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Abstract

Online impulse buying is a crucial component that might yield favourable results for online sellers
and advertising firms. “Personalization of advertisements”, “advt value”, “website aesthetics”, and
consumer “information-sharing concerns” are being used in social media marketing contexts, and
strategies are also being framed accordingly. However, little research has been done to explore the
potential association between these stated factors and working women’s online impulse buying
behaviour. The current research sheds light on the effect of these identified social media factors as a
precursor to women consumers’ online impulse inclination, an area of particular importance in online
business scenarios. This research suggests and examines a conceptual model employing various

factors to determine the working women’s online impulse buying inclination in Gorakhpur District.

The survey results showed the favourable effect of personalized advertisements, advt value, and
website aesthetics in predicting consumers’ propensity for online impulse purchases. It also indicated
the negative association with consumers’ information-sharing concerns. The study concludes by
sharing some academic and managerial implications.

Keywords: social media, impulsive buying, personalized advertisements, working women, website
aesthetics, information sharing, advertising value, privacy concerns.

I.INTRODUCTION expanded product lines, faster transactions, and
personalization. The occurrence of e-commerce
enables making purchases

(Watcharavesringkan K Copeland R, 2010).

As per (Amos et al.,, 2014; Memon et al.,
2019), it is evident in the studies related to
impulse buying and business research that

impulse purchasing accounts for 60% of all
items purchased, indicating the importance of
impulse buying. According to reports, impulse
purchases account for approximately 40% of all
online expenditures. Undoubtedly, impulse
buying is a vital consumer behavior that e-
sellers take into account to increase income.
The supremacy of online impulse buying can
be attributed to various factors, including
product accessibility, website quality, and
online cues (Chen & Barnes, 2007). In the
online world, impulse purchasing is expected
because of benefits such as greater flexibility,

Furthermore, the widespread accessibility of
products and services via ‘“‘e-commerce”
frequently lowers prices. Given the right
situations, such as improving  their
backgrounds, these factors may induce the
consumer to involve in online impulse
purchasing. Impulse buying implies closeness
in purchasing behaviour, and e-commerce
allows individuals to expend the least amount
of time and effort on online purchasing
behaviour (Srinivasan et al., 2002). In general,
e-commerce websites want their consumers’
offline buying behaviour to be transcribed into,
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or even substituted by, online purchases. As a
result, retailers rely heavily on online impulse
buying (Sharma et al., 2009).

Contrariwise, impulse purchases can be
harmful to online retailers. For example,
suppose consumers are displeased with their
online impulse buying. In that case, consumers
may express their displeasure by piquant in
negative e-WOM, which would not portend
well for these sellers in today’s technology
landscape. As a result, it is critical to
understand  consumers’  emotional  and
environmental backgrounds of online urge
buying and devise appropriate strategies for
dealing with this behaviour.

Personalization is one of the most widespread
approaches for reassuring impulse purchases.
Online retailers have wused personalized
messages to encourage consumers to make
impulse purchases (Amos et al., 2014; Dodoo
& Wu, 2019). According to (Dodoo & Wau,
2019), online sellers who have implemented
personalization approaches to regulate impulse
purchases have increased sales. Personalization
marketing takes advantage of the unique setting
provided by social media. (de Keyzer, Dens, et
al.,, 2015). While the wealth of private
information available on social media makes it
simple to create extremely personalized posts,
consumers may express intense anxieties about
privacy violations because social media
platforms are often perceived as more secure
than other online platforms. As a result,
personalized advertisements on social media
merit more research consideration.
Furthermore, social media advt messages can
well direct patrons to other shopping sites for
online buying. Understanding that impulse
buying is liable to be prevalent in online buying
contexts and personalization tends to initiate
such  behavior  (Watcharavesringkan K
Copeland R, 2010). Personalized social media
advt may play an essential role in causing
online impulse purchase behaviour.

E-loyalty refers to the confident shopping
involvement that entices consumers to come
back to a website or purchase from it in the
future (Rai et al., 2021). Online sellers seek to
capture this expanding market by creating

positive shopping experiences with pleasing
web aesthetics that encourage consumers to
revisit the website or make future purchases
(Cyr, 2008; Ganguly et al., 2010). It is
anticipated that effective shopping site design
(navigation capability or visual appeal) can
result in online consumers’ trust-building,
satisfaction, and repurchase despite the paucity
of research that systematically examines these
elements across cultures (Dianne et al., 2005).
No previous research has examined the
relationship between personalized ads, Advt
value, web aesthetics and impulse online
buying behaviour. Web aesthetics satisfaction
and website loyalty across cultures and regions
may vary. This work intents to model the
association between “web aesthetics” and
“online impulse buying behaviour” in regional
contexts of Gorakhpur District.

Through this study, the author intends to fill a
gap in the present works related to working
women’s online impulse buying and its
backgrounds and factors. This study aims to
determine how advertisement personalization,
website design, Advt value, and information
sharing concerns affect the associated notion of
online impulse buying predisposition in social
media advertising. The study recommends a
theoretical model (Figure 1) based on the
literature review on personalization, advertising
value, website designs, and information sharing
concerns to explain how the different factors in
the view of social media advertisements
influences working women’s online buying
inclination to initiate impulse buying. Working
women consumers’ perceptions of personalized
social ads and other mentioned factors are
predicted to influence their probability of
engaging in online impulse buying, as mirrored
in their online impulse buying tendency.

Therefore, the potential facilitators of online
impulse buying inclination associated with
“personalized social media ads”, “advertising
value”, and “website aesthetics” are introduced
in the study. In contrast, “information sharing
concerns may impede the association between
the personalization of social media ads and

online impulse purchasing behaviour.
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2. Study’s Objectives
The study had the following set of objectives:

. To investigate the online impulsive
buying preferences of working women from
Gorakhpur District

. To investigate the outcomes of the
value of social media ads on working women’s
online impulsive buying behaviour.

. To assess the outcome of shopping
website aesthetics on impulsive buying
behaviour of working women.

. To investigate the role of information
sharing privacy concerns on working women’s
online impulsive buying behaviour.

3. Literature Review

3.1. Personalized social media
advertisements

Personalized social media commercials (de
Keyzer, Dens, et al., 2015) are advertising
content exhibited on social networking sites
and personalized to individual consumers’
unique aspects. Due to the inherent attribute of
social media as a platform that permits greater
online self-disclosure, personalization occurs
much more efficaciously than on any other
media platform, devising it vital for sellers and
decision-makers to understand advertising
personalization in social media(Koch &
Benlian, 2015).

The distinctiveness of personalized Ads on
social media can be abridged as follows: firstly,
social media are distinguished by extensive
personal details shared by many users (Kelly et
al., 2010). “Demographics”, “personal
interests”, “social relationships”, “online
activities”, “real-time locations”, “emotions”,
etc., are personal information. On one hand, by
analyzing “posts”, “comments”, “likes”, and
“shares”, marketers can understand their
consumers and precisely target them with
personalized messages (Ruhrberg et al., 2017;
Walrave et al., 2018). However, social media
users may be very conscious that retailers and

marketers collect and use their personal
information (Dodoo & Wu, 2019).

In other words,(Mohamed, 2012) one’s privacy
issues regarding personalized advertisements
may be particularly prominent on social media.
Second, according to (lglesias & Vazquez,
2001), websites dedicated to social media may
acquire user information from third-party
websites. The social media environment is
designed to be a private arena where users have
great control over the information they
consume (Dodoo & Wu, 2019). That is, the
account  holder can block  unwanted
communication on social media. Personalized
Ads may increase consumers’ probability of
paying heed to business messages (Aslam et al.,
2021).

3.2. Online impulsive buying behaviour

(Akter, 2016), The extent to which a person is
predisposed to “make unplanned, impulsive,
and unthinking purchases” is the impulse
buying inclination”. (Feng Xuanxiaoqing,
2012), “A rapid and immediate purchase with
no pre-buying intentions to purchase a certain
type of product or to complete a specific
buying job”. In other words (Sharma et al.,
2009; Watcharavesringkan K  Copeland R,
2010), impulse buying refers to situations in
which a person has a sudden desire to purchase
something. (Amos et al., 2014; Walrave et al.,
2018) Identified numerous characteristics that
can help explain the notion of impulse buying.
Most impulse purchases are unintended. Next,
impulsive buying is a behavior generated by
exterior  inducements.  Further, impulse
purchases are made instantly, with little thought
given to information finding or weighing
following options. In past studies, impulsive
buying inclination is recognized as a consumer
attribute that regulates consistent responses to
external inducements (Memon et al., 2019).
Impulse buying may be enhanced as a trait in
social media backgrounds, including an online
social situation where individual experiences
are personalized. It gets imperative because
researchers believe that impulse buying is
strongly linked to impulse purchase (Aslam et
al., 2021; Dodoo & Wu, 2019).



Jyotsna Rai

194

(Aslam et al., 2021; Dodoo & Wu, 2019; Kim
& Han, 2014) Whether personalized advt
influences  consumers’  online  impulse
purchases are based on present research
showing that the self and impulse purchasing
are nearly related. (Dodoo & Wu, 2019;
Memon et al.,, 2019; Rahman et al., 2014)
“Self-concept, “self-identity”, “cultural
values”, and other aspects of the self have
influenced impulse buying. The capital of
individual information allows the formation of
social media ads that benefit advanced
targeting options. Thus, it represents a
promising roadmap via which online buying
can be yielded for online stores. These sellers
can benefit from these targeting options,
ensuring that the social media advertisement
presented to individuals are relevant in ways
other advertising formats cannot match (Kang
& Park-Poaps, 2010; Zainal & Abd, 2021).
Given that social media (Technologies et al.,
2019) allows people to express themselves
more freely, it is expected that consumers’
personalized social media advertisements will
impact consumers’ online impulsive buying
bent in this research. This study investigates
what aspects of personalization impact working
women’s online impulse buying tendencies.

HO1: Personalized social media advt negatively
influence the working women’s online
impulsive buying behaviour.

H11: Personalized social media advt positively
influences working women’s online impulse
buying behaviour.

3.3. Advt value

(Van-Tien Dao et al., 2014)The advertising
value concept assesses “the comparative worth
or utility of advertising to consumers.”
Informativity and irritation are two essential
aspects of advertising value. The degree to
which an advertisement provides valuable
information is its informativeness. (Rai &
Yadav, 2021; Saxena & Khanna,
2013)Irritation  occurs  when  advertising
messages cause viewers to become more
irritated.  Personalization increases users’
perceptions of the ad informativeness while
decreasing their feelings of irritation with

social media advertising. Consumers who see
personalized advt on social platforms may gain
helpful information and feel less irritated
because the advertising information is tailored
to their requirements, benefits, or search
history.

In smartphone advertising, a happy relationship
between personalization and advertisement
value has been established (Dodoo & Wou,
2019; Kim & Han, 2014; Saxena & Khanna,
2013). As a result, one’s perception of the
personalization of social platforms
advertisement may affect the consumer’s
perception of advertising value. (Aslam et al.,
2021; Dodoo & Wu, 2019; Rahman et al.,
2014) Consumers’ insights into the value of
advertising might also influence their impulse
buying behaviour. As per the findings of
(Aslam et al., 2021), consumers are more likely
to make an impulsive purchase when they
observe some form of usefulness or worth in
personalized social media ads. Sometimes,
consumers feel compelled to purchase products
or buy services perceived as valuable at
exposure. In impulse buying delivering the
appropriate content to consumers at the correct
touchpoints is critical for retailers and
marketers. (Dodoo & Wu, 2019; Kim & Han,
2014) Experiential procedures such as whether
or not an item elicits an impulse to buy can
trigger impulse purchases. “Ad value”, carried
through its descriptiveness in adapted social
media ads, may provoke a desire to buy,
increasing the chances of online impulse
purchases (Aslam et al., 2021).

H02:  Ad values do not influence working
women’s online impulse buying behaviour.

H12: Ad value significantly influences
working women’s online impulse buying
behaviour.

3.4. Website aesthetics and Information
privacy concerns

(Cyr, 2008) Modelled the association between
“website design” and the behaviour of online
buyers. Website aesthetics (“information
design”, “navigation design”, and “visual
design”)  influence  “consumers’  trust”,
“satisfaction, and “loyalty”; investigated the
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impact of a website on consumer online
purchasing behaviour (Ganguly et al., 2010;
Memon et al., 2019; Mohammed & Alkubise,
2012).  According to their  findings,
“information quality”, “fulfilment”,
“reliability”, ‘“‘customer service”, ‘“website
design”, “speed and details”, and “privacy”

influence  online  consumers’  purchase
behaviour.
HO3: Shopping website aesthetics will

negatively influence working women’s online
shopping behaviour.

H13: Shopping website aesthetics will
positively influence working women’s online
shopping behaviour.

Despite all of the benefits discussed previously,
one major issue with personalization in social
platform usage is the defilement of security.
Security is defined broadly as “the ability of an
individual to control the terms under which
personal information is acquired and used”
(Aslam et al., 2021). (Mogaji et al., 2020;
Walrave et al., 2018) Internet users must give
up some privacy to receive a personalized
message. However, this raises individuals’
privacy concerns (Mogaji et al., 2020). While a
personalized shopping list based on scrutinizing
one’s online buying history is helpful, it raises
security concerns among consumers and
informs them that their activities are being
tracked (Antén et al., 2010). According to
(Anton et al., 2010; Mohamed, 2012), internet
users’ “privacy concerns” about personalization
have increased over time. According to (Dodoo
& Wu, 2019), “executing security-preserving

personalization in SNS is predominantly
challenging” because users on social
networking platforms have a strong desire to
protect their privacy. (Rai & Yadav, 2021)With
the advancement of the smartphone internet,
today, social media providers can accumulate
information  about wusers’  ‘“geographical
locations”, offering more personalized services
on the one hand while raising “privacy
concerns” on the other (Anton et al., 2010).

Research indicates that consumers’ readiness to
reveal personal information and preferences is
contingent on the benefits of such disclosure,
and privacy takes precedence in customer
concerns (Kim & Han, 2014). The information
privacy concern is not constant. It will occur if
a person firmly believes they are losing control
over their personal information (de Keyzer,
Dens, et al., 2015; Yaakop et al., 2013). A
highly personalized social media advertisement
may elicit a feeling that one’s personal
information is at risk, primarily when no
justification is shared as to how personalization
is achieved (Dodoo & Wu, 2019). As a result, it
has been perceived in some of the studies that
personalized social media advertisements
certainly influence privacy/ security concerns
(Aslam et al., 2021).

HO04: Information sharing concerns negatively
relate to working women’s online impulse
buying behaviour.

H14: Information sharing concerns positively
relate to the working women’s online impulse
buying behaviour.
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Figure 1: Conceptual model for the study

Personalized SM
Ads

Ad Value

Hai2

Website Aesthetics
His

Information Sharing
Concerns

(Source: Self-developed)

4. Methodology
4.1. Procedures

It is empirical research where a quantitative
survey was directed for data collection. A well-
structured online survey was undertaken with
all measures assessed on a “Five-Point Likert
Scale”, measuring agreement levels from 1 to
5, with 1= “Strongly Disagree” and 5=
“Strongly Agree”. The survey was conducted
with the help of Google Forms targeting
technology-savvy  working women  who
actively indulge in the online buying process.
The study applied a convenience sampling
technique, and an online questionnaire was
shared via different social media platforms and
e-mails with five hundred working women. The
survey was for thirty days, and four hundred
forty-eight responses were finally received.
Initially, the demographic data was collected;
secondly, the working women respondents
were enquired about their general social media
usage pattern. Finally, the respondents
answered their perception of personalized
social media advertisements, impulse buying
behaviour, website aesthetics, and information
sharing concerns.

Working women
online impulse
buying behaviour

Hia

4.2 Participants

The investigation focused on understanding the
online impulse buying preferences and
behaviour of working women from India’s
Gorakhpur District of Eastern Uttar Pradesh.
The segment of women has actively adopted
online buying due to its numerous benefits like
24x7 accessibility, price efficiency, product
availability, convenient delivery, etc. (Hirst &
Omar, 2007; Nazir, 2018). Among all
respondents (N=480), the age respondents
ranged from (Figure 2) 21-50, with 37% of
responses received from women between 31-40
and 35.6 as their mean age. In terms of
qualification (Figure 3), 8% of them were PhD
(N Ph.D=36), 63% of them were Post
Graduates (N PG=304), 29% of them were
Graduates (N Grad=137), and 1% were
undergraduates. In terms of occupation (Figure
4), 21% were Govt. employees (N Govt=100),
25% were from private service (N Pvt=121),
20% were from professional background (N
Prof= 95), 27% were business women ( N
Business=129) and 7% were working students
(N Stud=35).
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5. Data Analysis and Results

The SPSS package 25.0 trial version condensed
the data to a reasonable size for data analysis
and interpretation. The characteristics of the
sample were determined using descriptive age,
educational qualification, and occupation
statistics. “Regression Analysis” of dependent
and independent variables was performed to
evaluate the effect of different variables. A
“correlation matrix” of all 18 items and
“Kaiser-Meyer-sample Olkin’s” (KMO)
adequacy measure were performed to
determine the appropriateness of using
“Exploratory Factor Analysis”. The “Kaiser-
Meyer-Olkin” sample adequacy measure was
calculated and found to be 0.815. It indicates
that the sample is appropriate for sampling. The
“Bartlett sphericity” test (Chi-square 6598.971)
was used to determine the overall significance
of the “correlation matrix” (significant at 5% at
the 0.00 level). The sample size can condense
the 28 variables into five significant
components. The findings back the use of
“Factor analysis”. (Hirst & Omar, 2007)
proposed the “Varimax Factor Rotation”
method for this process. The “Varimax Factor
Rotation” was applied to 28 variables, with one
as the “eigenvalue” criteria, to restrain the
number of extracted factors. Initially, six
factors were extracted, but using Varimax
Rotation, these were reduced to five
(personalized social media ads, advt value,
website aesthetics, information-sharing
concerns and working women online impulse
buying behaviour). The five extracted factors
were used as scales to assess the various
elements of working women’s behaviour
toward online impulse buying (Refer to Table 6
for reliability and scale items ).

Figure 2: Column chart representing the age
segment of the working women

Age Segment
0 37%
0
29%
o 30% -
8 25%
g 20%
5 15%
% 10%
5%
0%
21-30 31-40 41-50
Age groups

(Source: Developed using M.S. Excel 2016)

Figure 3: Column chart representing the
educational qualification of the working women

Educational Qualification

70% 63%

60%

50%
40%
30%

20%

10%

0%

29%

Percentage

8%
1%
Post Doc Post  Graduation  Non-
Graduation Graduate
Eductaion background

(Source: Developed using M.S. Excel 2016)

Figure 4: Column chart representing the
occupational class of the working women

Occupational Class
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Table 1: Descriptive Data Statistics

Descriptive Data Statistics
Std.
N | Min [ Max [ Mean [ Dev
[Personalized
480 | 1 5 441 | 1.420
SMAds
Ad_Value 480 | 1 5 3.40 | 1.328
Impulse 480
. 1 5 453 | 1.304
_behaviour
\W_aesth 480 | 1 5 3.83 | 1.215
Info_sharing_c| 480
1 5 3.33 | 1.502
Joncern
Valid N
(listwise) 480

(Source- Primary data)

The “correlation coefficient” is made up of a
relationship, denoted by the letter “r.” It
indicates a positive, negative, or no relationship
between two or more variables. It also indicates
how strong or weak the relationship is. The
value of “r” ranges from -1 to +1. The value of

€690

r”” can be expressed as follows (Memon et al.,
2019):

0 Exactly -1. This means there is a
perfect negative relationship between variables.

0 -0.70.- it means there is a robust
negative relationship between variables.

0 -0.50.- it indicates that there is a
moderate  negative  relationship  among
variables.

0 -0.30.- it shows there is a weak

negative relationship between variables.

0 0- means there is neither a positive nor
negative relationship among variables.

0 0.30. it displays a weak positive
relationship between variables.

0 0.50. displays the presence of a
moderate positive relationship among variables.
0 0.70. shows a strong positive
relationship between variables.

0 Exactly 1. variables have a perfect

positive relationship with each other.

Table 2 indicates that the Correlation between
working women’s online impulse buying
behaviour and personalized social media ads is
.741, indicating a positive relationship between
the two variables. The Correlation between
working women’s online impulse buying
behaviour and Ad value is .665, displaying a
positive relationship. The Correlation between
online impulse buying behaviour and website
aesthetics is .737, indicating a positive
relationship.  The  Correlation  between
personalized social media ads and ad value is
.707, indicating a positive relationship between
the variables. The Correlation between
personalized ads and website aesthetics is .674
indicating a positive relationship. The
Correlation between working women’s online
impulse buying behaviour and information-
sharing concerns is .319 indicating a weak
positive relationship with online impulse
buying behaviour. The Correlation between
personalized ads and information sharing
concerns is .337 indicating a weak positive
relationship. It indicates that if any of these
factors increase, it will significantly influence
online impulse behaviour.

Table 2: Correlation Matrix

Wdes_la | Info_sh_con
WWOIBB PSMAds Ad value yout c
Pearson WWOIBB 1.000
Correlation | pgprads 7417 1.000
Ad_value .665" 707" 1.000
W_aesth 737" 674" 582" 1.000
Info_sh conc 319" 337" 225" 262" 1.000

* significance level of Correlation 0.01 level
(1-tailed)

(Source: Primary data using SPSS 25.0 trial

version)
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Multiple regression extends the capabilities of
linear regression. When two or more
independent variables are available, we utilize
them. It allows us to estimate the dependent
variable’s value based on the values of
independent variables. The primary benefit of

the “Multiple Regression” technique is that the
regression model explains the overall fitness of
the model and the contribution of each factor to
the total variance. The results of multiple
regression determine the acceptance or
rejection of the hypothesis.

Table 3: PSMAds, Ad_value, W_aesth and Info_sh_con Model’s Summary

Model R R-Square

Adj R-Square S*

1 .9522 .664

.661 .027

a. Predictors: PSMAds, Ad_value, W_aesth, Info_sh_conc (Constant),

*S: Std. Error of the Estimate
(Source: Primary data using SPSS 25.0 trial version)

Table 3 represents the R, R-Square and the
Adjusted R-Square (coefficient of
determination) which shows the Correlation
and variance among the variables. As per the
summary, a 0.664 variance in working
women’s online impulse buying behaviour
occurs due to four predictors (personalized ads,

ad value, website aesthetics, and information
sharing concerns). R-value is 0.952, which
shows the strong relationship between
WWOIBB and the other four predictors is
significant, which indicates the shared variance
is a fit model.

Table 4: Table of ANOVA?

Sum of
Model Squares df. MS f Sig.
1 Regression 233.369 4 59.674 96.760 .000°
Residual 117.577 476 .603
Total 350.947 480

a. Dependent Variable: WWOIBB

b. Predictors: PSMAds, Ad_value, W_aesth, Info_sh_conc (Constant)

(Source: Primary data using SPSS 25.0 trial version)

The above ANOVA table shows that the P-
value is .000, less than .05. It shows that
“personalized social media ads”, “ad value”,
“website aesthetics”, and “information sharing

concerns” all positively affect the working
women’s online impulse buying behaviour. The
overall regression model is significant.

Table 5: Table of Coefficients a

Coefficients 2
B B
Model B SE B Beta t Sig.
1 (Constant) .338 271 11.247 .002
PSMAdS, 329 .063 .346 5.221 .000
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Ad_value 159 .060 .159 2.645 .009
Web_aesth 428 .063 .398 6.794 .000
Info sh conc .043 .039 .049 1.099 .073
a. Dependent Variable: WWOIBB

(Source: Primary data using SPSS 25.0 trial
version)

According to Table 5, the standardized Beta of
personalized social media ads is 0.346,
indicating a moderate contribution to the
variance in working women’s online impulse
buying behaviour. Moreover, the t value and
significance P-value are 5.221 and 0.000,
respectively; thus t-value > 1.96 and P-value <
0.05, resulting in the first (H11) hypothesis’s
acceptance: “Personalized social media ads
positively influence the working women’s
online impulse buying behaviour”. Similarly,
Ad value accounts for 0.159 changes in
women’s online impulse buying behaviour,
with a t-value of 2.647 and a P-value 0f.0.009.
The t-value > 1.96 and P-value is < 0.05,

accepting the second (H12) hypothesis, “ Ad
value  significantly  influences  working
women’s online impulse buying behaviour”.
Website aesthetics is responsible for 0.398 of
women’s online impulse behaviour variance,
and its t-value and P-value are 6.794 and 0.000,
respectively. Resulting in acceptance of the
third (H13) hypothesis, “ Shopping website
aesthetics will positively relate to working
women’s online impulse buying behaviour.”
The information-sharing concerns account for a
0.049 change in women’s online impulse
buying behaviour with a t-value of 1.099 and a
P-value of 0.073. The t-value > 1.96, but P-
value is 0.73, leading to the rejection of the
fourth (H14) hypothesis, “Information sharing
concerns positively relate to working women’s
online impulse buying behaviour.”

Figure 5 Proposed Model

Personalized SM

Ads Hu1 Accepted
Ad Value
Hi2 Accepted Wo_rklr?g women
online impulse

_ _ buying behaviour

Website Aesthetics
Hi3 Accepted
H14 Rejected

Information Sharing
Concerns

(Source: Selt-developed)

6. Discussion

This research projects a conceptual model to
validate the preceding relations between
consumers’ perceptions of personalized ads,
advt value, website aesthetics, information

sharing concerns and working women’s online
impulsive buying behaviour in the social media
context. The findings demonstrated that
personalized social media ads significantly
influence working women’s online impulse
buying behaviour. Advt value significantly
influences women’s online impulse buying
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behaviour. Website aesthetics positively relate
to the women’s online impulse buying
behaviour, leading to the acceptance of H11,
H12 and H13 (Figure 5). Furthermore,
information sharing concerns negatively relate
to working women’s online impulse buying
behaviour, leading to accepting null hypothesis
HO04. Apart from the hypothesis that
personalized social media (Table 2) positively
correlated with ad value, website aesthetics
negatively correlated with information-sharing
concerns.  Website aesthetics moderately
correlated with ad value and negatively with
information-sharing concerns. Therefore, these
findings provide decent theoretical insights
indicating that personalized social media ads,
website aesthetics, and Ad value positively and
information-sharing  negatively  influence
working women’s online impulse buying
tendency.

6.1.  Academic Suggestions

The results of this research are thought to have
significant academic implications. Firstly, it
was discovered that the website aesthetics of
social media advertisements influences
working women’s propensity for online
impulse purchases. According to the authors’
knowledge, few studies demonstrate the
relationship between personalized
advertisement, advt value, website aesthetics,
and women’s online impulse buying behaviour
in the social media context in the specified
geographical location (Rai & Yadav, 2021). As
per (de Keyzer et al., 2015), impulse buying
presupposes that women consumers’ propensity
to engage in impulse buying is ordinarily
motivated by a desire for immediate action.
This urge is especially prevalent when the
stimuli are somewhat associated with the self
(Akter, 2016; de Keyzer, Leuven, et al., 2015;
Dodoo & Wu, 2019; Nazir, 2018). Therefore,
the representation that personalization paves to
impulse purchasing is novel; it rests on a
concrete theoretical groundwork established by
prior studies.

The study found that the advertising value of
personalized social media ads directly affects
the working women’s online impulse buying
tendency but is also indirectly associated with

personalized social media ads and website
aesthetics. These findings demonstrate the
significance of investigating advt value within
the advertising industry.

Additionally, the original contribution of this
research is an attempt to demonstrate that
website aesthetics paves the way for influence
on impulse purchasing propensity.
Contrastingly, this result is consistent with the
current conceptual framework that suggests that
website aesthetics (Cyr, 2008; Ganguly et al.,
2010; Gugnani & Choudhary, 2017) is an
underlying process. Another probable reason is
that consumers may need to carefully evaluate
the value of advertising messages for value
judgment. Such careful assessment may hinder
the desire to make instant judgments regarding
buying. It is suggested that future studies
provide additional evidence for this explanation
or seek out possible alternative explanations.

There were also some unexpected findings
regarding information-sharing concerns.
Contrary to expectations, personalized social
media advertisements did raise concerns among
respondents. It is likely because users disclose
their individual information openly on social
platforms, despite being aware that marketing
firms and advertisers are likely to use it. It is
also a noticeable concern that social media
users positively accept personalized services
but are not willing to give up a portion of their
privacy in exchange, especially in the Eastern
belt of India. Although the data in this study is
insufficient to identify the precise causes, they
suggest that theory building for personalized
advertisements, Advt value and web aesthetics
in social media may reduce the weightage
given to information-sharing concerns.

6.2. Managerial Suggestions

This research work offers practical suggestions
for online sellers, marketers, and decision-
makers and has presented its theoretical
implications. In light of the association between
social media platforms and marketing titans to
deliver more personalized advertising (Aslam
et al., 2021; Dodoo & Wu, 2019; Rahman et
al., 2014), the discoveries of the current work
are especially significant. First, online sellers
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and marketers must provide consumers with
content that meets their  significant
expectations, particularly on social media.
Recognizing the role of relevance in working
women’s online buying decision-making
processes can aid online retailers who invest in
social media for advertisement message
delivery. Secondly, women consumers regard
uniqueness and value in advertised content, so
the advertisers should use this insight to create
personalized social media advertisements and
website aesthetics accordingly. This may
prevent the message from vanishing into the
advertising void, especially in the current
digital media  environment. However,
advertising decision-makers should closely
monitor personalized social media advertising
practices, Advt value and information-sharing
concerns. Impulse buying behaviour is a
common category of uncontrolled consumer
behaviour that may harm consumers’ long-term
well-being. Consequently, additional empirical
research needs to explore the relationship
between the identified factors and natural
impulsive consumer behaviour.

7. Future research and Limitations

Firstly future studies should include an
experimental plan that would permit a more
vigorous examination of the effects of
personalized social media ads, website
aesthetics and advt value on consumers’
propensity for online impulse purchases.
Secondly, the working women sample
considered here restricts the generalization of
the findings. Further study could use a sample
distribution to better illustrate the broader
population. Thirdly, while the focus of this
investigation was on the analysis of the effect
of personalization, Advt value, web aesthetics
and information-sharing concerns directly on
impulsive working women buying behaviour;
future research might look into the impact of
other characteristics, such as product category,
perceived relevance, ad novelty, on the
likelihood of consumers to make impulsive
purchases online. Finally, like most research,
this work presents its own limitations. Firstly,
the study collected data via an online survey, so
actual behaviour and interactions were missing.
The region of Gorakhpur is growing in its
acceptance of social media usage and online
impulse buying behaviour. However, the
women segment’s traditional mindset of
personal information sharing is to be overcome.

Table 6 Questionnaire items, source, alpha value, factor loadings and reliability

Adopted Items/Alpha Measures Standardized CR
loadings

Personalized Ads The ads on my social media account target me as a unique 0.849 0.936
individual

0=.903 The ads on my social media account seem to reflect my 0.833

(Dodoo & Wu, 2019) needs

Ad value Content of SMAds say something important to me 0.807 0.921

=912 Social media ads are useful 0.789

(Van-Tien Dao et al., 2014) Social media ads are important 0.817

Website aesthetics The shopping website has all its information in a well- 0.859 0.963
organized manner

0=.956 The website of the online store looks professionally designed  0.890
and well presented

(Cyr, 2008; Dianne et al., The site of my preferred online shopping store provides good 0.891

2005) navigation facilities to search the information content

Information-sharing concerns I am concerned about privacy when | see personalized social 0.831 0.969
media ads

0=.956 I am sensitive about giving my information to websites when 0.793
| see personalized social media ads

(Antén et al., 2010; Dodoo & | am worried about the information collected when | see 0.938

Wu, 2019)

personalized social media ads
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I am concerned about giving unidentifiable information to 0.781
websites when | see personalized social media ads
Working women online I often buy online spontaneously 0.898 0.954
impulse buying behaviour
0=.950 If I like it, I buy it’ describes me in online transactions 0.998
(Dodoo & Wu, 2019; Zainal & Sometimes, | feel like buying things online on the spur of the 0.716
Abd, 2021) moment
Just do it” describes the way I buy things online 0.854
Sometimes, | am a bit reckless about what | buy online 0.957
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