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Targeted advertising is big part of the modern marketing. Almost every consumer on the 

internet have come across an ad that had been targeted to them. Can targeted ads be too 

intrusive to the point of changing your purchasing decisions to the better or worse. It also sparks 

a conversation about oneself privacy and how much there are information floating about that 

are being used without your knowledge. 

 

This thesis looks at how consumer behaviour and ethical issues in the digital age are affected 

by targeted advertising and how people perceive targeted ads. The thesis also examines how 

different ways of approaching and looking at targeted ads can effect on your perceived 

intrusiveness of said ad. This study uses a qualitative research method to examine how 

consumers' privacy concerns and decision-making processes are impacted by targeted 

advertising.   

 

The findings suggest varied consumer responses to targeted advertising, with interesting 

insights into their decision-making processes and privacy concerns. The findings indicated that 
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it is very hard for an ad to change participants purchasing decision to the worse. The study also 

suggested that Finnish University students does not have a great fear of their private 

information being used for marketing purposes. These findings may differ when expanding the 

sample group. 
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Kohdennettu mainonta on tärkeä osa modernia markkinointia. Lähes jokainen internetin 

kuluttaja on kohdannut heille kohdennetun mainoksen. Voivatko kohdennetut mainokset olla 

niin tunkeilevia, että ne muuttavat ostopäätöksiäsi parempaan tai huonompaan suuntaan? Se 

herättää myös keskustelua yksityisyydestä ja siitä, kuinka paljon tietoa sinusta on jo olemassa 

joka virtaa digitaalisessa maailmassa tietämättäsi. 

 

Tämä opinnäytetyö tarkastelee, miten kohdennettu mainont vaikuttaa kuluttaja 

käyttäytymiseen ja kokevatko kuluttajat kohdennetussa mainonnassa eettisiä ongelmia. Työssä 

tutkitaan myös, miten erilaiset lähestymistavat kohdennettuun mainontaan voivat vaikuttaa 

kyseisen mainoksen koettuun tunkeilevuuteen. Tutkimuksessa käytetään laadullista 
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tutkimusmenetelmää tutkittaessa, miten kohdennettu mainonta vaikuttaa yksityisyyden huoliin 

ja kulutuskäyttäytymiseen. 

 

Tulokset osoittavat, että kuluttajien reaktiot kohdennettuun mainontaan vaihtelevat, ja ne 

tarjoavat mielenkiintoisia näkemyksiä heidän päätöksentekoprosesseistaan ja 

yksityisyysongelmistaan. Tulokset viittaavat siihen, että mainoksen on hyvin vaikea muuttaa 

kuluttajien ostopäätöksiä huonompaan suuntaan. Tutkimus viittaa myös siihen, että 

suomalaisilla yliopisto-opiskelijoilla ei ole suurta pelkoa siitä, että heidän yksityisiä tietojaan  

käytetään markkinointitarkoituksiin. Tutkimus voi suuremmalla otannalla saada hyvin 

erinlaiset tulokset jos päättää lähteä tutkimaan aihetta pidemmälle. 
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1. INTRODUCTION 

 

Advertising is everywhere and it possesses a great power to effect on the markets and mold 

people's perceptions. Advertising fosters connections between individuals and brands, 

establishing a lasting bond with them. (Kumar, Gupta & Shapali 2016) The digital age is 

certainly reshaping the marketing landscape. We live in an age where digital marketing and 

marketing strategies are evolving and changing every day. The nature of marketing strategies 

is shifting more towards personalized, and data driven marketing. (Hoffman et al 2021) 

 

Compared to digital marketing, the traditional marketing channels are slowly losing their 

effectiveness and sharpness. Whereas digital marketing provides real-time information about 

campaigns and events, thus ensuring a more effective approach. (Durai, King, 2019).  

 

Targeted advertising as a marketing strategy is widely used technique that is evolving and 

conquering the digital marketing space. Now this can bring much more tailored advertising to 

consumers and in many cases, consumers get exposed to the right ads before they even know 

it. (Shin, Yu, 2021) When there is a positive response to targeted and personalized advertising 

there is the flip side to it also. Especially with the evolving technology and consumerism, many 

people have realised the privacy concerns about targeted advertising and the ethical issues. 

According to (Yan et al., 2009) behavioural targeting is a method in online advertising where 

it utilizes consumers web browsing behaviour and therefore can display the right kind of 

tailored ads to consumers to maximize the ads influence.  

 

1.1 Previous research 

 

There are already a lot of studies done on the topic of targeted advertising. There are a lot of 

angles about how to approach the topic and what part of the targeted advertising you want to 

dive into more deeply. As already mentioned about Yan et al., (2009) study that discusses 

targeted advertising and the behavioural aspect of it from the companies' point of view and 

how they can benefit from implementing the consumers behavioural aspect to their marketing 

strategy. On the other hand, there are not many studies done about the effect that targeted 

advertising may have on the consumers behaviour and whether it can change their habits as a 
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consumer and what kind of ads may feel intrusive to the consumer. 

 

Targeted advertising is digital marketing strategy that uses and benefits from user data and 

behaviour to maximize their return of investment. The information that can be used for targeted 

advertising could be behavioural, demographical or location data. (Kircher, Foederer, 2023) 

When using this collected data, advertisers can show more tailored and relevant advertisers to 

consumers. This just described method is also called online behavioural advertising (OBA). In 

action it means that advertising network tracks consumers behaviour online and if the consumer 

has just visited multiple web pages that sell boots, the customer will see an ad displaying boots 

in a website, while at the same time another consumer may see completely different ad. (Sophie 

et al, 2017) 

 

Receiving adverts based on their interests may be something people love because it can add a 

personal touch and enjoyment to their online experience. However, some people may find it 

strange or even frightening to see advertisements that appear to know too much about them, 

and as a result, they may decide to avoid using websites or applications that employ this type 

of targeted advertising. By displaying items that people are likely to want, targeted 

advertisements are designed to assist consumers in making better decisions. However, they can 

also influence consumers to make decisions that are better for the marketer than for the 

customer. (Dehling, Sunyaev, 2019) 

 

A study done by Summers, Smith & Reczek (2014) talks about behavioural targeting and how 

it affects the consumers beliefs on them self as an individual and as a consumer. There are few 

findings from the study that are interesting and rare compared to other studies that research 

targeted advertisings effect on consumer behaviour. The study suggests that not only can 

targeted and personalized online advertising effect on consumers behaviour, but it can also 

have an effect on the individual's self-image. There are many different reactions that targeted 

advertising causes to consumers. Van Doornin and Hoekstran (2012) suggested in their study 

that there are positive and negative reactions to targeted and personalized online advertising. 

Well-crafted targeted ad that aligns well with consumers needs and wants will have a positive 

effect on the consumers and will enhance the purchasing intentions. The study discusses the 

fine line where consumers may feel that the personalized ads are too intensive and intrusive. 

These concerns that consumers may feel from targeted ads will affect their purchasing decision 

negatively. (Van Doornin and Hoekstran 2012) 
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The advertising companies have plenty of information and data on consumers and can therefore 

use consumers personal data on their benefit. A study done on public knowledge and 

experiences with data driven ads (Auxier et al, 2019) shows how majority of the American 

citizens have heard about personal data profiles, that companies use for example to target ads. 

With targeted advertising there comes concerns about the usage of consumers personal data. 

Americans have dividing opinions of the use of their personal data. Roughly half of Americans 

think that it is fair for government to collect their data to prevent terrorism in America. (Auxier 

et al, 2019) This shows that people's attitudes towards the use and harvesting of their personal 

data depends how the data is being used.  

 

When consumers personal data is being used by marketers to gain financial benefits the general 

attitudes change. Although majority of the consumers can see the benefits that the targeted 

adverts may have on an individual, mainly the whole aspect of personal data being collected 

and then used for marketers' financial benefit is seen as a very negative thing in consumers 

eyes. The access to consumers personal information and private life was the main concern that 

brought out this negative image on targeted advertising. (Yildirim, 2017) 

 

Moving forward on this digital age we are living in; it is hard to keep up with the newest 

technology and trends. Consumers have addressed their concern on the use of their personal 

data and therefore marketers are confronted with the growing challenge of handling customers' 

worries and regaining their confidence in order to keep gathering more data for consumers.  

Big data that includes geolocation information, buyer's persona, online behaviour and buyer’s 

status are utilized to make assumptions about the requirements and preferences of consumers. 

(Hemker, Herrando & Constantinides, 2021) 

 

Consumer data can be gathered through various methods, with varying degrees of transparency. 

Among the more open approaches is the strategy known as the "relevance argument". In this 

exchange the website being used is stating that they will provide much more tailored and 

relevant ads for the user, if they are willing to disclose their personal data. (Dehling, Sunyaev, 

2019) 

 

1.2 Research questions & objectives 
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This thesis aims to explore the impact of perceived intrusiveness in targeted advertising on 

consumer decision-making processes and how this influences consumers privacy concerns in 

the digital era. Building upon previous studies in targeted advertising, consumer behaviour and 

associated ethical issues, this research intends to dive into how consumers' views on privacy 

are shaped and altered in a technology-driven consumer landscape. The main goal is to examine 

how consumers perceive targeted advertising, if the advert feels too intrusive, and how it affects 

their purchasing decisions, as well as their evolving privacy concerns amidst technological 

advancements. 

 

As a result, the following is the primary research question: 

 

Q1: What is the impact of perceived intrusiveness in targeted advertising on consumer 

decision-making processes and how does this affect their privacy concerns in the digital age? 

 

In order to further delve into the main research question in this thesis, there are two sub 

questions that help break the main research question into pieces, so the reader can have full 

understanding of the study and its objectives.  

 

Therefore, the first sub research question is the following: 

 

Q2: How do individual differences in processing targeted advertising mediate the relationship 

between perceived intrusiveness of such ads and consumer decision-making behaviour? 

 

This first sub-question explores the complex activities and responses that customers take in 

response to tailored advertising. It attempts to investigate the many ways in which people 

interpret this kind of advertising and looks at how it affects how intrusive they think the ads 

are. Additionally, it aims to comprehend the complex ways in which these perceptions impact 

their decision-making process. This question is essential to understanding the complex 

connections that exist in the field of digital marketing between customer perception, targeted 

advertising, and behavioural results. Understanding the wider effects of targeted advertising's 

perceived intrusiveness on consumers' decision-making processes is crucial to this research. 

Understanding the nuances of how consumers react and adapt their behaviour in response to 

targeted approaches is essential. This understanding forms the foundation of the exploration 
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into the dynamics of consumer behaviour influenced by the perceived intrusiveness of tailored 

advertising. 

 

The second sub research question that helps to unravel the main research question is stated as 

follows: 

 

Q3: How do consumers feel about their data privacy when coming across intrusive targeted 

advertising? 

 

The final research question of the study delves in on the privacy concerns raised by targeted 

advertising. It examines the relationship between consumers' attitudes towards data privacy 

and their worries when moving ahead with this technologically advanced new age. This 

exploration aims to gain insight into how consumers perceive their data privacy in the face of 

such advertising tactics. By focusing on consumer perspectives regarding data privacy in the 

context of intrusive targeted ads, the research seeks to shed light on broader ethical 

considerations inherent in the main research question. 

 

1.3 Research methodology & delimitations 

 

The chosen research method used in this study to build the empirical part is conducted form 

using the qualitative study. This allows more precise and freely formulated thoughts from the 

participants. When handling topics like privacy, consumers’ decision making and ethical 

issues, it is easier to collect information and thoughts from consumers by using qualitative 

methods. Since the research is conducted as qualitative research, it is difficult to generalise the 

findings, but the main objective of the research is to bring a new point of view from consumers 

that live in time where there seems to be no end to the technological development.  

For this study the sample group is rather small and therefore it is hard to make large 

generalisations  from the answers. The research material is gathered through interviews to give 

the study a more specific answers to compensate for the small sample group. The people who 

have been selected to the interview have not been selected randomly. For the benefit of the 

study the participants have been selected from rather similar backgrounds and demographics 

to ensure that we can draw some kind of conclusions. For the empirical study the participants 
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are individuals and not companies so the point of view from the empirical study will be through 

the consumers eyes.  

 

1.4 Structure of the research 

 

This thesis is composed of two primary sections: a theoretical framework and an empirical 

study. The entire research is supported by the theoretical framework, which is made to address 

the main research question and consists of several parts that depend on one another. 

 

At first, the thesis delves into the concept of targeted advertising in the digital age through the 

previous literature. It examines the evolution of advertising, focusing on how the digital 

transformation has reshaped marketing strategies and consumer interactions with the targeted 

advertising movement. Subsequently, the focus shifts to consumer behaviour in the context of 

digital marketing, particularly targeted advertising. This section explores how personalized 

advertising strategies influence consumer decision-making processes and their behaviour 

towards privacy concerns. It provides a great summary of our present understanding of these 

dynamics by displaying a number of existing literatures. The next part of the theoretical 

framework addresses privacy and ethical considerations in digital marketing. It examines the 

implications of using consumer data for targeted advertising, weighing the benefits against the 

privacy concerns and ethical dilemmas it raises. This section also evaluates how consumers 

perceive the intrusive digital advertising. 

 

The thesis moves from the theoretical investigation to the empirical investigation. This section 

details the qualitative research approach adopted for the investigation, focusing on interviews 

conducted to gather in-depth insights into consumer perspectives. The methodology, including 

participant selection, data collection, and analysis. The findings from the empirical study are 

then presented, offering a detailed account of consumer responses to targeted advertising, their 

decision-making processes, and privacy concerns. Lastly, the thesis moves to the discussion 

and conclusion chapters, where the theoretical framework is compared with the findings, thus 

providing answers to the research questions. 
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2. THEORETICAL FRAMEWORK 

 

A framework of theories is presented in this chapter of the thesis, and it serves as the foundation 

for the research that is done later in the thesis. The first two theories that are being introduced, 

talk about dual process theories describing the change of attitudes when consumer processes 

ads. These theories being Elaboration likelihood model (ELM) and Heuristic-systematic model 

(HLM). The final theory, the Privacy Calculus Model, delves into the decision-making process 

of consumers when considering the benefits and potential risks associated with disclosing their 

personal information.  

 

The decision to use these models in the thesis was made because they are helpful in studying 

how people behave, especially in the way they look at and think about things like targeted ads. 

Also, the privacy calculus model was picked because it's good at figuring out how much 

personal information people are okay with giving out to get the advantages of apps and websites 

that use this information to show them specific ads. 

 

2.1 Elaboration Likelihood Model (ELM) 

 

Elaboration likelihood model was created by two graduate students from the Ohio State 

University called Richard Petty and John Cacioppo. The motivation behind the efforts to create 

this model was to examine why some shifts in attitude were more permanent over time while 

others were more fleeting. Petty and Cacioppo eventually came up with the elaboration 

likelihood theory that will be used on this thesis as part of the theoretical background. (Petty 

and Briñol, 2011) 

 

Elaboration likelihood model also known as ELM is a model to analyse and consumers and 

individuals' behaviour when coming across an information and the change of attitudes towards 

this information for example an advertisement. Elaboration likelihood model was firstly used 

on the field of social psychology. Elaboration likelihood model can be implemented into the 

field of marketing where it can be used to study consumers. When individual comes across a 

purchasing decision there are two ways of interpreting the situation. Using high level of 

elaboration and going in depth with the actual details of the product and the pros and cons, the 

individual is putting very much thought into the decision and therefore taking the central route 
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of decision making.  In contrast, when a consumer sees a celebrity-endorsed banner ad, she 

might not be focusing on the detailed specifications of the smartphone. Instead, her attention 

is drawn to the celebrity endorsement and the attractive design of the ad. This is an example of 

the peripheral route of decision-making, where her decision may be influenced more by 

superficial cues like the celebrity's popularity or the ad's aesthetic appeal, rather than the actual 

features of the smartphone. (Kumar, Khanna, 2022) 

 

While companies have the option of using targeted advertising that can be a very effective 

strategy to them when the already existing and collected user data is giving them an insight 

into the consumers habits. (Kircher, Foederer, 2023) Although the consumer has the choice to 

make about how they will perceive the ad that has come to their attention. On a marketing 

perspective elaboration likelihood model is being used to view how involved consumers are 

with the ad thus, by taking into account the abilities and motivations of the target audience, this 

model aims in creating a compelling message for the consumer. (Shahab, Ghazali & Mohtar, 

2021) An effective use of peripheral signals might be a deciding element in terms of advertising 

efficacy and know if consumers process an advertisement in an ad-saturated media. (Rejón-

Guardia, Martínez-López, 2014) 

 

While established what elaboration likelihood model is and how it can be used on the 

advertising and marketing field and its goal to persuasive route to connect with customer, can 

the persuasion reach the point that the advertising seems intrusive to the customers eyes. 

Consumers nowadays have been being exposed to large amounts of ads by the conventional 

media and this has made the field a very competitive thus ads largely possess a very persuasive 

style. Not only can ads make consumer feel uncomfortable about their privacy when the ad is 

seen too persuasive or intrusive, consumers also feel ads being intrusive when they ad is 

interrupting their cognitive process or task while using internet or being online. (Rejón-

Guardia, Martínez-López, 2014) 
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Figure 1. Elaboration likelihood model used for persuasive message- applied from Jack 

Westin. 

 

 

2.2 Heuristic-Systematic Model (HSM) 

 

Heuristic systematic model is possessing many same elements and theories as elaboration 

likelihood model. The reason to also add a theoretical chapter about Heuristic systematic model 

was important for this study and to understand the little differences between these models and 

thus getting thorough understanding of the subject.   

 

The Heuristic-Systematic Model (HSM) suggests that people process information in two ways: 

systematically and heuristically. Systematic processing is thorough and analytical, where we 

carefully evaluate the arguments before forming beliefs. On the other hand, heuristic 

processing is less effortful, relying on shortcuts or cues to quickly form attitudes. Unlike the 

Elaboration Likelihood Model (ELM), which considers persuasion not based on detailed 

analysis as peripheral, HSM focuses on the importance of cognitive heuristics or basic 

judgment principles in influencing how we perceive and react to these cues or signals in our 

environment. (Kim, 2013)  

 

Where the differences happen between Heuristic systematic model and Elaboration likelihood 

model comes when looking and analysing an ad. In Heuristic systematic model the customer 

may view the ad from both heuristic and systematic angles. (Kim, 2013) For example when 

two consumers are looking at an ad about hybrid car the consumer who is approaching the 

situation from the central route (ELM) is only paying a close attention to the detailed 
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information provided in the ad, such as the car's fuel efficiency, whereas the consumer who 

approaches the situation from the systematic standpoint (HSM) will pay close attention to the 

details but is also slightly influenced by heuristic cues at the same time. For instance, noticing 

the reputation of the car brand.   

 

Based on the information provided by Kim (2013), these models provide insight into the 

influence of perceived intrusiveness on consumer decision-making when applied to the context 

of targeted advertising. Consumers that use systematic processing, or the central route in 

elaboration likelihood model, for example, are more likely to view the intrusiveness of targeted 

adverts critically, which might result in more informed attitudes and increased privacy 

concerns. Heuristic processors, on the other hand, could create quick, crude reactions based on 

a general unease with targeted advertisements. 

 

2.3 Privacy Calculus Model 

 

Most people agree that having one's privacy is an essential human right. The United Nations 

expressly recognizes the "Right to privacy" as a fundamental human right in the International 

Covenant on Civil and Political Rights (ICCPR). This emphasizes how important privacy is in 

every area of life, especially online where people's personal information is a major worry. 

(Hlophe, 2023) We as a society have been moving into more connected world every year with 

the highly developed technology and globalization. Consumerism is apparent in our culture, 

and we consume more and more. (Roach, Goodwin & Nelson, 2019) With consumerism and 

developing technology, consumers have been gradually moving more into online shopping and 

therefore are vulnerable to all the ads that are displaying on their mobile devices and computers. 

(Kucuk, 2016) 

 

Not every individual knows how much information the advertisers and other media companies 

have on them and how the information about them is moving from corporation to advertisers. 

Others have better understanding about their privacy concerns and issues than other consumers, 

but there isn't that much to do to protect your privacy completely. (Graeff, Harmon, 2002) 

There are still many choices that consumers make where they can make the choice to not allow 

their information to be collected and used. (Eggers et al., 2023) 
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The privacy calculus theory, which contends that consumers make privacy decisions by 

balancing the potential benefits against the potential risks that may be generated by the 

disclosure of their personal information, has been widely used to better understand how 

consumers assess the fairness of disclosing personal information to marketers. Contrarily, even 

while consumers understand the benefits of providing said data, they are more likely to believe 

that it is unfair when privacy threats are very prominent. (Gutierrez et al., 2019) Many factors 

contribute to the decisions, whether an individual feels comfortable or wants to share their 

personal information. 

 

Perceived benefit refers to an individual's assessment of a service or product in relation to its 

competitors. People are motivated to utilize an app or service by these advantages. (Li et al., 

2022) Utilitarian and hedonistic are the two categories. Hedonistic advantages are those that 

come from taking pleasure in the service. However, utilitarian advantages are those that come 

from utilizing it, including reaching objectives or making financial savings. People may utilize 

internet services for either of these purposes, even if doing so requires disclosing personal 

information. (Plangger and Montecchi, 2020) 

 

Social norms are also a factor when it comes to sharing your personal information. To be 

accepted by your peers, friends and family is a very humane thing to feel. Then there comes 

situations where you feel like not sharing your personal data with a site or web provider, 

because you feel like it won't be socially acceptable in your social circle. The inner feeling of 

wanting to be socially accepted will change your behaviour towards the actions you do. 

Therefore, your information will not always be shared with a web provider that you think will 

not be socially acceptable. (Masur, DiFranzo and Bazarova, 2021) 

 

2.4 Synthesis of the models 

 

Combining these models allows for a more detailed understanding of consumer behaviour and 

the consumers decision making process. In the age of data-driven marketing, for example, the 

Privacy Calculus Model adds a critical level of privacy consideration, whereas elaboration 

likelihood model and heuristic systematic model offer frameworks for comprehending the 

processing of advertising information.  
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Customers can process advertisements in a central/systematic or peripheral/heuristic way, but 

their privacy calculus also plays a big role in determining whether they ultimately decide to 

interact with the promoted good or service, especially when it comes to online shopping. This 

integration implies that in order for advertising to be effective, they should not only develop 

messages that are appealing and taking into account ELM and HSM, but also appropriately 

handle privacy concerns and using the Privacy Calculus Model as a guide. 
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3. METHODOLOGY 

 

The selected methodological approach for the investigation is outlined in this section of the 

thesis. The use of a qualitative research approach is being used for its capacity to fully 

understand people's ideas and experiences. It also allows to get more detailed information from 

individuals. (Saldana, 2011, 4) This strategy fits very well with the goals of the research to 

understand consumers behaviour towards targeted advertising and their attitudes towards 

privacy issues. This section's goal is to clearly explain the data gathering and analysis 

procedure, guaranteeing the validity, reliability, and strength of the research. Qualitative 

research involves an in-depth examination of people's words and actions within their natural 

environments (Bryman, 2012). Unlike quantitative methods that focus primarily on numerical 

data, qualitative research provides richer insights into people's thoughts and feelings.  

 

Semi-structured interviews are the method used in this thesis to gather data. These interviews 

are a mix of unstructured, which are more open-ended, and structured, which have 

predetermined questions (Gill et al., 2008). This type of interview works well for this research 

because it allows the subject to freely discuss their experiences while also allowing the 

researcher to ask targeted questions based on the theory.  

 

Some of the interview questions were pre-formulated and based on the theory. The purpose of 

these inquiries was to investigate certain aspects of the theories. However, the interviews also 

provided an opportunity for additional questions and unplanned conversations. This 

adaptability enhanced the depth of the data gathered and made it easier to fully comprehend 

the participants' perspectives.  

 

To thoroughly examine the research issue, semi-structured interviewing is helpful. The 

research remains true to its original purpose while also providing opportunities for the 

discovery of new viewpoints and thoughts because the interview questions are based on the 

theory. 

 

Five Finnish university students were interviewed for the methodology part of this thesis in 

order to gain a deeper understanding of the research topic. Each interview was recorded which 

allowed for a careful study of the data. The analysis was done by looking for patterns and 

themes in the data, as Braun and Clarke (2006) suggest, and then understanding these findings 
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in relation to the existing theories and literature. Since the interviews were conducted in 

Finnish, the participants felt at ease and could communicate easily, which is crucial for getting 

real and detailed answers. Speaking with the participants in their native language not only made 

for a more natural exchange but also made it easier to record the finer details in their answers. 

This method allowed the participants to express themselves fully and freely which was essential 

in guaranteeing the validity and dependability of the data gathered. The choice of Finnish 

University students as participants was planned in advance. It was very beneficial for the study 

to have all the participants from a rather similar demographic so it could be possible to draw 

conclusions from the findings. 

 

The interviews were structured beforehand, and the interview had four different question 

groups. This made it easier to analyse the recordings afterwards. This also kept the interviews 

flowing nicely. The first four questions were designed to give insight how individuals perceive 

and handle targeted advertising. This segment also explored how individuals identify and 

interact with targeted advertising, their general attitudes towards it, and the aspects of such 

advertisements that capture their attention. The question from 5 to 7 investigated the 

individuals experience of intrusiveness in targeted advertising. These questions delved into the 

emotional response that targeted advertising, particularly feelings of intrusiveness, and how the 

content, presentation, and platform of the advertisement might influence these feelings. 

Questions 8 and 9 were made to get more information from the participants about how targeted 

ads influence the decision-making process, their experiences with targeted ads, and whether 

these experiences have affected their purchasing decisions. The last questions from 9 to 11 

focused on participants' attitudes towards online privacy, their perceptions of personal data 

usage in targeted advertising, and their ability to control their online privacy. 
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4. FINDINGS 

 

This part of the thesis presents the findings of the research that have been made. As said in the 

methodology chapter, the interview has been divided into four different categories that all serve 

a great role in this research. The chapter starts by examining how the participants process and 

react to targeted advertising, including its influence on their consumer behaviour. Second part 

explores participants feelings of intrusiveness to targeted advertising and how different aspects 

of ads such as content, style and platform contributes to these feelings. Third part investigates 

how targeted advertising experiences affect the participants purchasing decisions. The final 

part delves into the attitudes that participants have towards online privacy, the impact they can 

have on their privacy protection, and feelings about the use of personal data in targeted 

advertising.  

 

4.1 Perception and Handling of Targeted Advertising 

 

All the participants answered to the same questions that were about how they perceive targeted 

advertising, how they know an ad is targeted to them and what kind of targeted advertising will 

catch their eye. They also provided information about how they think universal trends and 

external factors will influence their consumer behaviour. 

 

Perceptions on Targeted Advertising 

 

All of the participants were able to explain how they can detect if a certain ad is targeted to 

them or if the advert is generally shown to everybody.  Participants 3 and 4 had more surface 

level of understanding towards how they know when ad is targeted to them. They all 

communicated clearly that they are very certain about how the social media algorithm can 

target ads to their interests surprisingly well based on their behaviour on the social media 

platforms. Participant number 2 provided more detailed information about targeted advertising 

by stating the following: 

 

"When I see ads on social media about things I've talked about or googled, I 

realize the ad is targeted at me. I'm also aware that there is probably some kind 

of data profile about me that advertisers use to target ads at me." 
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Participants 1 and 5 also stated more precise statements about their knowledge of targeted 

advertising and how they can detect it from the other ads but did not go so deeply into it as 

the participant 2 went.  

 

Attitudes towards targeted advertising 

 

When participants were asked about their attitudes towards targeted advertising their responses 

varied in some degree. None of the participants had very definitive answers about the topic. 

All of them very aware that it is happening, and they felt like they have accepted it as part of 

the advertising experience. This can be seen from what participant 4 said: 

 

“Nowadays targeted advertising is part of the experience when 

using the internet and social media. I don’t have any strong 

negative or positive feelings about it. Of course, there have been 

instances where it was not so great. 

 

Participant 3 expressed some frustration with targeted ads that were irrelevant to his interests. 

He recalled instances where the ads seemed to miss the mark, leading to a sense of intrusion 

without any benefit. Stating the following: 

 

“If I clearly recognize ads for something I've searched for online, 

especially when I had no intention of buying anything, and then I 

open a social media channel and it's full of ads about what I've been 

searching for, it’s a bit annoying." 

 

On the other hand, Participant 2 shared a contrasting experience. He found pleasure in instances 

where targeted ads were highly relevant and convenient, enhancing his online experience. 

These convenient ads often matched his immediate needs or interests, creating a sense of 

usefulness in the targeted advertising approach. It can see from this statement:  

 

“I sometimes find pleasure when a targeted ad accurately captures 

both my interests and needs” 
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These were the most radical feelings that were said in these interviews. There were not too 

radical opinions about targeted advertising. 

 

Consumers focus on targeted advertising 

 

The participants were asked about how social trends have or can change their behaviour as a 

consumer. This gives great insight into the participants behaviour about how much they let 

external factors influence their consumer behaviour. As said by Kumar and Khan (2023), an 

individual who is more likely to be affected by external factors often uses peripheral route of 

decision making. The participants 3, 4 and 5 stated in the interview that they don’t let external 

factors influence their behaviour at all. They were very focused on the details of the ad, such 

as the price of the product and whether the advertiser is a legit seller. Participant 4 had the most 

extreme answer to this subject, stating that: 

 

“I'm really not affect by any external factor when considering if the 

ad is relevant for me or if the targeted ad has some celebrity 

endorsing the product, that doesn’t really influence my behaviour” 

 

Participants number 1 and 2 were on the same page as the other participants when it came to 

looking at the details of the product such as the cost and the advertiser, and that those are 

important factors. Although they did not rule out the possibility that subconsciously the social 

trends are affecting their behaviour probably every day, but also said that they don’t 

consciously try to follow the social trends. Participant number 2 put it well together by saying: 

“I'm very aware of the fact that the external factors such as social 

trends affect my behaviour subconsciously, but I don't consciously 

try to build my behaviour around the social trends or feel the need 

to fit in” 

 

When coming across a targeted ad, the participants stated different aspects that firstly caught 

their eye. As stated above, all of the participants said that they are not affected by external 

factors that much when examining a targeted ad that has come to their attention. The same 

trend continued when figuring out what are the things that steals the participants attention. 
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Participants 2 and 5 had similar views when it came to examining these targeted ads. Both 

stated very strongly that usually the very first thing they notice on a targeted ad is who the 

advertiser is, and is the brand already known to the participant. Especially to participant number 

5 it was crucial that the brand would already be familiar for the participant to give the ad more 

attention:  

 

"At first in targeted advertising, I pay attention to whether the 

advertiser or brand is already familiar to me. I can't see myself 

buying or even clicking on a targeted ad if it's not from an 

advertiser or brand that I already know." 

 

Participants 1, 3 and 4 had the same kind of feelings on what they pay attention to in targeted 

ads. The main things that these participants pay attention to, is the price and how well does the 

targeted ad blend into their social media feed. Whereas participants 3 and 4 were more 

concerned about the price of the product, participant 2 was more critical about how well the 

targeted ad blended into the surroundings of the internet page or social media feed. Participant 

stated it by saying: 

 

"If the ad is well integrated into the rest of the content, I'm much 

more likely to click on it. I easily get annoyed if the ad is too 

prominent or doesn't fit in with the other elements of the page." 

4.2 Experience of Intrusiveness in Targeted Advertising 

 

The participants had been asked questions about the aspects on targeted advertising that can be 

seen as intrusive, and could the content of the ad contribute to these intrusive feelings.  

 

Experience with targeted ads and the possibility of intrusiveness 

 

All of the participants said that they don’t feel that targeted ads have ever felt too intrusive or 

caused them to have discomfortable feelings. Nonetheless all of the participants stated some 

kind of intrusive feelings with targeted ads. But this certainly was not a reoccurring feeling 

amongst the participants. Participants 1, 2 and 3 stated in the interview that sometimes they 
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have been baffled by the accuracy of the targeted ads but still the accuracy of these ads did not 

make them feel like the ads were too intrusive. Participants 2 stated the following: 

 

"I don't find targeted advertising too intrusive; instead, I sometimes 

take it with humour, considering how accurate some ads can be." 

 

Participants 4 and 5 stated that they can sometimes feel that targeted ads can be a little intrusive 

when the advertising is too overwhelming and the whole social media feed is filled with 

products and brands that you once searched on the internet. These participants also stated that 

this does not happen so often, and the feeling is not so heavy that it can affect their perception 

of the product or brand. Participant 4 described this by saying: 

 

"However, if my entire social media feed is filled with the same ads 

for a product I once googled, then I do find it intrusive, and it could 

evoke a negative feeling for a while." 

 

Impact of content and presentation style on perceived intrusiveness of advertising 

 

When it came to examining the level of intrusiveness that targeted advertising can cause, and 

what characteristics does these ads possess that make them feel too intrusive to the consumer, 

all of the participants stated some instances where they can see targeted ads feeling too 

intrusive, whether it being the content or the platform where they encountered the ad. All of 

the participants agreed that one aspect that can make the targeted ad feel very intrusive is where 

they encountered the ad. Every one of the participants were very comfortable to come across 

targeted advertising on the internet or in social media.  The thing that makes them feel intrusive 

is if the ads are appearing into your email message box. As stated by participant 1:  

 

"I usually don't find targeted advertising intrusive when I see it on 

social media, but if I receive a targeted ad in my email, I find it 

really intrusive." 

 

Participants 2 and 3 stated that it matters what kind of content the targeted ad beholds, if it feels 

intrusive to them. The main thing was the quality of the content. The participants felt a little 
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harassed when the quality of the content was not on a level, they would like it to be, and this 

could sometimes make them feel that an ad was intrusive. Participant 2 stated this by saying: 

“I also find an ad more intrusive if the targeted advertisement 

comes from a less reputable advertiser, promoting low-quality 

products." 

 

Participant 2 went on to talk about how it’s a little different when the targeted ad comes to your 

attention from a reliable and already known advertiser compered to it coming from advertiser 

that is unknown and the ads production looks cheap. The participant went ahead and elaborated 

this statement little more by saying:  

 

“I feel like it makes the ad feel much more intrusive if the advertiser 

looks cheap and I don’t know who really is behind the ad and this 

is also because I don’t feel comfortable that my information is being 

used by these not so reliable and unknown advertisers. The product 

could be the same but if the advertiser is not known and the ad is 

badly produced, I will not be engaging with it” 

 

4.3 Targeted advertising’s influence on decision making processes 

 

In this part the participants answered questions about their decision-making process when it 

comes to targeted advertising and what things may influence positively or negatively to their 

decision making. This part also provides a comparison between targeted advertising and regular 

advertising and does these two marketing strategies have differences when it comes to the 

consumer making decision. 

 

Impact of targeted advertising on purchase decisions 

 

All in all, the information provided from the participants did not indicate that negative 

interactions with targeted advertising would have changed the participants mind completely. 

There were many subtle interactions with targeted advertising that changed their mood a little 

bit. Participants 1, 2 and 5 were talking in the interview that they have encountered bad targeted 

advertising in their future but usually the ads have shown product that they were not interested 

in the first place. Participants 5 stated this by saying: 
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“I have seen bad targeted ads and I have had some not so good 

experiences with them, but usually when the experience has been a 

little unpleasant the products have not been anything that I would 

have liked anyways.” 

 

However, there were interesting findings in this topic as well. It seemed like the participants 

interest in the product and the participants feelings about the targeted ad went hand in hand. As 

the participants 1,2 and 5 said, they don’t believe that if they were already interested in a 

product or were thinking about buying one, a bad experience with targeted ad could change 

their mind. Participant 1 said that: 

 

"If I needed or wanted a product and received poor targeted 

advertising for it, I don't believe it would negatively impact my 

decision to purchase." 

 

The participant 1 and also 2 also stated that bad experiences with targeted ad will most likely 

not change their purchasing decisions if they have already acquired the interest to buy a 

product. Although both of these participants stated that there could be a possibility that they 

would buy the same product from someone else if the experience with a targeted ad would have 

been very unpleasant. The statement by participant 1 stated that: 

 

“If I come across an ad for a product that interests me, but the ad 

is really poorly executed, I might look for the product from another 

seller." 

 

A final finding from this section of the interview was that all participants identified themselves 

as non-impulsive buyers, indicating a more deliberate approach to their purchasing decisions. 

This also indicates that the participants are not using the peripheral route in decision making, 

but instead using the central route that requires more thinking and going into the details of the 

targeted ad. (Kumar, Khanna, 2022) This will be examined in a more detailed way on the 

discussion chapter.  

 

Targeted ads influence on capturing attention versus regular ad 
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The characteristics of both targeted and regular ads were perceived by participants as having 

both positive and negative influences. The answers were quite divided between the participants. 

The participants that saw that targeted advertising may influence their purchasing decision 

more positively than regular ad were participants 2, 3 and 5. The positive thing that all of these 

three mentioned was that the targeted advertising can give them much more intriguing ad that 

will benefit them more than a regular ad. This can be seen on a comment that participant 2 said: 

 

“I often see an ad that is targeted to me, and I can quite well detect 

that it is targeted directly to me for example when I have visited a 

record stores website and then Instagram gives you an ad that is 

advertising a sale on a record store in the future. These kinds of ads 

caught my eye and rarely I come across ads like these in a 

television.” 

 

Participants 1 and 4 shared a different kind of view compered to participants 2, 3 and 5. They 

really appreciated the feeling of finding a suitable ad for your own needs for example from a 

magazine ore television. Participant 1 went as far as saying:  

 

"If I'm browsing through an advertising magazine and find an 

interesting ad for a product I want, I am more likely to buy it 

through that than if it were a targeted ad aimed directly at me." 

 

4.4 Privacy Concerns and Ethical Considerations 

 

This part of the findings section is about participants views on their privacy on the internet and 

the ethical issues that may arise. It also delves into the topic of protecting one's data when using 

internet and how the participants perceive these protections strategies. 

 

Attitudes Toward Online Privacy Protection 

 

The attitude towards data privacy amongst the participants was quite loose. Participants 3, 4, 

and 5 all said that they are very ignorant when it comes to data privacy, and they will always 

accept the cookies on a website without much hesitation. The participants 1 and 2 also said that 
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they have a very lax attitude towards data privacy. Although they both use some thinking before 

accepting cookies. Participant 2 stated that: 

 

“I always accept the cookies but ones in a while I think about the 

consequences that this may cause and how much information I'm 

putting out there by allowing this.” 

 

The participants attitude towards their data privacy was also reflecting when asked about how 

they feel when advertisers use their personal information to gain advantage on the advertising 

market. Participants 1, 2 and 4 were well aware that their personal information is not anymore 

in their control if they choose to use internet and applications. Therefore, they don’t feel its 

morally or ethically wrong to use their information on advertising. This can be seen from 

statement that participant 4 provided in the interview: 

 

"I don't see much wrong with it, and it's not ethically so bad. When 

you start using the internet and apps, you accept the terms that your 

information will likely be used. It's the price you have to pay if you 

want to use the internet." 

 

Participants 3 and 5 did not share quite so relaxing attitudes towards their personal data being 

used for advertising. Although they understood that you can't really use internet or applications 

without giving nothing away. Participant 5 stated the following: 

 

“It's very obvious that your personal information will be used for 

advertising purposes when you start to use internet and 

applications and your information is being submitted to these pages 

and I'm okay with it. The only ethical issue is that the companies 

are making probably millions using our information and they are 

still not so transparent about it.”  

 

 

 

Protection of one's private data on the internet 
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All of the participants shared the same views on this question. They thought that to some degree 

you can protect your personal information and there are tools that can help you. But in the end, 

there is only so much you can do if you still want to use internet and applications. Participant 

3 put it well together in the interview by stating: 

 

“Well, there is some tools like incognito mode, vpn and ad blockers 

but in the end, we can't really know how much information we are 

leaking into the internet and how much the internet already knows.” 

 

Participant 2 talked about the differences between different kinds of personal information. It is 

different to put your email to an unknown website compared to your social security number. 

This was seen as a way to control your information at a certain degree so you can still keep 

your most private information hidden and be able to enjoy internet and applications. 
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5. DISCUSSION 

 

This part of the thesis provides information and answers to the research questions that have 

been stated earlier in this paper. In this section the theoretical framework and past literature are 

compared to the findings from the empirical study. The objective is to find answers to the main 

research question. The two sub research questions are also being answered for the benefit to 

get answers for the main research question that is: 

 

Q1: What is the impact of perceived intrusiveness in targeted advertising on consumer 

decision-making processes and how does this affect their privacy concerns in the digital age? 

 

Interpreting the Findings in the Context of Theoretical Framework  

 

The findings demonstrate that consumers are often able to recognize when an ad is targeted 

towards them, suggesting a level of engagement and cognitive processing consistent with the 

central route of ELM and systematic processing of HSM. Participants' focus on specific 

attributes of the ads, such as who the advertiser is and the product's price, aligns with the 

systematic processing of HSM, where consumers engage more deeply with the content and 

context of the advertisement. There were much fewer signs of peripheral route of decision 

making. All of the participants were very self-aware of the ads they are receiving and pay 

attention to the details of the ad and the product.  

 

When we look at how the participants don't worry much about data privacy and are okay with 

accepting cookies, the Privacy Calculus Model helps explain this. This idea means that people 

think about what they give up (their privacy) and what they get (personalized ads and easy use) 

and decide it's a fair trade. Also, many participants understand and are okay with the fact that 

their data is used for ads. This shows they understand that in today’s online world they have to 

share some personal info to enjoy the benefits of websites and apps.  

 

The second research question dives more into the behavioural aspect and how does consumers 

perceive these targeted ads and does the targeted ads seems intrusive to them. The second sub 

research therefore is: 

 



  31 

 

   

 

Q2: How do individual differences in processing targeted advertising mediate the relationship 

between perceived intrusiveness of such ads and consumer decision-making behaviour? 

 

To open up this question more to the readers it means that in what ways do people process 

targeted advertising (ELM and HSM) and how do these different processing methods affect 

how they experience the intrusiveness of the targeted advertisement and does this affect their 

purchasing decisions.  

 

Individual Differences in Processing Targeted Advertising  

 

Participants demonstrated different levels of awareness in detecting targeted advertising. Some 

participants could clearly recognize when an ad was targeted, indicating a higher level of media 

awareness. Attitudes also varied, with some participants expressing neutrality or acceptance, 

while others showed annoyance or pleasure, depending on the relevance and perceived benefit 

of the ads. These attitudes are important in determining how individuals process the 

information presented in the ads. Many participants focused on specific aspects of the ads, such 

as the price and legitimacy of the advertiser, showing a more analytical or central route to 

processing (ELM). Others may be influenced more by the ad's superficial aspects, indicating a 

peripheral route of processing.  

  

Perceived Intrusiveness and Its Mediation  

 

The perceived intrusiveness of targeted ads varied depending on the context whether the 

participant saw the ad on social media or received an email ad and the content quality also 

played a role. Ads perceived as low-quality or out of context like in emails were more likely to 

be seen as intrusive. Participants who were more analytical in their approach to ads (central 

route processors) did not find the ads too intrusive, even if they were aware of their targeted 

nature. In contrast, those who might process ads more superficially (peripheral route 

processors) could perceive a greater level of intrusiveness due to a lack of engagement with 

the content. Although all the participants carefully looked at the ads in detail, showing that they 

were using the central route for making decisions. 

 

Influence on Consumer Decision-Making  
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While some participants indicated that intrusiveness could affect their perception of a brand or 

product, it did not significantly alter their purchasing decisions, especially if they were already 

interested in the product. The majority of participants described themselves as non-impulsive 

buyers, suggesting a more deliberate decision-making process. This implies that even if they 

found ads to be intrusive, this did not necessarily translate into impulsive rejection or 

acceptance of the product. Some participants found targeted ads more beneficial than regular 

ads, while others preferred discovering products through non-targeted ads. This preference can 

also influence how they process ads and make purchasing decisions. 

 

The relationship between how individuals process targeted advertising, and their decision-

making behaviour is complex and affected by several factors, including individual awareness, 

attitudes towards targeted ads, perceived intrusiveness, and the context of the ads. While 

perceived intrusiveness due to targeted advertising can influence attitudes towards brands and 

products, it does not necessarily lead to a notable change in purchasing decisions, especially 

among those who are non-impulsive buyers and process advertising content more analytically 

and therefore use the central route of decision making. 

 

The final and second sub research question was selected to examine the consumers' feelings 

about their data privacy when encountering intrusive targeted advertising and therefore the 

research question is stated as follows: 

 

Q3: How do consumers' feel about their data privacy when coming across intrusive targeted 

advertising? 

 

Awareness and Acceptance of Data Use 

 

Participants were aware that their data is being used for targeted advertising. Most of the 

Participants understand that using the internet and apps comes with the trade-off of having their 

personal information used for advertising. They do not find it morally or ethically problematic, 

suggesting an acceptance of this as a norm in the digital age. Some participants, occasionally 

reflect on the consequences of accepting cookies and the amount of personal information they 

are sharing. This indicates a level of awareness about data privacy issues, but not necessarily a 

proactive approach to data protection.  
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Privacy Protection Strategies 

 

Participants acknowledge that while there are tools to protect privacy like incognito mode, 

VPNs, and ad blockers, there is a limit to how much they can control their data leakage on the 

internet. This indicates an awareness of privacy protection measures, but also a resignation to 

the fact that complete privacy is challenging to achieve in the digital world. In summary, while 

consumers show varying levels of awareness and concern about their data privacy, there is a 

general trend of acceptance or resignation towards the use of personal data in targeted 

advertising. This acceptance is often tempered by a recognition of the inevitability of data use 

in the digital age, even if there are concerns about ethical practices and transparency. 

 

Participants about data privacy when coming across intrusive ads 

 

While consumers show varying levels of awareness and concern about their data privacy, there 

is a general trend of acceptance or resignation towards the use of personal data in targeted 

advertising. Although there are worries about moral values and transparency, this acceptance 

is typically motivated by the realization that data use in the digital age is inevitable. 

 

 

5.1 Limitations and further research 

 

This study, while offering valuable insights into consumer attitudes towards targeted 

advertising and privacy, has notable limitations that suggest areas for further research. 

Conducted as qualitative research with a small sample size of five Finnish university students, 

the study provides in-depth perspectives but lacks a broad generalizability. The participants, 

chosen for their similar backgrounds and demographics, may not represent the diversity of 

opinions and experiences present in a much bigger population.  

 

Further research could benefit from expanding the sample size and incorporating a more 

diverse demographic to capture a wider range of perspectives. Applying a quantitative methods 

alongside qualitative interviews would provide a more comprehensive view and enable larger 

generalizations. By exploring these areas, future research can build upon this study's findings 

and contribute to a more detailed understanding of consumer behaviour in the digital age. 
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7. CONCLUSION 

 

This thesis looked into the complex relationship between consumers and targeted ads. It 

focused on how people view and think about these ads, and how the ads affect their choices 

and thoughts about privacy. The study was based on detailed interviews with Finnish university 

students, which gave deep and detailed information about how consumers feel and act. 

Participants demonstrated varied levels of awareness and attitudes towards targeted ads, from 

acceptance to annoyance. The range of responses highlights how carefully customers engage 

with digital advertising. The findings suggest that while participants were aware of the 

targeting in ads, this did not significantly change their decision-making. Most participants 

followed a not so impulsive, detailed-oriented approach, focusing on ad details like price and 

legitimacy, rather than being swayed by mere targeting, indicating a clearly that the participants 

used elaboration likelihood models central route of decision making. 

 

While some instances of perceived intrusiveness were noted, particularly in contexts like email 

ads, this feeling was not dominant. Participants’ reactions to intrusiveness varied, depending 

on their level of engagement and understanding of the ads. In the end the participants did not 

feel that perceived intrusiveness could dramatically change their purchasing decision. 

 

When looking at the privacy and ethical part of the research it revealed a general trend of 

acceptance towards the use of personal data in targeted advertising. Despite concerns about 

privacy and ethics, there was an acknowledgment that disclosing personal information is 

inevitable if you want to enjoy and use the digital world. 
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Appendices 

 

Appendix 1: Interview questions 

1. How do you recognize targeted advertising, and what do you consider to be targeted 

advertising?" 

2. "What is your attitude towards targeted advertising?" 

3. "How much do you feel societal trends influence you as a consumer?" 

4. "What do you pay attention to in targeted advertisements?" 

5. "Describe the feeling that targeted advertising evokes in you. Do you often find it 

intrusive?" 

6. "Does the content of the advertising affect whether you find it intrusive? For example, 

do the advertised products or services influence your feeling of intrusiveness?" 

7. "Does the presentation method or platform (e.g., social media, email) of the advertising 

affect whether you find it intrusive?" 

8. "Have you ever had a bad experience with targeted advertising, and has this influenced 

your purchasing decision?" 

9. "Do you believe that targeted advertising catches your interest more than other types of 

ads?" 

10. "How do you feel about your privacy protection when using the internet?" 

11. "Do you believe that your choices can influence your privacy protection on the 

internet?" 

12. "How do you feel about the use of your personal data in targeted advertising?" 

 


	1. INTRODUCTION
	1.1 Previous research
	1.2 Research questions & objectives
	1.3 Research methodology & delimitations
	1.4 Structure of the research

	2. THEORETICAL FRAMEWORK
	2.1 Elaboration Likelihood Model (ELM)
	2.2 Heuristic-Systematic Model (HSM)
	2.3 Privacy Calculus Model
	2.4 Synthesis of the models

	3. METHODOLOGY
	4. FINDINGS
	4.1 Perception and Handling of Targeted Advertising
	4.2 Experience of Intrusiveness in Targeted Advertising
	4.3 Targeted advertising’s influence on decision making processes
	4.4 Privacy Concerns and Ethical Considerations

	5. DISCUSSION
	5.1 Limitations and further research

	7. CONCLUSION

