respondents agree that personalized Instagram ads are relevant to their interests.

Personalized Instagram ads are relevant to my interests,
105 responses

40
38 (36.2%)

30

27 (25.7%)

20 22 (21%)

" 10 (9.5%)
8 (7.6%) 2

-

Interpretation: This indicates that Instagram’s algorithm effectively delivers advertisements aligned with user
preferences.

4.5 Comfort with Personalized Advertising

The results reveal mixed responses regarding comfort with personalized advertisements based on browsing behavior.
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| am comfortable seeing ads based on my browsing behavior.

105 responses

35 (33.3%)

20 22 (21%) 22 {21%)

10

8 (7.6%)

1 2 3 4 5

Interpretation: While personalization increases relevance, privacy concerns remain an important issue among Gen Z
consumers.

4.6 Influence on Purchase Consideration

Approximately 27.6% of respondents agree that personalized ads influence product consideration, while 32.4%
remain neutral.

| am more likely to consider purchasing a product shown in a personalized ad.

105 responses

40

30
26 (24.8%)
20
16 (15.2%)
10
8 (7.6%)
0 e— —
3 4 5

Interpretation: Personalized advertisements contribute to product awareness but do not strongly influence final
purchase decisions.

4.7 Overall Influence of Personalized Instagram Ads on Purchase Decisions
The results show varying responses regarding the overall influence of personalized Instagram advertisements on
purchase decisions among Gen Z users.
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Overall, personalized Instagram ads influence my purchase decisions.

105 responses

40

36 (34.3%)

34 (32.4%)

30

19 (18.1%)

10

10 (2.5%)
6 (5.7%)

Interpretation: Personalized Instagram ads have a moderate influence on purchase decisions, contributing to product
consideration but not consistently leading to actual purchases among Gen Z users.

5. FINDINGS

1. Instagram is used very frequently by Gen Z respondents, resulting in high exposure to advertisements
on the platform.

2. Respondents spend a considerable amount of time on Instagram daily, which increases their interaction
with digital advertising content.

3. Instagram advertisements are widely noticed by users during their browsing experience, indicating
strong visibility of ads on the platform.

4. Personalized Instagram advertisements are generally perceived as relevant to the interests and
preferences of users.

5. Consumers show mixed levels of comfort with advertisements based on browsing behavior, suggesting
the presence of privacy concerns related to personalized advertising.

6. Personalized advertisements influence consumer awareness and product consideration, though their
effect on actual purchasing behavior is moderate.

7. Overall, personalized Instagram advertisements contribute to shaping consumer perceptions and product
evaluation, but they do not consistently lead to immediate purchase decisions among Gen Z users.

6. DISCUSSION

The results support existing research indicating that personalized advertising increases consumer engagement and
advertisement relevance. High Instagram usage among Gen Z users ensures frequent exposure to personalized
advertisements on the platform.

However, the study also shows that personalized advertisements do not necessarily translate into immediate purchase
decisions. Gen Z consumers tend to evaluate products carefully before making purchasing decisions.

Privacy concerns also influence consumer attitudes toward personalized advertising, as excessive targeting may reduce
comfort and trust among users.

Overall, the findings suggest that personalized Instagram advertising is more effective in creating product awareness
and encouraging exploration rather than directly influencing final purchase decisions.
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7. CONCLUSION

The study examined the impact of personalized Instagram advertisements on the purchase behavior of Gen Z consumers.
The findings indicate that Instagram serves as a major digital platform where users frequently encounter personalized
advertising content. Personalized advertisements are generally perceived as relevant and contribute to increased
awareness and product exploration among users.

However, the influence of such advertisements on final purchase decisions remains moderate, as Gen Z consumers tend
to evaluate products rationally before making buying choices. Privacy concerns also affect consumer comfort with highly
personalized advertisements.

Overall, personalized Instagram advertising plays an important role in enhancing brand visibility and consumer
engagement. Marketers should therefore focus on delivering relevant, transparent, and engaging advertising content that
builds consumer trust and strengthens long-term brand relationships in the digital marketplace.
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