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This research explores the impact of hyperlocal marketing on the intention of consumers to 

purchase products/services through the lens of perceived relevance, convenience, and 

personalization. A quantitative cross-sectional survey with 89 participants was conducted, and 

the collected data was analyzed with the help of multiple linear regression. 

According to the results of the analysis, the perceived personalization and relevance have a 

significant positive impact on purchase intention. Perceived convenience also has a positive 

impact, although not as high as perceived personalization and relevance. 

The research reveals that consumers react more positively to hyperlocal marketing if 

advertisements are personalized and relevant to their needs. 
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1.​ Introduction  

Recently, the rapid advancement in digital technology has caused certain alterations to the 

way in which businesses communicate with their customers. Digital marketing approaches 

serve as complementary communication approaches to conventional methods such as 

television advertisements, print and out-of-home advertisements. Additionally, mobile 

marketing continues to gain popularity due to the increasing accuracy in reaching customers 

and performance measurements. Given that the widespread use of smartphones, along with 

social media networks and geolocation systems, it has become easy not only to reach out to 

people at the right time, but also in the right place. (Bernritter, Ketelaar & Sotgiu, 2021). 

One phenomenon worth noting in this field is hyperlocal marketing. According to Bernritter, 

Ketelaar and Sotgiu (2021), hyperlocal marketing refers to marketing at a very granular level 

where advertisements are delivered to a particular geographic location through GPS, Wi-Fi, or 

even through cell towers. In conventional digital marketing approaches, audience 

segmentation has involved dividing people into various categories on the basis of 

demographic characteristics and behavior Shieh, Xu & Ling (2019). However, hyperlocal 

marketing involves the integration of geographical specificity with personalization. There are 

some kinds of hyperlocal marketing, for instance, food delivery apps like Wolt and Foodora, 

which provide personalized discounts to their customers (Bernritter, Ketelaar & Sotgiu, 2021) 

Moreover, geo-targeted ads can be seen on social media sites like Instagram and Facebook 

(Shieh, Xu & Ling, 2019). 

The consumers are already used to proximity search terms such as "restaurants near me" or 

"nearby coffee shops," indicating a general trend towards the shift towards convenience-based 

consumer purchase behavior (Le, 2024). Such trends give a strong commercial basis for 

adopting hyperlocal marketing. According to previous research within digital marketing, 

personalized and contextual advertisements improve consumer attitudes and purchase 

intention (Zhu et al. 2017; Kurtz, Wirtz & Langer 2021). Therefore, hyperlocal marketing 

represents a promising approach for enhancing the relevance and effectiveness of digital 

marketing communications. 

Hyperlocal marketing has found much use in business applications but is rather underexplored 

by the academic community from the perspective of consumer perceptions and behaviors.  
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While there has been extensive research on location-based advertising and mobile marketing, 

there is relatively little literature on the perceptual determinants of hyperlocal marketing and 

its impact on consumer purchase intent (Bernritter, Ketelaar & Sotgiu, 2021). In particular, 

the potential role of perceived relevance, perceived convenience, and perceived 

personalization as mediators of hyperlocal marketing effect on purchase intentions has not yet 

been explored. 

1.1​ Research Objective and Research Questions  

The purpose of this thesis is to analyze how hyperlocal marketing is perceived by consumers 

and how it affects consumer's purchase intention. Perception is studied through aspects of 

relevance, convenience, and personalization. 

The main research questions posed by this study is: 

How does hyperlocal marketing influence consumer purchase intention? 

There are various advantages associated with hyperlocal marketing for companies and 

consumers. Through the provision of targeted advertisements in light of consumers' 

geographical locations, businesses can deliver information that is pertinent to consumers. 

Additionally, hyperlocal marketing has the capacity to provide consumers with convenient 

access to products and services near their geographical locations without the need for 

additional search efforts. It is worth mentioning that the usage of location-based data 

facilitates an increased level of personalization in marketing messages. Based on previous 

literature, this research aims to analyze consumer perception regarding the essential elements 

of hyperlocal marketing such as perceived relevance, perceived convenience, and perceived 

personalization, which affect consumer purchase intention. (Bernritter, Ketelaar & Sotgiu, 

2021). 

To address this main question in a structured and empirically testable manner, the following 

sub-research questions (SRQs) are proposed, 

1.​ SRQ: How does the perceived relevance of hyperlocal marketing influence consumer 

purchase intention? 

 

 
 7  
 



 
   
 
2.​ SRQ: How does the perceived convenience of nearby promotions influence consumer 

purchase intention? 

 

3.​ SRQ: How does perceived personalization in location-based marketing influence 

consumer purchase intention? 

  

The sub-research questions are about a particular perceptual dimension of hyperlocal 

marketing, which include relevance, convenience, and personalization (Bernritter, Ketelaar & 

Sotgiu, 2021). By addressing each sub-question in isolation, the research breaks down the 

concept of hyperlocal marketing into measurable constructs. Through the use of the 

sub-questions, the research is able to understand how consumer perception affects purchasing 

intentions. 

1.2​ Research Approach and Scope  

In particular, this study adopted a quantitative approach in accordance with the positivist 

research paradigm. Data collection was performed via an online cross-sectional survey. The 

final sample size consisted of 89 valid respondents aged 18 years and above who used social 

media and location-based apps at least once a week. The collected data were analysed with 

the use of the IBM SPSS Statistics package of statistical tools for descriptive analysis, 

reliability analysis, Pearson correlation analysis, and multiple linear regression analysis. 

The scope of this research was confined to the investigation of consumers' attitudes to 

hyperlocal marketing and their purchase intentions. The target population comprised adults 

aged 18 years and above who were users of social media or location-based apps at least once 

a week, irrespective of their gender, residency country, occupation or educational level. There 

were no further restrictions applied to respondents' demographic profile. This research did 

not conduct any comparisons across various digital platforms, product categories, industries, 

and types of companies, as the purpose of the research was to find out general patterns in 

consumers' attitude towards hyperlocal marketing. 
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1.3​ Structure of the Thesis  

Chapter 1 serves to introduce the study. This chapter gives the background and rationale 

behind the research, highlights the gap in the current literature, and articulates the research 

objectives and research questions. In addition, it explains the research approach and scope. 

Chapter 2 gives an overview of the theoretical background for the study. First, the notion of 

hyperlocal marketing is situated within the domain of digital marketing and personalization. 

Next, there is a discussion of the concept of hyperlocal marketing and a discussion on 

consumer behavior in a digital environment in terms of Technology Acceptance Model and 

Theory of Planned Behavior. Three hypotheses, one for each consumer perception construct, 

are formulated and the theoretical model is presented. 

Chapter 3 gives an overview of the research methodology. It gives the explanation of the 

research philosophy and approach, data collection process, sample description, survey 

instruments and scales, data analysis procedure. The chapter ends with the discussion of the 

limitations of the study. 

The results of the empirical study are presented in Chapter 4, which starts with sample 

description, followed by reliability analysis, descriptive statistics, correlation analysis, and 

finally regression analysis and hypothesis testing. 

Chapter 5 reviews the findings in light of the theory and empirical literature review. 

Hypotheses are reviewed one by one, followed by an overview and practical conclusions for 

marketers. 

Conclusion is provided in Chapter 6. Here the findings are summarized, and limitations of the 

study are acknowledged, suggestions are made for further research, and the thesis ends with a 

conclusion. 
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2.​ Theoretical Background 

This chapter discusses the theoretical background of the study. It is presented in the form of a 

funnel, whereby the discussion moves from the wide context of digital marketing and 

personalization, to the main concept of hyperlocal marketing, to consumer behavior in the 

digital realm, and then to the specific constructs that are expected to influence consumer 

purchase intentions. Each construct is explained in light of the relevant theoretical 

background and how it can influence purchase intention. 

2.1 The Evolution of Hyperlocal Marketing 

"Digital marketing" is a term meaning the usage of Internet connected technologies for goods 

and services promotion to their customers in a targeted and interactive manner (Shah et al. 

2023). Unlike the concept of traditional mass media advertising, which is based on 

broadcasted messages to all customers simultaneously, digital marketing implies that the 

message can be customized according to specific consumer behavior, demographics, and 

circumstances. (Shah, Ramay & Zia-ur-Rehman, 2023). One of the reasons for this transition 

from a general to a personal type of advertisement is the widespread adoption of mobile 

devices and social media as means of communication (Shah, Ramay & Zia-ur-Rehman, 

2023). 

Personalization, or tailoring of marketing messages depending on customer characteristics and 

context, is perceived as a key factor enabling added value in terms of digital marketing 

operations (Jabeen et al., 2024). Personalized ads demonstrate better customer engagement 

and brand attitudes than those lacking such individualization of messages (Zhu et al. 2017). 

Mobile advertising specifically implies personalized approaches to message tailoring, which 

are known as location-aware personalizations since such customization is realized through 

providing customers with context-dependent messages, namely ads, delivered to current 

smartphone location (Bernritter et al. 2021). 

Hyperlocal marketing refers to an advanced form of location-based marketing where 

advertising efforts target consumers living close to each other geographically, generally 

within the radius of hundreds of meters to thousands of meters from the business location 

(Bernritter et al. 2021). The major distinguishing feature of hyperlocal marketing is the 

implementation of geographically based advertising along with personalized advertisement 
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using various digital channels such as mobile apps, social media marketing, and SEO. The 

technologies used to implement hyperlocal marketing strategies include GPS tracking, Wi-Fi, 

Bluetooth, and mobile network (Shieh, Xu & Ling, 2019). 

Some important elements have aided businesses to adopt hyperlocal marketing strategies. The 

advancement of technology has made it easier to conduct location-sensing activities alongside 

the process of analysis to deliver contextual ads (Kurtz et al. 2021). Besides, some factors 

related to customers have played a key role in helping hyperlocal marketing to become a trend 

among companies today. Generally, customers prefer to look for local goods using their 

mobile devices, searching for the goods around them (Shieh, Xu & Ling, 2019). From this, 

one can observe that customers require convenience when accessing their required product. 

Some examples of the platforms employing hyperlocal marketing include Wolt, Foodora, 

Uber, and Google maps. 

When talking about academic discussions concerning hyperlocal marketing, one can state that 

they have taken place only within the studies on location-based ads and mobile marketing 

(Bernritter, Ketelaar & Sotgiu, 2021; Kurtz, Wirtz & Langer, 2021). Thus, Zhu et al. (2017) 

claim that there is an important influence of the contents of location-based ads on the 

intentions of consumers to visit stores in relation to such variables as relevancy, 

informativeness, and entertainment value of the ads. Additionally, Bernritter et al. (2021) 

showed that behaviorally targeted location-based mobile advertisements produced greater 

attitude and purchase intentions than non-targeted ones. 

2.2 Consumer Behaviour in Digital Contexts 

Consumer behavior can be described as the process through which consumers detect their 

requirements, acquire relevant information, evaluate alternative products, make choices, and 

subsequently appraise themselves on post-purchase satisfaction levels (Yadav, B.K. et al., 

2024). In digital environments, however, these behavioral processes are driven by an 

expanded range of information sources, comprising online reviews, search engines, social 

media, and electronic advertisements (Yadav, B.K. et al., 2024). 

A discussion of consumer behavior cannot take place without mentioning two models that 

bear particular significance in this research. First, the Technology Acceptance Model, or 

TAM, introduced by Davis in 1989, suggests that perception of usefulness and perception of 
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ease of use are the key determinants of information technology acceptance. As applied to 

consumer behavior studies, constructs derived from TAM, like perception of relevance and 

convenience, may provide explanations regarding consumers' reaction to digital 

advertisements (Kurtz et al. 2021). Second, the Theory of Planned Behavior (TPB) developed 

by Ajzen in 1991 states that intentions to engage in certain behaviors depend on attitude, 

subjective norm, and perception of behavior control. Applied to mobile and geolocation-based 

advertising, TPB allows explaining the link between perceptions of advertisement relevance 

and personalization and purchase intentions (Ahmed & Rashid, 2023). 

The aspect of convenience has become a highly important influencing factor on consumer 

behavior in cyberspace (Le, 2024). The availability of goods and services from the immediate 

vicinity, made possible through location technology, has the direct potential to satisfy 

consumer preferences for convenience and speed (Le, 2024). This implies that proximity 

promotions will significantly influence purchase intentions if they seem to reduce search 

effort. 

2.3 Mechanisms Linking Hyperlocal Marketing to Purchase Intention 

The following paragraphs will explore the three primary factors through which hyperlocal 

marketing could affect consumers’ purchase intentions. These include the perception of 

relevance, convenience, and personalization, which constitute the major aspects of hyperlocal 

marketing experiences from the consumers’ perspective. Each of these constructs will be 

introduced theoretically and its relationship with consumer purchase intentions examined in 

light of current literature. A hypothesis is then formulated for each of the constructs with 

regards to their effect on purchase intentions.  

2.3.1 Perceived Relevance 

Relevance perception is defined as the level at which the consumer feels that the advert is 

relevant to his/her needs, interests or the present situation (Zhu et al. 2017). In relation to the 

local marketing approach, relevance is increased by virtue of the preciseness of the targeting – 

if the advert concerns a restaurant near the consumer, then, by definition, the advert is 

relevant to the consumer's context (Zhu et al., 2017; Bernritter, Ketelaar & Sotgiu, 2021). 

According to Zhu et al. (2017), relevance played a significant role in predicting consumer 

patronage intention for location-based advertising. It means that relevant advertisements are 
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more successful in inspiring consumers’ reactions that can eventually result in increased 

purchasing intentions. According to Bernritter et al. (2021), relevance perceptions play a 

mediating role between behavioral targeting and purchase intent. Based on this information, 

the following hypothesis is formulated: 

H1: Perceived relevance of hyperlocal marketing is positively associated with 

consumer purchase intention. 

2.3.2 Perceived Convenience 

Convenience perception is defined as the level of convenience that a consumer perceives 

hyperlocal marketing offers in reducing the amount of effort needed to locate and procure 

nearby products or services (Le, 2024). Convenience has already been established in mobile 

marketing studies as an important factor that influences consumer behavior and consumer 

attitude positively (Shieh, Xu & Ling, 2019). Through location-based advertisements where 

the user is guided towards nearby businesses, the effort involved in the search process and the 

ability to take action becomes easy for the consumer. The following hypothesis is based on 

the Technology Acceptance Model (Davis, 1989) and earlier research which suggests that 

convenience has a positive effect on consumer reactions to mobile and location-based 

marketing campaigns (Shieh, Xu & Ling, 2019). 

H2: Perceived convenience of hyperlocal marketing is positively associated with 

consumer purchase intention. 

2.3.3 Perceived Personalisation 

Personalization, as perceived by consumers, is the impression that the marketing content used 

is designed for the specific consumer according to their preferences, circumstances, and 

personality (Jabeen et al., 2024). As per the definition of hyperlocal marketing, the concept of 

personalization has been defined in terms of delivering promotional messages that are related 

to the immediate geographical environment of the consumer (Bernritter, Ketelaar & Sotgiu, 

2021). Studies have found that personalization increases the effectiveness of advertisements 

since personalization results in higher consumer engagement and lower levels of advertising 

avoidance (Kurtz et al. 2021). Ahmed & Rashid, (2023) observed a significant association 

between personalization in digital marketing and consumer purchase intentions. Thus, the 

following hypothesis is proposed: 
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H3: Perceived personalisation of hyperlocal marketing is positively associated 

with consumer purchase intention. 

The theory review provided above results in the development of a conceptual model that links 

three independent variables, namely perceived relevance, perceived convenience, and 

perceived personalization, with consumer purchase intention as the dependent variable, all 

three having positive influence on consumer purchase intention. This model builds upon the 

Technology Acceptance Model (TAM) by Davis (1989), and Theory of Planned Behavior 

(TPB) by Ajzen (1991). 

The proposed relationships are summarised as follows: 

1.​ H1: Perceived Relevance → Purchase Intention (+) 

2.​ H2: Perceived Convenience → Purchase Intention (+) 

3.​ H3: Perceived Personalisation → Purchase Intention (+) 

Conceptual model forms the foundation of the survey instrument development, statistical 

methods to be used, and analysis of results in Chapter 4. 
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3.​ Methodology 

This chapter presents the methodology chosen for addressing the research questions and 

testing the formulated hypotheses. The discussion will include research philosophy, research 

approach, and research design, which will be followed by data collection, data analysis, and 

the ethical issues as well as the limitations of the research. The choice of methodology was 

made with the aim of ensuring that the research objectives are accomplished in a systematic 

manner and based on sound empirical evidence. 

3.1 Research Philosophy and Approach 

This paper subscribes to the research philosophy of positivism. Positivism assumes that 

knowledge is gained through observation, measurement, and quantification of events, and 

objective relationship between variables can be made through the examination of empirical 

data and statistical tests. The research philosophy is appropriate for this particular research 

since the purpose is to establish the existence of the hypothesized relationships between the 

variables using standardized survey data obtained from the target population. 

A deductive research strategy is utilized in this research study. Deduction entails the 

development of theories based on certain assumptions, which are then tested empirically 

(Kurtz et al., 2021). In other words, theories and hypotheses are developed based on what was 

discovered through previous studies on the same concept. Hypotheses presented in Section 

2.4 were generated based on the existing theories (TAM and TPB) and previous empirical 

studies on location-based advertisements. 

Quantitative design is adopted for this study. The use of quantitative design is suitable when 

the objective of the research is to explore the relationship between the variables using 

scientific approaches where the tool adopted for the research produces numerical data which 

can be subjected to analysis. The cross-sectional online survey method was employed, thus 

allowing the collection of data from various subjects at a single point in time (Davis, F.D., 

1989; Ajzen, I., 1991; Kurtz, O.T. et al., 2021). 

3.2 Data Collection 

Primary data were gathered via an online survey tool created via Google Forms (see 

Appendix 1 for the questionnaire used). This survey comprised of five parts. In part one, the 
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participant information form, informed consent and screening questions were asked to ensure 

that participants were 18 years old or above. Part two was about collecting the demographics 

of respondents, which included age, gender, country of residence, frequency of social media 

usage and the type of social media sites used by respondents. In part three, the survey looked 

into respondents' knowledge and use of location-based services. Part four measured the 

independent variables – perceived relevance, convenience and personalisation, while part five 

measured the dependent variable, consumer purchase intention. 

Measurement items were adopted from established scales employed in prior studies on digital 

marketing, mobile marketing, and location-based advertising. Perceived relevance was a 

five-item construct, adopted from Zhu et al. (2017) and Bernritter et al. (2021). Perceived 

convenience was a five-item construct, adopted from Shieh, Xu & Ling (2019). Perceived 

personalisation was a five-item construct, adopted from Bernritter et al. (2021), Kurtz et al. 

(2021), and Jabeen et al., (2024). Purchase intention was a six-item construct, adopted from 

Zhu et al. (2017), Shieh, Xu & Ling (2019), and Ahmed & Rashid, (2023). The wording of 

items was not changed significantly, only minor adjustments were made where needed, e.g., 

"mobile advertising" was replaced by "hyperlocal marketing". 

The target population comprised people above the age of 18 who utilized social media and 

location-based apps at least once in a week. Convenience sampling was applied since it is 

frequently applied at the bachelor’s level for easy access and collection of data from reachable 

subjects. The survey was conducted on social media and through personal connections with 

the help of a web link. A total of 95 responses were collected. Screening of the responses 

revealed that 89 valid responses were left. 

Before conducting the main study, a pilot study was carried out using five subjects. As a result 

of the feedback from the pilot study, a few adjustments in wording were made to two 

questions measuring perceived relevance and convenience respectively to clarify the meaning 

of "proximity". The format and scale of the questionnaire remained the same. 

3.3 Data Analysis 

The data collected was analyzed using the IBM SPSS Statistics package. Prior to carrying out 

any statistical tests, the data set was first checked for its consistency and completeness. There 

were a total of 95 participants who provided responses. Six responses that were not fully 
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filled were eliminated due to the presence of numerous missing data, thus leaving a total of 89 

responses. Because all the responses collected were complete, no need arose for any missing 

data imputation process. The data set was also checked for data entry errors before 

performing the analysis. Composite scores for each construct were computed through 

averaging the respective items on the questionnaires. 

The analysis was performed through a number of steps. First, descriptive statistics were 

produced in order to describe the demographics of the participants as well as to determine the 

distribution of the study variables. This was achieved through computing statistics such as 

frequencies, percentages, means, and standard deviations. 

The second test involved determining the internal reliability of the scales based on the 

Cronbach's alpha test. This choice was made since it is one of the most common methods for 

measuring the internal consistency of the multi-item Likert scales. A score of 0.70 or higher 

was considered acceptable; therefore, none of the items in any questionnaire was deleted or 

altered during the testing process. 

Lastly, Pearson correlation analysis was conducted to determine the relationships among the 

independent and dependent variables of the study. The Pearson correlation coefficient was 

used since it is appropriate when conducting research using composite measures of constructs 

on the continuous Likert scales and measuring linear relationships between variables. 

Lastly, multiple linear regression analysis was performed in order to explore the effects of 

both perceived relevance, perceived convenience, and perceived personalisation on consumer 

purchase intention as well as test the hypotheses formulated above. Multiple regression was 

chosen due to the fact that the main focus of the study is to estimate the contribution of 

several independent variables into one dependent variable. In order to interpret the results of 

regression analysis, it was necessary to check whether the assumptions of linear regression 

analysis, including linearity, normal distribution of residuals, homoscedasticity, error 

independence, and multicollinearity, are fulfilled. As there are no any control variables in the 

regression model, since the aim of the study was to test the direct relationships presented in 

the conceptual model rather than demographic differences, it is important to keep it in mind 

when analysing the results obtained. 
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However, there are some limitations associated with the use of the chosen methods of 

analysis. The cross-sectional study design does not allow the researcher to make any causal 

statements about the associations studied. Moreover, the fact that the researcher uses 

self-reporting questionnaires as sources of data might result in common method bias and 

social desirability bias. Finally, the convenience sampling restricts the ability to generalize the 

obtained results outside the sample used in the study. 

3.4 Limitations and Ethical Considerations 

There are several methodological issues that need to be taken into consideration. Firstly, the 

use of convenience sampling was employed in this research, which means that the sample was 

not selected at random from a certain population. Therefore, it is impossible to generalize the 

results to all consumers and to particular geographic areas. Secondly, the cross-sectional 

design means that only correlation, but not causation, conclusions can be derived from this 

research. Thirdly, purchase behavior was not measured directly, but purchase intention was. 

Even though purchase intention is recognized as a reliable predictor of behavior (Ajzen, 

1991), there is still a possibility of discrepancy between the two. Fourthly, the survey was 

only conducted in English, which might have excluded some people due to language 

constraints. Finally, all of the constructs used in this research were measured through 

self-reports on one questionnaire. 

This research adhered to the ethical guidelines for conducting scientific investigations. 

Participation in this survey was strictly voluntary, and participants were made aware of the 

aim of the investigation, anonymity in data collection, and their right to withdraw at any 

stage. Personal identification data were not collected. All participants provided informed 

consent before filling out the questionnaire. The data have been kept confidential and will be 

irretrievably deleted after evaluation of this dissertation. The data security procedure 

conforms to the EU General Data Protection Regulation principles (European Parliament & 

Council of the European Union, 2016). 

In addition to the limitations inherent in the methodology used, there are several other 

limitations regarding the statistical analysis used that must be pointed out. First of all, the low 

number of respondents (N = 89) may have limited the ability of statistical analysis to identify 

weaker relations between variables. Moreover, the analysis involved the inclusion of the three 
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predictor variables suggested, but did not take into account any control variables like age, 

gender, or place of residence. Therefore, other variables which might affect consumers' 

purchasing intention were not taken into consideration during the analysis. Finally, despite the 

high predictive power of the regression model used, its results cannot prove causality because 

of cross-sectional design of the study. 
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4.​ Results 

The results from the empirical analysis are highlighted in this chapter. The chapter starts with 

an overview of the sample and continues to present reliability analysis, descriptive statistics, 

correlation analysis, and regression analysis with hypothesis testing. 

4.1​ Descriptive Statics 

4.1.1 Demographic Characteristics 

After applying the eligibility criteria and removing the incomplete questionnaire, 89 usable 

responses were analyzed. The demographics of the respondents are provided in table 4.1. 

The largest age group of the respondents is 25-34 years (74.2%), followed by 18-24 years 

(11.2%), 35-44 years (10.1%) and 45+ years (4.5%). Majority of the respondents were males 

(77.5%), whereas females comprised 18.0% of the total population. With regards to the 

country of residence, most of the respondents belonged to Pakistan (42.7%) and Finland 

(39.3%), followed by the US (7.9%), Australia (5.6%) and the United Kingdom (4.5%). 

About half of the respondents (49.4%) used social media several times a day, whereas 37.1% 

used it once a day. Over 70.8% of the respondents claimed that they had been receiving 

location-based advertisements (LBA). 

  

Table 4.1. Sample characteristics (N = 89) 

Variable Category n % 

Age 18–24 10 11.2 

  25–34 66 74.2 

  35–44 9 10.1 

  45 and above 4 4.5 

Gender Male 69 77.5 

  Female 16 18.0 
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Non-binary / 

gender diverse 
2 2.2 

  Prefer not to say 2 2.2 

Country of residence Pakistan 38 42.7 

  Finland 35 39.3 

  United States 7 7.9 

  Australia 5 5.6 

  United Kingdom 4 4.5 

Social media frequency 
Several times a 

day 
44 49.4 

  Once a day 33 37.1 

  
A few times per 

week 
11 12.4 

  Rarely or never 1 1.1 

LBA exposure (prior) Yes 63 70.8 

  No 24 27.0 

  Not sure 2 2.2 

  

4.1.2 Descriptive Statistics of the Study Variables 

Table 4.2 presents the descriptive statistics for the four main study constructs. 

Table 4.2. Descriptive statistics for main constructs (N = 89) 

Variable N M SD Min Max 

Perceived Relevance 89 3.53 0.76 1.60 4.80 

Perceived Convenience 89 3.75 0.81 1.00 4.80 
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Perceived 

Personalisation 
89 3.67 0.79 1.60 4.80 

Purchase Intention 89 3.71 0.89 2.00 5.00 

 

Construct means were all above the midpoint of the five-point Likert scale (3.00), suggesting 

positive perception and moderate to high level of purchase intention. Convenience was the 

construct with the highest mean value (M = 3.75, SD = 0.81), followed by purchase intention 

(M = 3.71, SD = 0.89), personalisation (M = 3.67, SD = 0.79), and relevance (M = 3.53, SD = 

0.76). From the descriptive analysis, it can be observed that there were generally positive 

perceptions towards hyperlocal marketing, especially about its convenience and 

personalisation. 

4.2 Reliability and Construct Validity 

4.2.1 Reliability Analysis 

Prior to performing the primary analysis, the internal consistency of all the constructs was 

measured by Cronbach's Alpha. The reason Cronbach's Alpha was chosen is that it is the most 

common way of measuring reliability of a scale and it checks the consistency of items within 

each construct. 

Table 4.3 Reliability analysis results (N = 89) 

Construct Items Cronbach's α 

Perceived Relevance 5 0.783 

Perceived Convenience 5 0.815 

Perceived Personalisation 5 0.775 

Purchase Intention 6 0.800 

 

All four variables surpassed the prescribed standard of α ≥ 0.70. The reliability level for 

perceived convenience was found to be the highest (α = 0.815) compared to other variables 
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including purchase intention (α = 0.800), perceived relevance (α = 0.783), and perceived 

personalization (α = 0.775). Since all reliability levels surpassed the standard, there was no 

need to drop any question from the questionnaire. 

4.2.2 Construct Validity 

Support for construct validity was gained using measurement items developed based on 

constructs found in valid and reliable scales identified in past literature. Furthermore, the 

presence of significant positive correlations between the constructs was also consistent with 

the theoretical framework and past literature on location-based marketing. Consequently, the 

findings of reliability tests and correlations provided evidence of successful scale 

development. 

4.3 Correlation Analysis 

The correlation analysis by Pearson was employed to determine the degree and nature of the 

linear relationship between the variables under study prior to undertaking the multiple 

regression analysis. Pearson correlation was chosen because of the use of continuous 

measures obtained through the Likert-scale measurement to measure all constructs under 

study. 

Table 4.4 Pearson correlation matrix for main constructs (N = 89) 

Variable PR PC PP PI 

1. Perceived 

Relevance (PR) 
1.000 0.769*** 0.827*** 0.827*** 

2. Perceived 

Convenience (PC) 
0.769*** 1.000 0.808*** 0.774*** 

3. Perceived 

Personalisation (PP) 
0.827*** 0.808*** 1.000 0.847*** 

4. Purchase Intention 

(PI) 
0.827*** 0.774*** 0.847*** 1.000 

Note: *** p < 0.001. 
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The result of the correlation analysis indicates strong positive relationships between all the 

studied variables. Intention to purchase showed the highest correlation with personalization 

perception (r = 0.847, p < 0.001) and relevance (r = 0.827, p < 0.001), as well as 

convenience (r = 0.774, p < 0.001). This suggests that consumers perceiving hyperlocal 

marketing as relevant, convenient, and personalized were more likely to exhibit higher levels 

of purchase intentions. The identified relationships confirm the research findings of the 

studies dedicated to location-based advertising (Zhu et al., 2017; Bernritter et al., 2021). The 

relatively high correlations between the independent variables imply that multicollinearity 

may affect the results of the regression analysis. 

4.4 Multiple Linear Regression Analysis and Hypothesis Testing 

The analysis involved one regression model for examining the effects of perceived relevance, 

perceived convenience and perceived personalization on purchase intention. The independent 

variables in this case were the three perceptual variables mentioned above while the purchase 

intention was the dependent variable. 

The regression model can be expressed as: 

Purchase Intention = β₀ + β₁ (Perceived Relevance) + β₂ (Perceived Convenience) + β₃ 

(Perceived Personalisation) + ε 

The use of multiple regression analysis was appropriate since the research sought to evaluate 

the impact of several predictor variables on one outcome variable at once. In this regard, the 

assumptions of multiple regression such as linearity, normality of residuals, homoscedasticity, 

independence of error terms, and multicollinearity were evaluated in the analysis. 

Table 4.5 Multiple regression results: Purchase Intention (N = 89) 

Predictor B SE t p 95% CI 

Intercept −0.141 0.231 −0.613 0.541 [−0.600, 0.318] 

Perceived Relevance 

(PR) 
0.408 0.112 3.649 < 0.001 [0.186, 0.630] 
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Perceived Convenience 

(PC) 
0.171 0.100 1.709 0.091 [−0.028, 0.371] 

Perceived 

Personalisation (PP) 
0.484 0.116 4.162 < 0.001 [0.253, 0.715] 

Note: R² = 0.776, Adjusted R² = 0.768, F(3, 85) = 98.37, p < 0.001. B = unstandardized 

regression coefficient. SE = standard error. CI = confidence interval. 

Regression was found to be statistically significant (F (3,85) = 98.37, p < 0.001) and 

accounted for 77.6% of the total variation in purchase intention (R² = 0.776; Adjusted R² = 

0.768). Thus, the three predictor variables had significant explanatory power in terms of their 

combined effect. 

Perceived relevance, in turn, was found to be positively related to purchase intention: a 

one-unit rise in perceived relevance would be accompanied by a 0.408-unit rise in purchase 

intention, controlling for the rest of the predictors (B = 0.408, p < 0.001). Since the 

confidence interval did not contain zero value, there was no doubt that Hypothesis 1 could be 

accepted. 

The perception of convenience yielded a positive regression coefficient (B = 0.171) but it was 

not statistically significant at the common 5% significance level (p = 0.091). This means that 

hypothesis 2 was not supported. Even though the positive coefficient indicates the positive 

contribution of convenience in buying intention, the unique contribution gets weakened when 

other variables like relevance and personalisation are controlled. 

The perception of personalisation yielded the highest regression coefficient (B = 0.484, p < 

0.001). This means that a unit increase in personalisation yields a 0.484-unit increase in 

buying intention. The confidence intervals did not contain 0, meaning there is statistical 

significance in the positive contribution of personalisation on buying intention. Thus, 

hypothesis 3 was supported. Out of all the variables, personalisation proved to be the best 

predictor of buying intention. 

On balance, the results of the regression analysis show that consumers' intention to buy seems 

to be affected more by the level of perceived personalization and perceived relevance than 

 
 25  
 



 
   
 
perceived convenience. These results should be understood as correlations and not causations 

since the experiment was conducted using cross-sectional design. 
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Table 4.6 Summary of hypothesis testing results 

Hyp. Description Result 

H1 

Perceived relevance of hyperlocal 

marketing is positively associated with 

consumer purchase intention. 

Supported (p < 

0.001) 

H2 

Perceived convenience of hyperlocal 

marketing is positively associated with 

consumer purchase intention. 

Tentatively not 

supported (p = 

0.091) 

H3 

Perceived personalisation of hyperlocal 

marketing is positively associated with 

consumer purchase intention. 

Supported (p < 

0.001) 

 

. 
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5.​ Discussion 

In this chapter, an interpretation of the findings of Chapter 4 is done relative to the research 

questions, theoretical perspectives, and empirical works conducted in the past. This is because 

rather than just stating the statistical outcomes, an explanation of their significance is 

provided. All the sub-research questions are dealt with separately before arriving at an answer 

to the research question. Lastly, this chapter focuses on theoretical implications, practical 

implications, and future researches based on the findings. 

5.1​ SRQ1: How does perceived relevance of hyperlocal marketing influence 

consumer purchase intention? 

Sub-research question one investigated how perceived relevance in hyperlocal marketing 

impacts consumer purchase intention. Results suggest that there is a positive relationship 

between perceived relevance and consumer purchase intention, hence implying that 

consumers are likely to react favorably to the marketing information they perceive as relevant 

to them. This result is in line with the theory, which is based on the assumptions of the TAM 

framework, since perceived usefulness is an important determinant of technology-related 

human behavior (Davis, 1989). This study is also in line with the empirical research done by 

Zhu et al. (2017), who found that perceived relevance is an important predictor of the 

intention to patronize stores using location-based advertising, and with the research conducted 

by Bernritter et al. (2021), who have found that perceptions of relevance mediate the effect of 

behavioral targeting on purchase intent.  

It means that individuals would be more responsive to the location-based advertisements only 

if they find them relevant and pertinent to their current situation. In the descriptive statistics, 

the perception of relevance received the lowest mean score compared to the two other 

independent variables (M = 3.53), which means that relevance is the weakest factor that could 

be used to improve consumer behavior. 

5.2​ SRQ2: How does perceived convenience of hyperlocal marketing influence 

consumer purchase intention? 

Sub-research question number two looked at whether perceived convenience has an effect on 

consumers' purchasing intentions. It seems from the results that perceived convenience is 
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positively related to purchase intention, but its effect was not significant when taking into 

account the perceived relevance and personalization of the product. 

In spite of the high correlation (r = 0.774) between the perceived convenience and purchase 

intention in the simple correlation model, the lower individual effect of perceived 

convenience in the multiple regression model is most probably due to multicollinearity among 

the three independent variables. With the intercorrelation between the perceived relevance, 

perceived convenience, and perceived personalization being high (0.769 to 0.827), it is very 

hard to distinguish their individual contribution to the model. 

The positive sign of the effect is theoretically in line with TAM (Davis, 1989) and previous 

empirical studies related to mobile marketing (Shieh, Xu & Ling (2019). This finding implies 

that consumers tend to buy goods and services in cases where they perceive hyperlocal 

marketing to be decreasing the effort needed to search for and obtain nearby products or 

services. Convenience was rated the highest among all the variables (M = 3.75), which means 

that it is the aspect of hyperlocal marketing most appreciated by consumers. With a bigger 

sample size, future research may give a more accurate estimate of the effect of this variable. 

5.3​ SRQ3: How does perceived personalisation of hyperlocal marketing influence 

consumer purchase intention? 

The third sub-research question sought to investigate the impact of perceived personalization 

of hyperlocal marketing on purchase intention of consumers. It has been observed from the 

results that perceived personalization is the best predictor of purchase intention, implying that 

personalized marketing communications affect purchase decisions better than any other 

variable. 

This finding is congruent with the logic behind TPB, proposed by Ajzen (1991). According to 

the theory, positive perceptions of the behaviour and marketing content in particular, as well 

as its customisability according to the individual needs and preferences, would contribute to 

increased behavioural intentions. Additionally, the findings are consistent with the existing 

empirical evidence. Ahmed & Rashid, (2023) revealed a significant positive relationship 

between the construct of perceived personalisation of digital marketing and purchase 

intention. Furthermore, Kurtz et al. (2021) found that personalised location-based 

advertisements result in more behavioural intentions compared to their non-personalised 
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counterparts. Moreover, van Doorn and Hoekstra (2013) reported that the personalisation of 

advertisements reduces their likelihood of being perceived as intrusive. 

This fact shows that consumer preferences are strongly oriented toward personalisation since 

they like to feel their uniqueness and special treatment, which can be achieved through 

efficient hyperlocal marketing. This research is significant not only for development of 

hyperlocal marketing campaigns but also for further research on the issue, as is discussed 

below. 

5.4​ Main Research Question: How does hyperlocal marketing influence consumer 

purchase intention? 

In total, the three hypotheses explain 77.6% of the variance of purchase intention (R² = 

0.776). This can be considered as a highly explanatory model, which is significant and 

indicates that the three perceptual constructs have been able to measure the most relevant 

cognitive processes behind hyperlocal marketing's effects on consumers. 

As all three consumer perceptions have been positively correlated with purchase intention, 

this result aligns with existing research on the topic of digital and mobile marketing, which 

demonstrates that a positive attitude of consumers to advertisements leads to increased 

purchase intentions (Zhu et al., 2017; Bernritter et al., 2021; Kurtz et al., 2021). What 

distinguishes this study from others is the joint analysis of the three constructs in the case of 

hyperlocal marketing and the prominent role played by the perception of personalisation. 

One more thing noted as part of the descriptive analysis is that about 70.8% of consumers 

were previously aware of location-based advertisements. Additionally, 49.4% of consumers 

said that they view location-based marketing as somewhat effective. Another point made by 

49.4% of consumers was that they would be interested in receiving location-based advertising 

in the future. The data supports the validity of the quantitative research results and indicates a 

generally receptive audience for such campaigns. 

5.5​ Practical Implications 

The results from this study present a number of practical recommendations for marketers. 

Firstly, the significant and strong positive impact of the perceived personalization on purchase 

intention implies that companies should pay more attention to personalizing their hyperlocal 
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marketing content. Personalization in this case means more than mere geolocation. Marketers 

need to personalize their content based on customer preferences, browsing and shopping 

history, and other factors that will enable them to deliver content that is truly personalized and 

not just geographically oriented.  

Secondly, although the perception of relevance turned out to be strong and significant, it was 

found to be the lowest among all perceptual constructs in the descriptive analysis of this 

research. Therefore, marketers should realize that there is a disconnect between their current 

marketing content and consumer expectations about relevance of their content. 

Thirdly, despite the high rating assigned to the perceptual construct of convenience, the 

influence exerted by the latter in the regression analysis was lower compared to relevance and 

personalisation. Thus, it can be concluded that even though the factor of convenience is 

well-perceived by consumers, it could act as a necessary but not sufficient condition for 

motivating purchases. In order to make the most out of the convenience-oriented services 

provided to consumers, like the possibility of using discounts depending on one’s proximity 

to certain stores and easy navigation to those stores, companies need to provide personalized 

information to the customers. 

Fourthly, the results showing that almost 30.3% of the participants were quite or very 

concerned about the privacy issues connected with the use of the location-based advertising 

could indicate that proper data governance is crucial for the consumer acceptance of 

hyperlocal marketing. 

5.6 Future Research 

In light of the above constraints, some of the areas for future research that may be suggested 

include using bigger and more varied samples, investigating consumer behavior over time 

through longitudinal research designs, as well as studying consumers in other nations or even 

in different industries. Furthermore, including various other variables such as privacy issues, 

trust, and perceived value, apart from the control variables, may be another avenue for future 

research. 
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6.​ Conclusion 

The main purpose of this study was to find out the impact of the perceptions of relevance, 

convenience, and personalization on consumer purchase intention for hyperlocal marketing. 

The study used a quantitative approach by adopting an online cross-sectional survey method 

for collecting data which was analyzed by means of descriptive statistics, reliability analysis, 

correlation analysis, and multiple linear regression. 

According to the results of the research, such perceptions as relevance and personalization 

have a considerable impact on consumer purchase intention, while the perception of 

convenience is positive but relatively weak. From all the examined variables, personalization 

is the most influential factor which proves that people react well to the marketing information 

personalized for their needs and preferences. Thus, the main finding of this research is that 

hyperlocal marketing becomes more effective when it uses relevant and personalized 

information. 

The current study adds to the existing body of knowledge on hyperlocal marketing through an 

investigation of the joint effect of perceived relevance, convenience, and personalization on 

the purchase intentions of consumers using a unified theoretical framework. The results 

obtained from the present study also offer valuable information for organizations interested in 

developing more effective hyperlocal marketing campaigns through personalization and 

relevance of communication. 

Despite its valuable contribution to the body of knowledge, the current study has some 

limitations in the form of convenience sampling, cross-sectional research design, and 

subjective data. Future studies might consider employing large sample sizes with more 

diversity, longitudinal research design, and behavioral data to investigate consumer reaction 

to hyperlocal marketing. 
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Appendices 

Appendix 1. Survey Questionnaire 

Note: PR = Perceived Relevance; PC = Perceived Convenience; PP = Perceived 

Personalisation; PI = Purchase Intention. All Likert-scale items used a five-point scale (1 = 

Strongly Disagree to 5 = Strongly Agree). 

  

Section Survey Item Response Options 

Consent 

I confirm that I have read the 

information above and agree to 

participate in this study. 

Yes / No 

Eligibility 
Are you 18 years of age or 

older? 
Yes / No 

Demographi

c 
What is your age group? 

18–24; 25–34; 35–44; 

45–54; 55 or above 

Demographi

c 
What is your gender? 

Male; Female; 

Non-binary / gender 

diverse; Prefer not to 

say 

Demographi

c 

What is your country of 

residence? 
Open text 

Context 
How often do you use social 

media? 

Several times a day; 

Once a day; A few 

times per week; Rarely 

or never 

Context 
Which social media platforms do 

you regularly use? 

Instagram; Facebook; 

TikTok; Snapchat; 

YouTube; LinkedIn; X 
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(formerly Twitter); 

Other 

Context 

How often do you use 

location-based applications or 

services? 

Very often; Often; 

Sometimes; Rarely; 

Never 

Context 

Have you ever received 

advertisements based on your 

current location? 

Yes; No; Not sure 

PR 
Location-based advertisements 

are relevant to my current needs. 
1–5 Likert 

PR 

Advertisements I receive based 

on my location match what I am 

looking for. 

1–5 Likert 

PR 

Location-based advertisements 

provide useful information about 

nearby products and services. 

1–5 Likert 

PR 

I pay attention to advertisements 

that are relevant to my current 

location. 

1–5 Likert 

PR 

Location-based advertisements 

help me find products or services 

that I need. 

1–5 Likert 

PC 

Location-based promotions 

make it easier for me to find 

nearby products and services. 

1–5 Likert 

PC 

Location-based advertisements 

save me time when I am looking 

for something nearby. 

1–5 Likert 
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PC 

I find it convenient when my 

device displays offers from 

businesses that are close to me. 

1–5 Likert 

PC 

Location-based marketing 

reduces the effort I need to spend 

searching for nearby options. 

1–5 Likert 

PC 

Location-based promotions 

provide immediate and 

actionable information that I can 

act on. 

1–5 Likert 

PP 

Location-based advertisements 

feel tailored to my personal 

preferences. 

1–5 Likert 

PP 

The promotional offers I receive 

based on my location match my 

interests. 

1–5 Likert 

PP 

I feel that location-based 

marketing is designed with my 

individual needs in mind. 

1–5 Likert 

PP 

Location-based advertisements 

feel more personalised compared 

to general advertisements. 

1–5 Likert 

PP 

I prefer receiving advertisements 

tailored to my location and 

interests over general 

advertisements. 

1–5 Likert 

PI 

I am willing to purchase a 

product or service after seeing a 

location-based advertisement. 

1–5 Likert 
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PI 

I intend to visit a nearby 

business after receiving a 

location-based promotional 

offer. 

1–5 Likert 

PI 

Discounts or special offers from 

nearby businesses increase my 

likelihood of making a purchase. 

1–5 Likert 

PI 

I am likely to purchase from a 

business that appears in my 

location-based search results. 

1–5 Likert 

PI 

I would choose a nearby 

business over a more distant 

alternative when a relevant 

location-based offer is available. 

1–5 Likert 

PI 

Overall, location-based 

marketing positively influences 

my intention to purchase from 

nearby businesses. 

1–5 Likert 
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