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A key to a business’s success is reaching the target market. This ensures that consumers 

are exposed to the retailer’s offerings and by turn, inspired to purchase. In turn, the business can 

reach its goal of a profitable organization. The purpose of this paper was to determine the most 

effective fashion advertising appeals for reaching target markets. To address these issues, this 

thesis consisted of two studies. The purpose of the first study was to determine the advice given 

to fashion entrepreneurs regarding effective target market practices. The purpose of the second 

study was to determine effective advertising strategies fashion entrepreneurs may employ  for  

effectively  reaching  target markets. Data was collected to test the effectiveness of the advice 

from Study 1, degrees of brand awareness, attitudes towards advertising, willingness to follow 

trends, purchase intention, purchase behavior, and shopping involvement. The theory of reasoned 

action was employed as the theoretical framework of the study. The framework was utilized to 

predict that attitudes towards targeted advertising and pressure to follow fashion trends would 

positively relate to intent to purchase which, in turn, would positively relate to purchase 

behavior. The results of this paper concluded the TRA model provided a proper framework to 

predict purchase behavior from targeted advertising employed by fashion entrepreneurs. 
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CHAPTER 1 

INTRODUCTION 

A key to a business’s success is reaching the target market. This ensures that consumers 

are exposed to the retailer’s offerings and by turn, inspired to purchase. In turn, the business can 

reach its goal of a profitable organization. According to Choong (2008), reaching the target 

market through thoughtful ways is an important aspect of any business. For fashion brands and 

retailers, the competition continues to grow as e-commerce, particularly, enables companies to 

enter the market relatively easily thereby likely affecting the product life cycle.  

Effective advertising strategies can help insure top performance, company growth, and an 

increase in customer loyalty (Moore & Fairhurst, 2003).  As fashion entrepreneurs enter this 

competitive market and are seeking best practices to reach their specific target markets. 

Which strategies are needed for success?  How can the entrepreneurs efficiently reach their target 

market? What are experts telling these entrepreneurs? What marketing strategies really work?   

Fashion is a fast-paced and ever-changing industry. Growing a business in the fashion 

industry can be a difficult task. Fashion entrepreneurs are said to need determination, have 

passion, and know that a successful business will not grow over night. Fashion entrepreneurs 

also need to know how to access resources on best practices for running a successful business 

and advertising to the market (Fitzgerald, 2015). Indeed, effectively reaching a target market can 

be a very challenge one for a fashion entrepreneur.  

Identifying the Target Market 

The target market is a segment of consumers that an entrepreneur will concentrate on 

because they most likely had a want or need for the products the entrepreneur is selling. Once a 

target market is defined, understanding how to best reach them becomes priority (McGee, 2017). 
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One of the major challenges of reaching a target market is time and budget for a fashion 

entrepreneur (Evans, 2013). Smaller organizations have smaller budgets to spend on advertising 

to reach and appeal to the target market and a smaller number of employees working to create 

that adverting strategy, therefore efficiencies become imperative (McGee, 2017). Larger retailers 

have larger budgets and often outsource marketing to a marketing company (Busse, 2012). 

Another challenge is creating enough demand from advertising efforts due to a large number of 

retail competitors and the number of advertising platforms. This culminates the challenge of 

creating traffic and leads. Lastly, there is a challenge of identifying the best technologies or 

advertising channels to specifically reach the target market and ensure they are receiving brand-

related communications (Kolowich, 2016).  

Wisdom concerning best target marketing practices are available in many places. 

Marketing textbooks and academic research, by definition, highlight case studies and empirical 

findings. Another option, and could be noted as a popular and somewhat easy option, is to 

simply conduct an internet search. Several different key words can be used in a search to access 

hundreds or thousands of web pages that contain personal, professional, or even popular target 

marketing advice.  

Lastly, a more traditional approach to researching target market advice would be to visit 

local bookstores, find their business section, and read the popular marketing and advertising 

books. These books can be written by industry professionals and are targeted to businesses open 

to find the best ways to market products to the target consumer. The challenge is taking the time 

to read through these resources to find the best advice to fit the entrepreneur's target marketing 

plan.   
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Market Segmentation 

Fashion entrepreneurs look at market segmentations and other elements to define their 

target market. Market segments are determined by similarities in psychographics and product 

purchase intention. The entrepreneur must examine their brands, products, prices, services, and 

communications in order to define their segmentation strategies and define a target market 

(Hawkins & Mothersbaugh, 2013; Soloman & Rabolt, 2004). Using market segmentation 

strategies will allow entrepreneurs to target their fashion brands to a specific group of people 

(Soloman & Rabolt, 2004).  

By effectively reaching the correct target market, entrepreneurs can keep consumers’ 

attentions and keep their wants and needs at the center of marketing strategies. The process of 

defining a target market takes time, research, and constant editing (Evans, 2013).  When using 

resources available to a fashion entrepreneur to research and define the correct target market, the 

fashion entrepreneur will be more focused, have a more effective marketing strategy, and likely 

have a greater return on investment (Kaleikini, 2009).  

Therefore, the purpose of this research was to determine the most effective fashion 

advertising appeals for reaching target markets. For fashion entrepreneurs, there is a focus on 

methods and channels that are beneficial to reaching both established and untapped markets. To 

address these issues, this thesis consisted of two studies. The purpose of the first study was to 

determine the advice given to fashion entrepreneurs regarding effective target market 

practices. The objectives for this study were as follows:  

Objective 1:  Examine advice available on the internet in a simple Google search.   

Objective 2:  Summarize advice via popular press books about target advertising.   
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Objective 3:  Summarize academic advice targeted to undergraduate, MBA, and 

merchandising M.S. students.   

Seeking prevailing wisdom on marketing strategies is very valuable, but only one side of 

the marketing equation. How do potential targeted customers respond to marketing strategies? 

Do they find targeted marketing useful or annoying?  Do the strategies effectively reach the 

consumer decision set (Hawkins & Mothersbaugh, 2013)?  Therefore, the purpose of the second 

study was to determine effective advertising strategies fashion entrepreneurs may 

employ for effectively reaching target markets. The research questions for Study 2 were as 

follows:  

RQ1: Is the promotion advice effective in reaching the desired target market? 

RQ2: Is the promotion advice effective in building brand awareness?  

RQ3: What are consumer attitudes toward targeted advertising?  

RQ4: Do people feel compelled to follow the trends in targeted fashion ads?   

RQ5: Does targeted fashion advertising lead to a positive purchase intention?  

RQ6: Is the advice effective in reaching the target market via positive purchase behavior? 

RQ7a:  Does shopping involvement affect brand awareness? 

RQ7b: Does shopping involvement affect targeted ad purchase behavior? 

A brand needs to have an identity that can reach and be relatable to the target market. 

However, with the growing competitive landscape enabled by relatively inexpensive targeted 

social web marketing, there is a greater need for brand strategies to create differentiation and 

positioning of fashion brands. An important part of retailing is getting the brand and products 

in front of consumers and effective use of advertising channels can assist in that goal. The key for 

any fashion brand is to choose a mix of advertising channels that will provide the best 
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performance for the brand (Marketing Mix, 2014). According to Moore and Fairhurst (2003), 

there has been much work devoted to creating advertising strategies for fashion brands and 

retailers to utilize, but the question is raised, do the strategies 

work? This research investigated fashion advertising appeals and sought to determine whether 

these strategies successfully reached the target customers.  

Theoretical Framework: Theory of Reasoned Action 

Fishbein and Aizen (1975) created a model that would predict how an individual would 

behave, based on attitudes and intention (Figure 1.1). Individuals consider certain factors before 

choosing to partake in a behavior. Fishbein and Aizen’s theory of reasoned action (TRA)  

provided a framework for researchers to predict behavior based on precedent attitudes and 

intention to act. The model shows that attitudes and subjective norms are a direct influence on 

behavioral intent, which is a prediction of preforming the actual behavior (Al-Suqri & Al-

Kharusi, 2015). 

 
Figure 1.1. TRA model. 

 

For the current study, the theory of reasoned action is applied to attempt to predict the 

effectiveness of advertising (Figure 1.2).  
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Figure 1.2. Research model. 

 

Definition of Terms 

Advertising channel. A medium in which a fashion brand can inform the target market 

about promotion of products (Advertising Channel, 2017). 

Brand awareness. The extent to which consumers are familiar with the distinctive 

qualities or image of a particular brand of goods or services (Shabbir et al., 2017). 

Fashion brands. A brand with symbolic meaning and style that deeply incorporates the 

experiential and interactional dimensions. It requires great product differentiation and supply 

chain coordination (What is Fashion Brand, 2017). 

Fashion entrepreneur. A person who is innovative and organizes and operates a business 

or businesses, taking on greater than normal financial risks in order to do so, selling a popular 

trend, especially in styles of dress and ornament (Alaili, 2015). 

Fashion retailers. Typically, a consumer goods market. It is characterized by very short 

product life, fickle consumer preferences, numerous competitors, relatively easy entry and exit, 

and a myriad of manufacturing, marketing and retail alternatives (Richardson, 1996). 
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Targeted advertising. Creating and pushing a retail advertisement to a group of 

individuals a retailer wants to inform and persuade them to purchase their products (Marketing 

Mix, 2014).  
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CHAPTER 2 

REVIEW OF LITERATURE 

Effectively targeting the market can contribute largely to the success of a retail business. 

The purpose of this research was to determine the most effective fashion advertising appeals 

for reaching particular target markets. When measuring the effectiveness of advertising, 

entrepreneurs examine the amount of profit they gained in response to the targeted 

advertisement. In other words, did the advertisement allow the consumer to experience a good 

attitude and intention to purchase and did the reaction result in a purchase? The Theory of 

reasoned action (Ajzen & Fishbein, 1991) was employed as the theoretical framework of the 

study. 

Theory of Reasoned Action 

The theory of reasoned action, or TRA, was developed in 1967, but was recreated in the 

early 1970s by Ajzen and Fishbein to study human behavior. The concept was later expanded 

and called the theory of planned behavior (Ajzen, 1991) when the theory was extended to 

eliminate inadequacies that had been found through additional research (Bright, 1993). Theory of 

reasoned action provides a foundation for research that involves human behavior and is 

applicable to a marketing approach that is focused directly on the decision-making process. The 

theory integrates attitude and subjective norms and how they relate to a particular behavior. The 

theory of reasoned action has three dimensions, behavioral intention, attitude towards the action, 

and subjective norms (Ajzen and Fishbein, 1975). 

An individual’s intention can be related to their nature, or attitude towards an action, and 

social influence, or subjective norm (Ajzen, 1895). The assumption of the theory is that humans 

are rational and use known information before performing an act or making a decision (Fishbein 
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& Ajzen, 1975). Therefore, the model of the theory of reasoned action builds on the relationships 

among attitudes, subjective norms, intention, and behavior (Ranjbarian et al., 2010). The model 

can be viewed in Figure 2.1.  

 
Figure 2.1. Theory of reasoned action model.  

 

Attitudes towards Action 

Salient beliefs, or attitudes about a particular behavior is a determent of an individual’s 

behavior (Ajzen, 1985). In the theory of reasoned action, attitude towards an action is the 

evaluation of the feeling an individual has in relation to the action. That evaluation can be 

positive or negative (Fishbein & Ajzen, 1975). In regards to the present study, attitude relates to 

the positive or negative attitude towards a targeted advertisement of a brand.  

Subjective Norms 

Subjective norms are the social pressures that an individual feels to perform or not to 

perform a behavior. Subjective norms are the beliefs an individual or a group of individuals 

expects (or does not expect) how the individual should behave (Ajzen, 1985). In regards to the 

present study, subjective norms relate to the pressure to follow and buy the trends presented in 

the advertisement. 
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Intention 

Behavior intention is the immediate variable that motivates a consumer to carry out or not 

carry out a behavior. TRA communicates that intention is brought about by attitudes toward the 

behavior and an individual’s perception of social pressures, or subjective norms. Although these 

two determents influence the intent to perform a behavior, they do not equally influence the 

intention all the time (Aijzen, 1988). In regards to the present study, intention relates to purchase 

intention. 

Similar Research 

Several studies have been conducted that use the theory of reasoned action framework to 

predict consumer behaviors. Research has examined attitudes towards action, subjective norms, 

and intention using this framework in studies concerning the purchase of fashion counterfeit 

goods (Kim & Karpova, 2009), purchase intention of young consumers (Belleau, Summers, Xu, 

& Pinel, 2007), using green technology (Mishra, Akman, & Mishra, 2014), and students’ 

adherence to dress code (Kaveh, Moradi, Hesampour, & Zadeh, 2015). Isaid and Faisal (2015), 

used the framework to predict repurchase intention for a mobile phone brand. The study found 

that if a customer had a negative experience with price, phone size, or consumer’s past 

experience, there would be little likelihood that the customer would repurchase. However, if their 

attitudes and subjective norms were positive towards the behavior of repurchasing, the customer 

indicated they would repurchase (Isaid &Faisal, 2015).  

Wash et al. (2012), found that positive perceived quality, brand involvement, and positive 

consumer attitude gave positive purchase intention to manufactured and private-label brands for 

four categories: chocolate bars, cookies, granola bars, and canned sweet corn. Lee et al. (2013), 

also found that positive attitudes and a positive perspective from subjective norms provide 
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positive purchase intention inspired by online video advertising. The same outcome was found 

by Tabatabari Nasab et al. (2014) in regards to mobile advertising. Each of these studies used the 

theory of reasoned action to predict purchase behavior or intention. 

The present study examined the relationship among the attitude toward targeted 

advertising, perceived pressure to respond to targeted advertising, intention to purchase brands 

promoted via targeted advertising, and purchase behavior resulting from targeted advertising. 

The research model guiding this study can be seen in Figure 2.2. 

 
Figure 2.2. Research model. 

 

Brand Strategy for Fashion Brands 

A basic definition states that a fashion brand is a popular trend, especially in styles of 

dress and ornament, or product manufactured by a particular company under a particular 

name (Merriam-Webster, n.d.). However, there is more to a fashion brand that can even be put 

onto paper. A fashion brand can provide imagery, value, feeling, and can communicate a brand’s 

successes and/or failures. Overall the fashion brand is the identity of the company (McColl & 

Moore, 2011).    

According to the Business Dictionary (n.d.), a brand strategy is a plan to support a brand 

long term. It allows a company to define its target market and then to create and 

market that brand to the target market, defining the corporate preferences and expectations. 
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There are many fashion brand strategies, but according to McColl and Moore (2011), the 

purpose of brand strategy is to ensure an appropriate reflection of values and provide a positive 

impact on the stores that carries that brand as well as the consumers that purchase that 

brand. With any change, there are risks and opportunities that need to be outlined within the 

strategy (Hennigs, et al., 2013). The relationship a retailer has with a customer begins and ends 

with the brand. The brand gives the retailer their target market and potential profits, therefore it 

is important to communicate that brand effectively to the retailer’s target market (Garrett, 2014).  

Popular brand strategies include the promotion and expansion of the brand (McColl & 

Moore, 2011). This includes advertising plans to reach the customers through specific 

advertising channels. Advertising is communicating with customers about the products or 

services the brand or retailer has to offer. The goal of advertising is to go beyond the colors, 

logos, and jingles, although important elements, and provide the target market depictions of 

experiences and feelings they are seeking. After identifying a target market, a retailer can 

determine how to gain trust from the consumer and how to turn trusted consumers into loyal 

customers (Garrett, 2014). The goal is to create a brand that can stand up to competitors and 

communicate position in the market. The brand strategy ensures the brand can communicate its 

value, quality, and image (McColl & Moore, 2011).  

Advertising has proven to provide success to new brands, long-standing brands, and 

brand extensions (Kotler, 2000). It has also been noted to positively influence the retailers’ 

existing products since new product advertisements bring customer traffic (Supphellen et al., 

2004). An essential element of advertising is to understand the consumer’s behavior (Giele, 

2009). Specifically, product- or category-pertinent buyer decision making process where the 

Theory of reasoned action can be applied to understand individual attitudes toward product 
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purchase intention as affected by their attitude towards the advertisement. For example, do they 

feel pressure to buy the product advertised, do they intend to buy the product, and do they 

actually purchase the product. The Theory of reasoned action partly examines the attitudinal 

element of advertising strategies and the other variables that may entice a consumer to purchase 

the product that the retailer is promoting in their advertisement (Naji et al., 2015).    

Advertising Channels for Fashion Brands 

Advertising informs consumers of products and their features and benefits, allowing 

consumers to develop a desire for the products before they decide to purchase (Ehrenberg, 2000). 

Advertising also increases the probability that a consumer will test or sample a new retailer 

(Nelson, 1974). This marketing practice has enabled an increase in competition and can lead to 

lower prices by retailers (Greuner et al., 2000). Like branding strategies, fashion brands need 

advertising strategies that utilize appropriate advertising channels to reach their target 

market. An advertising strategy can help an entrepreneur capture their target market by 

advertising locations, promotions, product features and benefits, and price (Moore & Fairhurst, 

2003). Overall, advertising channels are avenues that reach the target customer, informing them 

of their products available for purchase (Watson, et al., 2015). Most advertising programs are 

created by developing a theme and determining an execution strategy. Themes of the 

advertisement are reflected on how the brand presents desired images to the consumer. One 

element of the advertising deployment is the selection of the best channels to reach the target 

customer (Eder, 1887) 

There has been an increase of advertising channels available for entrepreneurs and 

companies to utilize in the past decade (Watson, et al., 2015) with the growing opportunities on 

the world wide web and big data mining. Although the task of choosing and making sure the 
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channels are interacting efficiently is a challenging task, success occurs when the customer 

acquisition via product purchase results (Chen, et al., 2016).   

According to Sealey (2013), advertising channels include, but are not limited to:  

• Print advertising  

• Email advertising  

• Press releases  

• Direct mail  

• Television advertising  

• Radio advertising  

• Social media  

• Trade shows  

• Billboards  

• Blogging  

In addition to these common channels to market products, there are hundreds of creative 

ways to reach the consumer with the increasing development of digital technologies 

(Taiminen & Karjaluoto, 2015). For example, the online advertisements, known as banner or 

sponsored advertisements, that will follow consumers around as they move from site to site using 

the internet. These advertisements are targeted to consumers based on their searching history and 

are a result of the development of new technologies. Retailers use these advertisements to remind 

the consumer of past product interest in hope of having the consumer follow through with the 

purchase (Gauzente, 2010). 

Choosing the best advertising channel is dependent on your target market. Entrepreneurs 

need to take into account demographics, such as age, gender, location, and economic status, as 
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well as psychographic variables that address the social psychology of shopping behavior to 

ensure they are using the right channels to reach the target market. Unfortunately, this science is 

not perfect; there is not a formula that ensures that members of a demographically similar group 

will respond to the same approach. Careful research into the target market definition for a brand 

will allow entrepreneurs to communicate on the most efficient channels. Another consideration is 

the advertising budget needed to ensure effective reach. If there are several advertising channels 

an entrepreneur wants to exploit, proper budget planning is needed (Miller, 2016).  

Stolyarova and Rialp (2014) tested the efficiency of new media communication channels. 

The researchers noted there was little research in the efficiency of communication channels such 

as television, press, radio, online, and outdoor. Using Data Envelopment Analysis, or DEA, the 

researchers found that television advertising was the most efficient advertising channel and print 

was the least efficient. Efficiency was measured by how the consumer perceived the brand value 

in the advertisement from the tested channels.  

Best Practices for Fashion Branding 

Defining best practices for fashion branding can increase advertising efficiencies and 

provide new areas to explore with changing market technologies and ventures (Dedicated 

followers, 2015). According to Geyer (2009), there are five best practices of fashion brands. One 

of the best things a fashion brand can do is create and communicate a holistic understanding for 

their brand. Both the company and the consumer need to know what the brand stands for. To 

ensure there is a stable future for the brand when changes occur there needs to be an 

understanding of the brand’s culture, beliefs, personality, value, influencers, and heritage. A 

strong understanding of these elements will also help define the most effective marketing 

strategies. A second best practice for branding is to stay one step ahead of the prevailing relevant 
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trends and consumer desires. Trends, particularly with fashion-relevant products, can come and 

go quickly, and undue attention can be a liability if the brand does not utilize them well. It is 

important to spot and track trends in their early stages and monitor how they are affecting market 

segments. This can allow brands to capitalize on the best trends for their target customer (Geyer, 

2009).   

A third best practice is to know the brands’ threats and to stay on top of all types of 

competition. It is important to anticipate challenges before they stress the brand. Staying abreast 

of what direct and indirect competitors are creating with their own brands will help ensure the 

fashion brand can out-perform competition and remain first in the consumers’ mind (Geyer, 

2009).  A fourth best practice is to create the best branding strategies. Not all branding issues can 

be solved by a new advertising campaign. Companies must create differentiation within the 

fashion brand and make it relevant to the target consumer. According to Geyer (2009), creating 

an emotional bond with the consumer can be a great branding tactic. Brands can also work on 

revamping the brand image if it is not connecting well with consumer. Perhaps the brand is 

difficult to understand or the logo needs to be more noticeable. Lastly, make sure the consumer is 

having the best experience with the fashion brand. Create ways to use new technologies and 

create multiple channels for consumers to shop and purchase (Geyer, 2009).  

According to Eng (2017), there are creative ways to incorporate best practices including 

creating value in the brand, creating content that is specifically for your target market, planning 

how to leverage different advertising channels, and personalizing the content the brand is giving 

to the consumer.  There are also a number of ways to implement best practices when advertising 

on different channels such as social media, including offering stoppable content and 
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crowdsourcing images (Stacey, 2016), and email marketing, including personalized content and 

paying close attention to details of the email (Sahota, 2014). 

Brand Awareness 

Being able to remember or recall a brand is the definition of brand awareness (Pappu & 

Quester, 2006). Brand awareness is the extent in which the name or qualities are familiar to the 

consumer and is present in their minds (Aaker, 1991). It has been argued that the brand’s 

perceived quality and other recognized elements (logos, products, image) is a result of brand 

awareness (Pappu & Quester, 2006).  Brand awareness is directly related to the decisions made 

by consumers when they are considering a purchase, whether it be a low involvement purchase 

or a high involvement purchase (Hartman & Spiro, 20015; Arnett, et al., 2003; Hoyer & Brown, 

1990). According to Grewal et al. (1998), a consumer has a positive association with a brand 

when the brand has a positive reputation or image.  

Brand awareness is frequently overlooked in advertising strategies and is noted to be a 

crucial consideration. Brand awareness is more than brand recall, and is considered a 

communication objective (Percy & Rossiter, 1992). Consumers can obtain brand awareness with 

different types of marketing. Brand awareness allows them to link products they aspire to 

possess (Shabbir, Khan, & Khan, 2017). Thus, creating brand awareness should be the first step 

in building advertising objectives. Before a customer will buy a product, they need to be aware 

of the brand and its meaning. When entrepreneurs work to develop brand awareness for their 

products, the result should be increased traffic and buzz in the market. When customers think of 

a certain brand first due to repeated exposure and constant delivery, the market strategy has 

achieved top of mind brand awareness. It is a huge advantage to gain the highest level of brand 

awareness (Kokemuller, n.d).  
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Brand awareness builds brand equity, which is defined as the value beyond the physical 

assets of the brand. Physical assets can include the building and equipment. Top of mind brand 

awareness brings about a strong brand equity. The more consumers are aware of the brand, the 

stronger the reputation, the greater the profits, and greater overall brand value. Word of mouth 

plays a big part in creating brand awareness, brand equity, and loyalty. Brand awareness has also 

become increasingly important with the rise of online and digital technologies. The brand can be 

communicated, good or bad, very quickly with the use of social media and other digital 

communication tools (Kokemuller, n.d). 

Shabbir, Khan,and Khan, (2017) reinforce looking at brand image, brand loyalty, and 

brand equity and how it relates to brand awareness. Their study suggests brand loyalty and brand 

image are key determinants of brand equity. The study also found that brand awareness “fully 

mediates” the effects that brand loyalty and brand image has on brand equity. 

Customer Attitudes 

An attitude is a learned element that allows a customer to like or dislike a particular 

product. In advertising, it is the favorable or unfavorable response to the advertisement 

(MacKenzie & Lutz, 1989). As described, the Theory of reasoned action, in the context of 

explaining consumer behavior in the present study, attitude is related to customer attitudes 

towards targeted advertisement (Ajzen, 1991). Customers’ attitudes towards advertising have 

been studied and offered as a theoretical construct since 1981 (Christian et al., 2014). For 

example, Christian, Zdenek, and Lucie (2014), found that customer attitudes towards 

advertisements differ based on the type of advertisement they were looking at. It also differed 

based on the brand that was advertised.  
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When it comes to advertising on a channel such as social media, customer’s attitude can 

be the key determinant if the advertisement was efficient or not (Mehta, 2000). Several studies 

have shown that customer attitudes towards advertising in general are dependent on several 

variables. These variables include advertisement credibility, advertisement perceptions, attitude 

towards advertiser, and mood. However, this relates to advertising in general and could vary 

depending on a particular type of advertisement (Christian et al., 2014). In current consumer 

culture, there are more dimensions for researchers to explore the role that advertising has in 

relation to customers’ attitudes, including consumer manipulation, product information, 

hedonic/pleasure, economic condition, social integration, and materialism. The advancements in 

technology provide detailed market information and help identify customer attitudes and how to 

create a more positive attitude towards the brand and advertisement (Eze & Lee, 2012) 

Purchase Intention 

As an entrepreneur, it is important to research consumer intentions (Blackwell, Miniard, 

& Engel, 2006; Ghalandari & Norouzi, 2012). According to Hawkins and Mothersbaugh (2010), 

intention is the action that stimulates a particular purchase. The connection between wants, 

needs, and intention is the center of measuring consumers’ purchase behavior and the Theory of 

reasoned action (Kim & Pysarchik, 2000). The consumers’ behavior will be performed by the 

strength of the intention that consumer has. If there is a strong intention, there is a high 

likelihood a behavior will be performed, and if the intention is weak, there is a small likelihood 

the behavior will be performed (Azjen. 1991).  

The intention for a customer to purchase a product depends on the value of the product 

and recommendations from other customers who have bought and used the product (Zeithami, 
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1988). Advertising and user-generated word of mouth that are positive, lead to positive purchase 

intention (Hoy & Milne, 2010).  

Purchase Behavior 

Purchase behavior is the process a consumer goes through to make a purchase. Retail 

businesses research consumer purchase behavior in order to understand why consumers make 

purchases and what factors influence that purchase. When retail businesses research and predict 

consumer purchase behavior, they establish a marketing strategy to appeal to their target 

consumer (Bhasin, 2016). 

Consumers experience a six-step process when purchasing a product. First, the consumer 

recognizes a need for a product and then begins to research information about the product, 

whether it be internally, that is based on memories, or externally, which can include internet 

search, word of mouth, and comparative shopping. The consumer will then consider alternatives 

to the product and compare. The fourth step is the decision to purchase or not purchase and the 

fifth step will be the purchase. The last step involves the consumer evaluating their purchase by 

using it and making conclusions from their experience with the product. The consumer uses 

cognitive dissonance, the element that evaluates if the consumer made the right decision. Either 

satisfaction or dissatisfaction is felt by the consumer after using the produce (Bhasin, 2016). 

Advice for Entrepreneurs 

As a business that promotes fashion brands, advertising can be an effective tool to reach 

the customer in a saturated market (Jackson, 2015). Advertising is the direct communication 

between a business and the consumer. Advertising creates awareness of the brands, promotes a 

desire, provides a brand image, and draws a consumer to the business. Ultimately, advertising 

convinces the consumer they need the brand in their possession (Advertising, n.d.).  
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For a start-up business, high levels of advertising will establish identity in a new market 

and grab consumers’ attention. If done properly, the business will differentiate from competition 

and become a more established business. Before creating and launching a targeted advertisement, 

entrepreneurs need to establish their target consumer and work out a budget. Then, there is the 

task of planning which advertising outlet to use. There are many forms of advertising outlets and 

finding the right ones for a business and its products is crucial (Jackson, 2015). Research to find 

the best advised target advertising methods can be found by accessing academic sources and 

popular press, including books and online searches. After establishing the best method of 

targeted advertising delivery, the entrepreneur will create and execute an advertising strategy and 

communicate the most effective message and visuals of the fashion brands to the consumer 

(Advertising, n.d.).   

Advice from Academic Sources 

As an aspiring fashion entrepreneur, it is important to receive a degree that provides a 

foundation and knowledge on how to start and build a fashion business. Professors will prepare 

students and the university will offer entrepreneurship programs that will also allow students to 

learn about being an entrepreneur in a real-world workplace (Hendricks, n.d.).  According to 

Crittenden and Wilson (2005), students cited the use of case studies in their classes as an 

effective way to learn and study about advertising practices. Knowledge of brands (Krihnan, et 

al., 2014) and globalization (Arenault & Stevenson, 2012) can give the advantage of teaching 

advertising strategies to students.  Marketing pedagogy has included the use of new 

technologies which includes the use of the internet, mobile devices, social media, and more 

traditional advertising technologies such as radio and television (Rosa, 2012). 
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There are several other academic sources that potential entrepreneurs can utilize to 

receive advice on targeted advertising. One source can be from marketing articles published in 

academic journals and authored by industry professionals and those who continue researching 

the marketing field. According to Roberts et al. (2013), these articles can help provide decision 

making on management of brands and provide the best tools to make targeted advertising 

decisions. These articles provide the reader with opinions from actual consumers and results that 

encourage or discourage a certain targeted advertising method (Roberts, et al., 2013).  

Marketing textbooks provide a basis of all targeted advertising methods to its readers. 

These textbooks are put together by business school graduates, professors, and business veterans 

who are characterized by being some of the brightest voices in the field of marketing (The 50 

Best, n.d.). These textbooks can provide knowledge such as best practices for strategy, planning, 

and execution on different targeted advertising channels (Hatahet, n.d.).  

Advice from Popular Sources 

Popular sources are articles or books that are authored by journalists and written for the 

general public. These publications report on current topics and events with the intent to entertain 

and have a non-technical, conversational style (Popular, 2011). According to Rampton (2016), 

when establishing an advertising plan, it is helpful to read books and articles and learn from 

others who have had success. Popular marketing books are written by marketing and advertising 

professional with a successful background, who pride themselves in knowing what is the best 

way to reach the consumer. The books they write and publish can increase an entrepreneur’s 

advertising knowledge and skills. Entrepreneurs can take the parts that will work best for their 

business and implement them. There are several books available to read through online 

bookstores and local brick and mortar bookstores (Simmonds, 2011).  
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Entrepreneurs can also retrieve information and articles from a search engine site. Chiru 

(2016), notes that it is difficult to imagine life without a search engine. Search engines provide a 

powerful program that select and filter information for whatever topic a user is searching for. 

The internet has millions of websites and an enormous amount of information available to its 

users. These search engine sites use search robots to collect and group information on web pages 

to provide users with the relevant information they are looking for. Search engines are a useful 

tool when it comes to searching a specific topic such targeted advertising (Chiru, 2016).  

Target Market Strategies for Different Generations   

Using demographics allows an entrepreneur a way to understand the market and a basis 

to develop an advertising plan. Demographic information includes geographic area, age, income, 

race, gender, and education level. An entrepreneur uses demographics to identify a consumer 

group for their products. Identifying the demographic an entrepreneur seeks to promote will 

allow them to avoid mistakes in the advertising plan and the actual targeted advertisement. 

Demographics can be found from many sources including the U.S. Census Bureau and Labor 

Statistics. Information can also be found in professional and trade associations publications and 

even at local entities such as the department of commerce (Sessoms, 2017).  

Target marketing based on generation is a common tactic for fashion entrepreneurs. Each 

generation, like many elements of demographics, have a unique set of expectations, experiences, 

lifestyle, and values that influence their buying behaviors (Willams & Paige, n.d.). Based on the 

Generational Cohort Theory, individuals that were born in certain years are suggested to have 

shared values and beliefs (Rahulan, et al., 2015). This means that each generation has basic 

behaviors that make them different from other generations. Marketers have created different 

types of advertising strategies for each generation that are best suited for them. When looking at 
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Baby Boomers, they are currently at retirement age, yet most are not retiring, but looking at new 

careers and learning new technologies. They are leading healthy lifestyles and like to try new 

things (Coleman, et al. 2006). Strategies to target the Baby Boomer generation are to play on a 

healthier lifestyle or leisure activity. Baby Boomers are savvy shoppers who are buying for 

themselves, children, and grandchildren and they have the money to do so. Marketers also need 

to take advantage of brand loyalty and provide this generation with new technologies since they 

are not afraid to use it (Mummert, 2004).   

Generation X is a small segment and tends to be forgotten. This generation is busy with 

children, mortgages, and work. Strategies to target the Gen X category is to provide coupons or 

sweepstakes; every little bit of savings are appreciated and helps give them a little bit of a break. 

Generation X loves companies that care and give back. A prominent strategy would be to 

communicate the good the company is doing in the community or on a global scale. This 

generation also responds to direct mail which is an easy way to reach the market (Lister, 2016).   

Millennials are out numbering the Baby Boomer generation and have large buying 

power. This generation responds well to the internet and social media. Effective 

advertising strategies include showing innovation and the creation of the next best thing. They 

also love to see reviews and rely on word of mouth before purchasing. As mentioned, reaching 

the Millennials through social media is imperative and providing them with incentives and 

discounts as they enter the brand’s social media accounts. Millennials appreciate loyalty and 

rewards programs. This allows them to revisit and create repeat purchases. Lastly, Millennials 

report listening to 11 hours of radio a week, making radio advertisements essential to reaching 

this generation (Lister, 2016).  
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Shopping Involvement  

According to Rothschild (1984), involvement can be defined as an individual 

experiencing an unobservable state of motivation or interest. Per research, there has been a 

positive correlation between involvement and clothing purchases (Summers et al., 2006) and the 

more involved an individual is, the longer the browsing time, the more responsive to 

promotional activities the retailer or brand is promoting (Josiam et al., 2005), and the more 

confident they are in their purchase decisions (O’Cass, 2004). Price can play a large part in 

involvement. The more expensive the product, the more involved an individual tends 

to be because the products are more likely durable and will be owned for a long periods of 

time (Laurent and Kapferer, 1985). Non-durable goods such as toothpaste and shampoo that are 

bought more frequently are found to have low shopping involvement (Traylor & Joseph, 1984).   

The meaning placed on clothing by individuals creates involvement as being an important 

aspect of clothing purchases. Clothing allows individuals to create an identity for themselves and 

is used as self-expression. This part of an individual’s nature allows involvement to be an 

important element of purchasing because the individual wants to make sure their clothing 

presents the right message to society. Involvement does vary by individual because some do not 

use clothing as a form of expression (Michaelidou and Dibb, 2006). According to Park et al. 

(2006), fashion involvement created a positive effect on an individual’s emotions, consumption, 

and fashion-oriented impulse buying. This creates a consumer who has high involvement, that is 

more excited, curious, impulsive, and satisfied while shopping for fashion apparel.  
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CHAPTER 3 

METHODOLOGY 

Introduction  

The purpose of this paper was to determine the most effective fashion advertising appeals 

for reaching particular target markets. To address these issues, this thesis consisted of two 

studies. The first study was to determine the popular targeted advertising advice entrepreneurs 

can access via online searches, popular books, and marketing textbooks. The second study tested 

the eight most popular pieces of targeted advertising advice given via these sources. A consumer 

survey was employed to determine the effectiveness of the popular advertising advice that was 

found in Study 1. The findings will allow fashion entrepreneurs a look into what targeted 

advertising methods work to warrant they are using the right methods for their marketing 

strategy to safeguard business success. 

Methods 

For Study 1, a three-pronged summative content analysis of internet resources, popular 

press books, and academic textbooks was used to address the objectives. Summative content 

analysis identifies a certain context and the amount of times it is used (Hsieh & Shannon, 2016). 

This kind of quantitative analysis explored usage of certain words or concepts. According to 

Babbie (1992), researchers use summative content analysis when analyzing articles, journal, and 

textbooks. This method allows for interpretation of the words and their context. In the context of 

this study, the advice was recorded on an Excel table and then a frequency analysis was 

employed. The summative content analysis approach has the advantage over other qualitative 

methods due to the fact that it is unobstructed and nonreactive way of studying an interest. This 

method of quantitative analysis provides internal consistency (Hsieh & Shannon, 2016).    
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For data collection, the researcher first conducted a simple Google search and read 

website articles based on that search. The researcher conducted the Google search via a computer 

for a total of four hours scanning through webpages and the authors' advertising advice. Key 

words in the Google search included:  

• Ways fashion retailers can market brands 

• Best practices for target marketing in fashion apparel  

• How to effectively market fashion apparel to customers 

• Best practices for advertising fashion apparel 

•  Best ways to advertise fashion apparel to consumers 

• Popular advertising for fashion retailers 

• How to promote fashion apparel 

• Clothing advertisement sample  

• Most effective advertising methods  

• What type of advertising has the most influence 

The researcher followed and read every link on the first three pages of the Google search 

to identify the advice given by the web articles.   

Next, the researcher visited bookstores including Barnes and Noble, Half Price Books, 

and Amazon.com and retrieved popular books from the business section of the store. 

Specifically, the researcher reviewed the marketing and advertising books located in the business 

section of the store recording the advice the books provide to its readers. The researcher spent a 

total of four hours at the bookstores and Amazon.com looking through available books.   

For the third prong of data collection, the researcher looked through top rated marketing 

and promotions textbooks used by college professors and used the resources from Amazon.com 
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to build a content analysis per the study objectives. Amazon carries the updated and popular 

textbooks in the marketing and advertising area. The researcher spent a total of four hours 

reviewing the textbooks found on the site and recording the advertising advice the textbooks 

provide to their readers.    

The researcher kept an Excel log of the advice and best practices given by the Google 

search, popular books, and textbooks. An example of the Excel log is located in Figure 3.1. The 

researcher then used a three-step process to generate the findings for Study 1: 

1.  The researcher first collected data by noting advice on the data collection form 
in Figure 3.1.   

2. The researcher examined the data collected and alphabetized the data from A to Z.   

3. Data was coded in alphabetical order from 1 to 202. 

Date Accessed  Source  Advice  

      

      

Figure 3.1. Advice template. 

The researcher investigated the frequency of the advice that is used throughout data 

collection and created a word cloud to represent the findings. After organizing each log, the 

researcher graphed the data into bar charts to show the frequency of the advice and pie graphs to 

represent the percent to total in respect to the source the advice was provided. The researcher 

combined the advice from all three sources into a log and again graphed the data into bar charts 

to show the frequency of the advice and pie graphs to represent the percent to total.  After 

combining the noted targeted adverting advice and graphing the information, the researcher 

reported on the top eight most popular effective fashion target market practices.   
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Taking the top eight popular targeted advertising advices found by conducting study 1, 

the researcher composed a consumer survey to test the effectiveness of the advice. The survey 

was comprised of questions to analyze targeted advertising effectiveness, brand awareness, 

customer attitudes towards advertisements, encouragement to follow trends, purchase intention, 

purchase behavior, and shopping behavior. 

The survey (Appendix A) was posted on the researcher’s Facebook account for friends to 

participate and share, utilizing a snowball technique. The researcher used this sampling 

technique as it was cost effective and as well as valid.  This methodology for data collection has 

been determined valid (Stanley, 2011), and an effective way to reach a variety of participants in 

different demographic groups. The researcher also asked fellow graduate students and faculty to 

post the survey on their social media sites and offer to their students to reach as wide an audience 

as possible, covering a broad range of individuals with different backgrounds, age, education 

level, and consumer behaviors.  The survey was posted on Blackboard for undergraduate student 

to complete. The survey also included definitions for certain words to clarify the meaning (i.e. 

targeted advertising). A drawing for gift certificate(s) (maximum $50 value) was offered as an 

incentive.  

Instruments  

Instruments used to measure the variables were adopted from other studies that are noted 

in each section. Some variables were measured simply by asking open ended question.  

RQ1: Is the promotion advice effective in reaching the desired target market? After 

establishing the advice from Study 1, the researcher asked the sample to recall three 

advertisements that were placed in that advertising channel. If they could recall three 
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advertisements, the brand was determined to have reached them. If not, the brand strategy was 

determined to be ineffective.  

RQ2: Is the promotion advice effective in building brand awareness? The researcher 

adopted and modified an instrument developed by Pappu and Quester (2006) to measure brand 

awareness. The instrument is comprised of three constructs, one being brand awareness, which 

was used in this study. The instrument used four items which is measures with a 7-point Likert 

scale with 1 = strongly disagree and 7 = strongly agree. The instrument used to measure brand 

awareness is seen in Table 3.1. For the present study, the researcher used a 5-point Likert scale in 

order to keep the survey consistent.  

Table 3.1 

Brand Awareness Instrument (Pappu and Quester, 2006) 

  Strongly Disagree                              Strongly Agree 

`  1 2 3 4 5 

1. I have shopped at XYZ.      

2. Some characteristics of XYZ 
come to my mind.      

3. I am aware of XYZ.      

 

RQ3: What are consumer attitudes toward targeted advertising? The researcher adopted 

the Public Opinion Towards Advertising scale developed by Pollay and Mittal (1993) to measure 

consumer attitudes. This scale offers 30 items that are measured using a 5-point Likert scale 

where 1 = disagree and 5 = agree.  

RQ4: Do people feel compelled to follow the trends in targeted fashion ads? To gain 

information about this research question, the researcher asked the individuals taking the survey 
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the following question, “Have you regarded images in targeted ads as features of the latest 

trends?”, which was answered with a simple Yes/No option. 

Additionally, participants were asked the following questions for each of the advice 

sources (Table 3.2). 

Table 3.2 

Trend Questions for Survey 

  Never                                                                      Always 

  1 2 3 4 5 

1. 
Do you feel encouraged to 
follow the trends you see in 
targeted fashion ads? 

     

2. 
Do you feel obligated to 
follow the trends you see in 
targeted fashion ads?  

     

3. 
Do you shy away from the 
trends you see in targets 
fashion ads? 

     

 

RQ5: Does targeted fashion advertising lead to a positive purchase intention? To gain 

information about this research question, the researcher asked the individuals taking the survey 

the following question, “Have you given thought to purchasing items you have seen in 

targeted ads?”, which was answered with a simple Yes/No option. 

RQ6: Is the advice effective in reaching the target market via positive purchase 

behavior? To gain information about this research question, the researcher asked the individuals 

taking the survey the following question: “Have you purchased items you seen in targeted 

ads?  That is, have you clicked on the link and actually made a purchase?”  Again, the participant 
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answered with a simple Yes/No option. The participants were also asked the open-ended 

question, “What kinds of merchandise have you purchased specifically from targeted ads?” 

RQ7:  Does shopping involvement affect brand awareness and targeted ad purchase 

behavior? The researcher used the involvement instrument that was developed 

by Zaichkowsky (1985) and subsequently used in a shopping context by Kinley, Josiam, and 

Lockett (2010), Ching-Fu and Tsai (2008), and Hu and Yu (2007). The scale contains ten bi-

polar items from which respondents were asked to select their opinion with regards to 

shopping that are measured with a 5-point Likert scale. The instrument used to measure shopping 

involvement is seen in Table 3.3. 

Table 3.3 

Shopping Involvement Scale (Zaichkowsky, 1985) 

I think shopping is… 

 1 2 3 4 5  

Unimportant      Important 

Boring      Interesting 

Means nothing to me      Means a lot to me 

Worthless      Valuable 

Not Beneficial      Beneficial 

Irrelevant      Relevant 

Unexciting      Exciting 

Unappealing      Appealing 

Nonessential      Essential 

Unwanted      Wanted 
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Demographic information. Sex was determined with a 2-option question 

(Male/Female).  Age was measured with an open-ended question in which respondents were 

simply asked to record their age.  Ethnicity and income were determined with multiple choice 

questions containing the following answer choices:  

1. Which ethnicity best describes you?   

__ African-American   

__ White   

__ Hispanic   

__ Asian or Pacific Islander   

__ Other (specify _________________)   

2. What is your annual household income?   

__ Less than $20,000   

__ $20,001 to $40,000   

__ $40,001 to $60,000   

__ $60,001 to $80,000   

__ $80,001 to $100,000   

__ More than $100,000  

Additionally, the following open-ended questions were provided to collect additional 

insight regarding targeted advertising, “What kinds of targeted advertisements do you like?”, 

“What kinds of targeted advertisements do you dislike?”, “Do you consider targeted ads to be 

intrusive or do you appreciate the targeted aspect of the ads?  Why?”, and “Do you think people 

see targeted ads as intrusive or welcomed?  Why?” 
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CHAPTER 4 

FINDINGS 

Fashion entrepreneurs face the challenge of effectively reaching the target market and 

finding the best advertising method grasp their attention. Therefore, the purpose of this was to 

determine the most effective fashion advertising appeals for reaching particular target markets. 

To determine the most effective fashion advertising appeal for reaching target markets this 

research is broken into two studies. The purpose of the first study was to determine the 

advice given to fashion entrepreneurs regarding effective target market practices. The objectives 

for this study were as follows:  

Objective 1:  Examine advice available on the internet in a simple Google search.   

Objective 2:  Summarize popular books on the topic of target advertising.   

Objective 3:  Summarize academic advice targeted to undergraduate, MBA, and 
merchandising M.S. students.   

Consumers in the second study tested the advice provided from these searches. 

The purpose of the second study was to determine effective advertising strategies fashion 

entrepreneurs may employ for effectively reaching desired target markets. The research questions 

for Study 2 were as follows:     

RQ1: Is the promotion advice effective in reaching the desired target market? 

RQ2: Is the promotion advice effective in building brand awareness?  

RQ3: What are consumer attitudes toward targeted advertising?  

RQ4: Do people feel compelled to follow the trends in targeted fashion ads?   

RQ5: Does targeted fashion advertising lead to a positive purchase intention?  

RQ6: Is the advice effective in reaching the target market via positive purchase 
behavior?  

RQ7a:  Does shopping involvement affect brand awareness? 
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RQ7b: Does shopping involvement affect targeted ad purchase behavior? 

Study 1  

For Study 1, data were collected in two ways.  First, a Google search was conducted to 

identify the target advertising advice given by individuals who publish articles on the internet. 

Next, a search of popular literature was conducted to find target advertising advice given by 

professionals who write marketing books for the public to read and textbooks used in a college 

classroom. The targeted advertising advice was recorded and counted based on publication type 

(internet, popular press books, and textbooks). The findings were reported and were used to 

complete Study 2.   

Google Search Results 

The data from the Google search was conducted with a list of search terms (Table 4.1) 

and a timer set for four hours. Search terms were created and suggested by Google after 

searching the first term. 

The researcher searched through the first three pages of the Google results for each 

search term. The timer and the page limit were utilized because the myriad of pathways in an 

internet search can dilute focus on the topic at hand. The data for this portion of the study was 

conducted in three sittings.  

After four hours of data collection from Google, the researcher found 116 different pieces 

of advertising advice. Table 4.1 shows the key words searched in Google and the number of hits 

each search provided the researcher. The data were organized in an Excel log that can be viewed 

in Figure 4.1 and coded per a two-step process. The researcher first collected data by noting 

advice on the data collection form in Figure 4.1. The researcher then examined the data collected 

and alphabetized the data from A to Z and numbered the advice from 1-202. 
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Table 4.1 

Google Search Term and Number of Hits 

Search Term Number of Hits 

Ways fashion retailers can market brands 22,000,000 

Best practices for target marketing in fashion apparel 5,000,000 

How to effectively market fashion apparel to customers 19,000,000 

Best practices for advertising fashion apparel 6,000,000 

Best ways to advertise fashion apparel to consumers 2,000,000 

Popular advertising for fashion retailers 6,000,000 

How to promote fashion apparel 892,000 

Clothing advertisement sample 4,000,000 

Most effective advertising methods 4,500,000 

What type of advertising has the most influence 11,000,000 

 

Date Accessed Source Advice 

      

      

Figure 4.1. Advice template. 

The master list of 202 unique advice codes listed in alphabetical order to simplify code 

assignment, is presented in Table 4.2 (advice recorded in Table 4.2 is the compiled advice found 

in Study 1), The advice collected during the four-hour period was subsequently summed using 

the numeric codes for organization. The frequency of mention of coded data gleaned from the 

Google search is presented in Table 4.3. Figures 4.2 and 4.3 present a further visual analysis of 

the findings.  
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Table 4.2 

Targeted Marketing Advice Data Codes for Study 1 

Code Advice Code Advice 
1 Affiliate Programs 45 E-Newsletters 
2 Amazon 46 Ebay 
3 Articles 47 Email Advertising 
4 Audio Advertising 48 Events 
5 Bags 49 Exclusive Interviews 
6 Banner Advertising 50 Facebook 
7 Bench Signs 51 Facebook Advertising 
8 Billboards 52 Facebook Campaigns 
9 Bloggers/Influencers 53 Facebook Fan Pages 

10 Blogs 54 Facebook Groups 
11 Books 55 Facebook Live Videos 
12 Brand Ambassadors 56 Facebook Messenger Chatbot 
13 Brochures 57 Facebook Page 
14 Bus Signs 58 Facebook Post 
15 Business Cards 59 Facebook’s Product Ads 
16 Business Directories 60 FAQ’s 
17 Calendars 61 Fashion Shows 
18 Car Signs 62 Feature Testimonies on Twitter 
19 Catalogs 63 Flyers 
20 Celebrity Endorsements 64 Foursquare 
21 Classified Ads 65 Gifting 
22 Collaborations 66 Gifting to Celebrities 
23 Communities 67 Giveaways 
24 Content Marketing 68 Google + 
25 Content Syndication 69 Google Ads 
26 Contests 70 Google AdWords 
27 Coupons 71 Google Creative Sandbox 
28 CraigsList 72 Google Shopping 
29 Create Online Conversations 73 Groupon 
30 Customer Service 74 Groupon Coupons 
31 Customer Service on Social Media 75 Guest Blogs 
32 Demonstrations 76 Hand out Gifts with Purchase with Brand 
33 Designer/Brand Representative Events 77 Hashtags 
34 Direct Mail 78 Instagram 
35 Direct Marketing 79 Instagram “Shop Now” 
36 Direct Response 81 Instagram Account 
37 Displays 82 Instagram Hashtags 
38 Door Hangers 83 Instagram Posts 
39 Drawings 84 Instagram Videos 
40 E-Article 85 Interactive Advertising 
41 E-Books 86 Internet Radio 
42 E-Brochures 87 iTunes 
43 E-Cards 88 Letters 
44 E-Magazine Advertising 89 LinkedIn 



38 

Code Advice Code Advice 
90 LinkedIn Advertising 138 PR Stunt 
91 LinkedIn Page 139 Press Releases 
92 LinkedIn Posts 140 Print Advertising 
93 Living Social 141 Product Placement 
94 Loyalty Programs 142 Product Videos 
95 Magazine Advertising 143 Promo Codes 
96 Magazine Articles 144 Promotion 
97 Magazines 145 Publications 
98 Mobile Applications 146 QR Codes 
99 Mobile Campaigns 147 Radio Advertising 

100 Mobile Marketing 148 Referral Programs 
101 MySpace 149 Reviews 
102 New Releases 150 Samples 
103 Newsletters 151 Search Engine Advertising 
104 Newspaper Advertising 152 Search Engine Optimization 
105 Newspaper Articles 153 Seminars 
106 Newspapers 154 Shoppable Content on Blogs 
107 Offers 155 Shoppable Content on Social Media Sites 
108 Online Ads 156 Shoppable Videos 
109 Online Banners 157 Skype 
110 Online Chat Groups 158 SnapChat 
111 Online Communities 159 Social Applications 
112 Online Events 160 Social Media 
113 Online Games 161 Social Media “Buy Now” 
114 Online Gifting 162 Social Media Advertising 
115 Online Media Rooms 163 Sponsor Causes/Events 
116 Online Reviews 164 Sponsored Content 
117 Online Videos 165 Sponsored Tweets 
118 Websites 166 Stickers 
119 Outdoor Advertising 167 Store Events 
120 Paid Advertising on Social Media 168 Street Team 
121 Paid Search 169 T-Shirts 
122 Partnerships 170 Telemarketing 
123 Pay-Per-Clicks 171 Television Advertisements 
124 Personal Selling 172 Text Messages 
125 Phone Calls 173 Text Offers 
126 Pinterest 174 Trade Journal Advertising 
127 Pinterest Board 175 Trade Shows 
128 Pinterest Link to Buy 176 Tumblr 
129 Pinterest Promoted Pins 177 Tumblr Posts 
130 Podcasts 179 TV Shows 
131 Pop Up Ads 180 Twitter 
132 Pop Up Stores 181 Twitter Chat 
133 Post Images on Facebook 182 Twitter Hashtags 
134 Postcards 183 Twitter Page 
135 Posters 184 Twitter Posts 
136 PR 185 Twitter Promoted Tweets 
137 PR Event 186 Twitter’s Advertising Function 



39 

Code Advice Code Advice 
187 Video Game Ads 195 Webinars 
188 Videos 196 Widgets 
189 Videos Featured on Social Media 197 Wiki 
190 Vimeo 198 Word of Mouth 
191 Vine 199 Workshops 
192 Virtually Connect with Customers 200 Yellow Pages 
193 Visual Displays 201 YouTube 
194 Webcasts 202 YouTube Videos 

 

The advice collected during the four-hour period was subsequently summed, using the 

numeric codes for organization.  

Table 4.3 

Google Targeted Marketing Advice Frequency 

Advice Freq Advice Freq 
Bloggers/Influencers 15 LinkedIn Page 3 
Email Advertising 12 Loyalty Programs 3 
Blogs 11 Pay-Per-Click 3 
Websites 10 Radio Advertising 3 
Instagram Account 9 Street Team 3 
Celebrity Endorsements 8 Vine 3 
Facebook Page 8 Customer Service on Social Media 2 
Social Media 8 Events 2 
Twitter Posts 8 Facebook Live 2 
Fashion Shows 7 Facebook's Product Ads 2 
Mobile Applications 7 Google + 2 
Print Advertising 7 Google Ads 2 
Facebook Posts 6 Google AdWords 2 
Sponsor Causes/Events 6 Search Engine Optimization 2 
Contests 5 Instagram Hashtags 2 
Google Shopping 5 Instagram Posts 2 
Instagram "Shop Now" 5 LinkedIn Posts 2 
Television Advertising 5 Magazines 2 
Twitter Page 5 News Releases 2 
Visual Displays 5 Newsletters 2 
Facebook Advertising 4 Online Banners 2 
Gifting 4 Pop Up Stores 2 
Magazine Advertising 4 QR Codes 2 
Pinterest 4 Shoppable Videos 2 
Videos 4 Snapchat 2 
Affiliate Programs 3 Tumblr Posts 2 
Billboards 3 Word of Mouth 2 
Brochures 3 YouTube 2 
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Advice Freq Advice Freq 
YouTube Videos 2 Online Communities  1 
Online Reviews 1 Paid Advertising on Social Media 1 
Brand Ambassadors 1 Partnerships 1 
Business Cards 1 Pinterest Board 1 
Calendars 1 Pinterest Link to Buy 1 
Catalogs 1 Pinterest Promoted Pins 1 
Collaborations 1 Post Images on Facebook 1 
Create Online Conversations 1 Postcards 1 
Customer Service 1 Posters 1 
Designer/Brand Representative Events 1 PR Stunt 1 
Direct Mail 1 Press Release 1 
Drawings 1 Product Placement 1 
E-Cards 1 Product Videos 1 
Exclusive Interviews 1 Promo Codes 1 
Facebook Messenger Chatbot 1 Publications 1 
Feature Testimonies on Twitter 1 Referral Programs 1 
Flyers 1 Samples 1 
Foursquare 1 Shoppable Content on Blogs 1 
Gifting to Celebrities 1 Shoppable Content on Social Media Sites 1 
Giveaways 1 Social Media "Buy Now" 1 
Google Creative Sandbox 1 Store Events 1 
Groupon Coupons 1 Text Offers 1 
Hand out Gifts with Purchase with Brand 1 Trade Journal Advertising 1 
Hashtags 1 Trade Shows 1 
Instagram Videos 1 Tumblr 1 
Interactive Advertising 1 Twitter Hashtags 1 
Magazine Articles  1 Twitter's Advertising Function 1 
Myspace 1 Videos featured on Social Media 1 
Newspaper Advertising 1 Virtually Connect with Customers 1 
Newspaper Articles 1 Workshops 1 

 

The three most frequent advice given via Google search were to utilize 

bloggers/influencers, direct email advertising and mention on retailer blogs (Table 4.4).   

Table 4.4 

Top Targeted Advertising Advice from Google 

Advice Frequency 
Bloggers/Influencers 15 (4.93%) 
Email Advertising 12 (3.95%) 
Retailer Blogs 11 (3.62%) 
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Figure 4.2. Promotion advice frequency via a Google search (line graph).
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Figure 4.3. Promotional advice frequency via a Google search (pie chart). 
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Popular Press Search Results 

The second phase of advice data collection involved examination of popular press books 

with advice targeted to advertising. Three popular book venues were analyzed, Barnes & Noble, 

Half Priced Books, and Amazon.com (Table 4.5). As with the Google search, four hours were 

allotted in each store for data collection, however not all four hours were needed based on the 

supply of marketing books available and redundancy of titles. 

Table 4.5 

Top Targeted Advertising Advice from the Popular Press via Bookstores 

Store Number of Hours Number of Books 

Barnes and Noble 4.0 23 

Half Priced Books 2.0 7 

Amazon.com 2.0 5 

 

Again, the data were organized and coded, using the codes generated by combing all advice 

found in the Google search and books search (Table 4.2). The data in the bookstore search is 

presented in Table 4.6. The data is presented visually in Figures 4.4 and 4.5. 

Table 4.6 

Bookstore Targeted Marketing Advice Frequency 

Advice Freq Advice Freq 
Websites 14 Word of Mouth  6 
Social Media 13 Events 5 
Retail Blogs 12 Facebook Groups 5 
Email Advertising 11 Instagram 5 
Search Engine Optimization 9 YouTube 5 
Video 9 Contests 4 
Google + 8 Magazine Advertising 4 
Twitter 8 Mobile Campaigns 4 
LinkedIn 7 Newsletters 4 
Podcast 6 Pinterest 4 
TV Advertising 6 Press Releases 4 
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Advice Freq Advice Freq 
Sponsor Causes/Events 4 Business Directories 1 
Billboards 3 Car Signs 1 
Bloggers/Influencers 3 Celebrity Endorsements 1 
Brochure 3 Content Marketing 1 
Catalogs 3 Content Syndication 1 
Facebook Page 3 CraigsList 1 
Google Ads 3 Customer Service 1 
Hashtags 3 Demonstrations  1 
Mobile Applications 3 Door Hangers 1 
News Releases 3 E-Brochures 1 
Newspaper Advertising 3 Facebook Campaigns 1 
Online Communities 3 FAQs 1 
PR Events 3 Flyers 1 
Print Advertising 3 Google Shopping 1 
Radio Advertising 3 Guest Blogs 1 
Webinars 3 Internet Radio 1 
Affiliate Programs 2 iTunes 1 
Banner Advertising 2 Living Social 1 
Coupons 2 Mobile Marketing 1 
Foursquare 2 MySpace 1 
Groupon 2 Offers 1 
Letters 2 Online Ads 1 
Pay-Per-Click 2 Online Media Rooms 1 
Postcards 2 Online Reviews 1 
Posters 2 Outdoor Advertising 1 
PR 2 Partnership Marketing 1 
Publications 2 Personal Selling 1 
QR Codes 2 Phone Calls 1 
Search Engine Advertising 2 Pop Up Ads 1 
Trade Shows 2 Referral Programs 1 
Tumblr 2 Reviews 1 
Vine 2 Seminars 1 
Visual Displays 2 Skype 1 
Workshops 2 SnapChat 1 
Amazon 1 Sponsored Tweets 1 
Articles 1 Stickers 1 
Audio Advertising 1 T-shirts 1 
Bags 1 TV Shows 1 
Bench Signs 1 Twitter Chat 1 
Books 1 Twitter Posts 1 
Bus Signs 1 Vimeo 1 
Business Cards 1 Webcasts 1 
  Yellow Pages 1 
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Ultimately, the researcher identified a total of 107 different pieced of advertising advice that 

readers can access in 35 different books. The three most frequent pieces of advice given via 

popular press search were to advertise on websites (that is paid advertisements place on 

webpages), social media advertising, and blog mentions from retailers who create and maintain 

their own blogs (Table 4.7). 

Table 4.7 

Top Targeted Advertising Advice for the Popular Press via Bookstores 

Advice Frequency 
Websites 14 (4.84%) 
Social Media 13 (4.50%) 
Retail Blogs 12 (4.15%) 
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Figure 4.4. Promotional advice frequency via a bookstore search of popular press books (line graph).
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Figure 4.5. Promotional advice frequency via a bookstore search of popular press books (pie 
chart). 
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Textbook Search Results 

In order to search a number of commonly available textbooks that are pertinent to 

targeted advertising advice, the researcher looked through nine of the most popular marketing 

textbooks on Amazon.com. As with the other advice search methodologies, the researcher spent 

four fours examining the advice in this venue. The researcher found 52 different pieces of 

academic advertising advice that entrepreneurs can access. In order to remain consistent, advice 

was again quantified and coded per Table 4.2, with the results presented in Table 4.8. A visual 

representation of the results from the textbook search is presented in Figures 4.6 and 4.7. 

Table 4.8 

Marketing and Promotions Textbook Targeted Marketing Advice Frequency 

Advice Freq Advice Freq 
Promotion 8 Magazines 1 
Social Media 8 Newspapers 1 
Mobile Marketing 7 Online Chat Groups 1 
Personal Selling 7 Online Events 1 
PR 7 Online Games 1 
Websites 4 Online Gifting 1 
Blogs 3 Online Videos 1 
Email Advertising 3 Paid Search 1 
Bloggers/Influencers 2 Pop Ups Ads 1 
Direct Marketing 2 QR Codes 1 
LinkedIn Advertising 2 Radio Advertising 1 
Mobile Applications 2 Samples 1 
Podcasts 2 Search Engine Advertising 1 
Product Placement 2 Search Engine Optimization 1 
Telemarketing 2 Social Applications 1 
Twitter 2 Social Media Advertising 1 
Banner Ads 1 Sponsored Content 1 
Classified Ads 1 Television Advertising 1 
Communities 1 Text Messages 1 
Contests 1 Twitter Promoted Tweets 1 
Coupons 1 Video Game Ads 1 
Direct Mail 1 Videos 1 
Direct Response 1 Widgets 1 
Displays 1 Wiki 1 
Facebook 1 Yellow Pages 1 
Loyalty Programs 1 YouTube 1 
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The three most frequent pieces of advice given via textbook search were social media, 

promotion (when a retailer advertises a sale), and mobile marketing (Table 4.9). The advice 

sought in this study were effective advertising channels. To that end, promotions and mobile 

marketing were noted by the textbook was targeted advertising advice, but this advice did not 

align with this study’s definition of advertising channel (A medium in which a fashion brand can 

inform the target market about promotion of products (Advertising Channel, 2017)). 

Table 4.9 

Top Targeted Advertising Advice from Marketing and Promotion Textbooks 

Advice Frequency 
Social Media 8 (8.08%) 
PR Events 7 (7.07%) 
Personal Selling 7 (7.07%) 
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Figure 4.6. Promotion advice frequency via marketing and promotion textbook search (line graph).
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Figure 4.7. Promotion advice frequency via marketing and promotions textbook search (pie 
chart). 
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Complied Data 

Combining all the data from Study 1 provides the researcher with 194 different pieces of 

targeted advertising advice, summarized in Table 4.10 and visually presented in Figures 4.8, 4.9, 

and 4.10. Figure 4.10 represents a word cloud made from Wordle with no added parameters 

other than entering the advice and their frequency. 

Table 4.10 

Targeted Marketing Advice Frequency Summary (Complied Data) 

Advice Freq Advice Freq 
Social Media 29 Google Shopping 6 
Website 28 Newsletters 6 
Blogs 26 Affiliate Programs 5 
Email Advertising 26 Facebook Groups 5 
Bloggers/Influencers 20 Google Ads 5 
Videos 14 Instagram 5 
Mobile Applications 12 Instagram "Shop 

Now" 5 

Television Advertising 12 News Releases 5 
Search Engine Optimization 12 Pay-Per-Click 5 
Facebook Page 11 Press Release 5 
Contests 10 QR Codes 5 
Google + 10 Twitter Page 5 
Print Advertising 10 Vine 5 
Sponsor Causes/Events 10 Catalogs 4 
Twitter 10 Facebook 

Advertising 4 

Celebrity Endorsements 9 Gifting 4 
Instagram Account 9 Hashtags 4 
PR 9 Loyalty Programs 4 
Twitter Posts 9 Mobile Campaigns 4 
Magazine Advertising 8 Newspaper 

Advertising 4 

Mobile Marketing 8 Online 
Communities 4 

Personal Selling 8 Banner Ads 3 
Pinterest 8 Coupons 3 
Podcast 8 Foursquare 3 
Promotion 8 LinkedIn Page 3 
Word of Mouth 8 Magazines 3 
YouTube 8 Postcards 3 
Events 7 Posters 3 
Fashion Shows 7 PR Events 3 
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Advice Freq Advice Freq 
LinkedIn 7 Product Placement 3 
Radio Advertising 7 Publications 3 
Visual Displays 7 Search Engine 

Advertising 3 

Billboards 6 Snapchat 3 
Brochure 6 Street Team 3 
Facebook Posts 6 Trade Shows 3 
Tumblr 3 Create Online 

Conversations 1 

Webinars 3 Demonstrations  1 
Workshops 

3 
Designer/Brand 
Representative 
Events 

1 

Business Cards 2 Direct Response 1 
Customer Service 2 Displays 1 
Customer Service on Social Media 2 Door Hangers 1 
Direct Mail 2 Drawings 1 
Direct Marketing 2 E-Brochures 1 
Facebook Live 2 E-Cards 1 
Facebook's Product Ads 2 Exclusive 

Interviews 1 

Flyers 2 Facebook 1 
Google AdWords 2 Facebook 

Campaigns 1 

Groupon 2 Facebook 
Messenger Chatbot 1 

Instagram Hashtags 2 FAQs 1 
Instagram Posts 

2 
Feature 
Testimonies on 
Twitter 

1 

Letters 2 Gifting to 
Celebrities 1 

LinkedIn Advertising 2 Giveaways 1 
LinkedIn Posts 2 Google Creative 

Sandbox 1 

Myspace 2 Groupon Coupons 1 
Online Banners 2 Guest Blogs 1 
Online Reviews 

2 
Hand out Gifts 
with Purchase with 
Brand 

1 

Partnership Marketing 2 Instagram Videos 1 
Pop Up Ads 2 Interactive 

Advertising 1 

Pop Up Stores 2 Internet Radio 1 
Referral Programs 2 iTunes 1 
Samples 2 Living Social 1 
Shoppable Videos 2 Magazine Articles  1 
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Advice Freq Advice Freq 
Telemarketing 2 Newspaper 

Articles 1 

Tumblr Posts 2 Newspapers 1 
Yellow Pages 2 Offers 1 
YouTube Videos 2 Online Ads 1 
Amazon 1 Online Chat 

Groups 1 

Articles 1 Online Events 1 
Audio Advertising 1 Online Games 1 
Bags 1 Online Gifting 1 
Bench Signs 1 Online Media 

Rooms 1 

Books 1 Online Videos 1 
Brand Ambassadors 1 Outdoor 

Advertising 1 

Bus Signs 1 Paid Advertising 
on Social Media 1 

Business Directories 1 Paid Search 1 
Calendars 1 Phone Calls 1 
Car Signs 1 Pinterest Board 1 
Classified Ads 1 Pinterest Link to 

Buy 1 

Collaborations 1 Pinterest Promoted 
Pins 1 

Communities 1 Post Images on 
Facebook 1 

Content Marketing 1 PR Stunt 1 
Content Syndication 1 Product Videos 1 
CraigsList 1 Promo Codes 1 
Reviews 1 Text Offers 1 
Seminars 1 Trade Journal 

Advertising 1 

Shoppable Content on Blogs 1 TV Shows 1 
Shoppable Content on Social Media Sites 1 Twitter Chat 1 
Skype 1 Twitter 

Hashtags 1 

Social Applications 
1 

Twitter 
Promoted 
Tweets 

1 

Social Media "Buy Now" 
1 

Twitter's 
Advertising 
Function 

1 

Social Media Advertising 1 Video Game 
Ads 1 

Sponsored Content 
1 

Videos 
featured on 
Social Media 

1 

Sponsored Tweets 1 Vimeo 1 
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Advice Freq Advice Freq 
Stickers 

1 
Virtually 
connect with 
customers 

1 

Store Events 1 Webcasts 1 
T-shirts 1 Widgets 1 
Text Messages 1 Wiki 1 

 

The eight most frequent advice given by these resources include (Table 4.11): 

Table 4.11 

Top Targeted Advertising Advice (Compiled Data) 

Advice Frequency 
Social Media 29 (4.19%) 
Websites 28 (4.05%) 
Blogs 26 (3.76%) 
Email Advertising 26 (3.76%) 
Blogger/Influencers 20 (2.89%) 
Videos 14 (2.02%) 
Mobile Apps 12 (1.73%) 
Television Ads 12 (1.73%) 
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Figure 4.8. Targeted advertising advice frequency, compiled data (line graph).



57 

 
Figure 4.9. Targeted advertising advice, compiled data (pie chart).
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Figure 4.10. Target advertising advice (compiled) word cloud.
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Study 2  

The consumer survey for Study 2 was posted on the researchers Facebook page and 

shared by the members of the researcher’s thesis committee and Facebook friends, utilizing a 

snowball methodology (TenHouten, 2017). This methodology has been deemed acceptable in 

acquiring a random sample, as it has been used in social research (Balter & Brunet, 2012) and 

field research (Cohen & Arieli, 2011). In addition, the researcher’s faculty thesis committee 

members posted the link to the survey on their University of North Texas Blackboard 

announcement pages in order for undergraduate students to participate. All participants were 

offered an opportunity to register for a random drawing for one of five gift cards to either 

Walmart or Target. This methodology was reviewed and approved by the Institutional Review 

Board at the University of North Texas. With these two methods of dissemination 490 surveys 

were returned, of which 312 were usable (63.7% return rate). Surveys were eliminated from the 

study because a substantial number of questions (90% or more) were left blank. One survey was 

completed by a minor subject (indicated by a reported age of 16). Since the use of minor subjects 

was not approved by the researcher’s Institutional Review Board, this survey, though complete, 

was removed from analysis.  

Sample Description 

Survey participants ranged in age from 18 to 85, with a mean age of 41.29. Of the 261 

(83.7%) participants who answered the question, 27 (10.3%) were male and 234 (89.7%) were 

female. The lack of gender diversity is acknowledged as a limitation of the study. Of the 261 

(83.7%) participants who provided their ethnicity, white participants comprised the majority of 

the sample (70.8%), followed by Hispanics (5.4%), African American (3.5%), Asian-Pacific 

Islander (1.3%), and the remaining 2.6% identified as “other”. Those who selected “other” 
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indicated they were mostly of multiple ethnic backgrounds. The overrepresentation of White, 

non-Hispanic subjects in the sample, as compared to the U.S. population statistics, is 

acknowledged as a limitation of the study. A total of 259 (83.01%) of the participants provided 

their annual household income. Almost 39% indicated an income of $60,000 or above. The detail 

of the sample demographics with a U.S. Census comparison is presented in Table 4.12.  

Table 4.12 

Sample Demographics 

  Frequency Percent 
U.S. Census 

Comparison % 
(Where Available) 

Gender Female 234 89.7% 50.8% 
Male 27 10.3% 49.2% 

Ethnicity 

White 221 70.8% 77.1% 
Hispanic 17 5.4% 17.6% 
African 

American 11 3.5% 13.3% 

Asian-Pacific 4 1.3% 5.6% 
Two or More 

Races 8 2.6% 2.6% 

Income 

Less than 
$20,000 39 12.5%  

$20,001 to 
$40,000  45 14.4%  

$40,001 to 
$60,000  48 15.4%  

$60,001 to 
$80,000 25 8.0%  

$80,001 to 
$100,000 29 8.3%  

More than 
$100,001 73 23.4%  

Note. Census income data is not provided for comparison because the U.S. Census provides this data in a multitude 
of categories which make comparison to the present data difficult. Participants ranged in age from 18-85 with a 
mean age of 41. The U.S. Census provides a U.S. mean age of 37.2 

  

Instrument Validation 

In order to ascertain the reliability of the instruments used to measure targeted 
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advertising effectiveness, brand awareness, customer attitudes, encouragement to follow 

trends, purchase intention, purchase behavior, shopping behavior, and effectiveness of 

advertising, principal components factor analyses with varimax rotation was computed on each 

of the scales. All variables loaded on single factors with computed alphas of .07 or above (see 

Table 4.13). This reliability measure is deemed acceptable (Nunnally, 1978). 

Table 4.13 

Advice Measured 

Variable Variance Explained Chronbach’s Alpha 

Social Media 71.59% .801 

Websites 70.93% .795 

Retailer’s Blogs 84.60% .909 

Email Advertising 82.42% .893 

Bloggers/Influencers 84.37% .905 

Videos 81.79% .883 

Mobile Apps 83.16% .887 

Television Ads 81.15% .880 

 

RQ1:  Is the promotion advice effective in reaching the desired target market? After 

establishing the advice from Study 1, the researcher asked the participants to recall three 

advertisements that were placed in each of the eight advertising channels. The researcher 

determined that if they could recall three advertisements, the brand had reached them, if not, the 

brand strategy was ineffective. Of the 312 participants,  

• 234 (75%) recalled three ads from social media  

• 215 (68.91%) recalled as from email ads  
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• 211 (68%) recalled from product websites  

• 164 (52.56%) recalled ads from TV ads 

• 89 (28.53%) recalled ads from products videos  

• 84 (27.88%) recalled ads from mobile apps  

• 50 (16.03%) recalled ads from bloggers/influencers 

• 38 (12.18%) recalled ads from retailer’s blogs 

Thus, the most effective targeted promotion strategies were social media, email ads, and 

ads on websites (defined as paid advertisements place on webpages).  

Social Media 

In all, 75% of the respondents were able to name three advertisements they had seen on 

their social media accounts. The most commonly recalled advertisements were for Nike 

(11.54%), Target (11.54%), Amazon (11.11%), Walmart (6.84%), and Ford (4.70%). See Table 

(4.14). 

Table 4.14 

Brand Recollection on Advised Targeted Advertising Media 

Brand Social 
Media 

Product 
Websites 

Retailer 
Blogs Email Bloggers/ 

Influencers 
Product 
Videos 

Mobile 
Apps TV Ads 

Nike 11.54% 9.00% 7.89%   6.74%   

Target 11.54% 11.85% 7.89% 13.49% 8.00% 6.74% 11.90% 17.68% 

Amazon 11.11% 13.27%  8.84%   14.29%  

Walmart 6.84% 10.43%     10.71%  

Ford 4.70%     7.87%  7.32% 

Zulilly  7.58%       

Nordstrom   28.95%  10.00%    



63 

Brand Social 
Media 

Product 
Websites 

Retailer 
Blogs Email Bloggers/ 

Influencers 
Product 
Videos 

Mobile 
Apps TV Ads 

Kate 
Spade   7.89%      

Neiman 
Marcus   7.89%      

Victoria’s 
Secret    11.63%     

Bath and 
Body 
Works 

   8.84%     

Old Navy    6.51%     

Adidas     6.00%    

Apple      11.24%   

Lipsense      7.87%   

Google       9.52%  

Starbucks       8.33%  

JCPenney        8.54% 

Coca Cola        5.49% 

Geico        4.88% 

 

Websites 

In all, 67.6% of respondents were able to name three advertisements they had seen on 

websites (Table 4.15). The most commonly recalled advertisements were for Amazon (13.27%), 

Target (11.85%), Walmart (10.43%), Nike (9.00%), and Zulilly (7.58%). 

Retailer’s Blogs 

In all, 12.2% of respondents were able to name three advertisements they had seen on 

retailer’s blogs (Table 4.15). The most commonly recalled advertisements were for Nordstrom 
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(28.95%), Kate Spade (7.89%), Neiman Marcus (7.89%), Nike (7.89%), and Target (7.89%). 

Email 

In all, 68.9% of respondents were able to name three advertisements they had seen on 

their email accounts (Table 4.15). The most commonly recalled advertisements were for Target 

(13.49%), Victoria’s Secret (11.63%), Amazon (8.84%), Bath and Body Works (8.84%), and Old 

Navy (6.51%). 

Bloggers/Influencers 

In all, 16.0% of respondents were able to name three advertisements they had seen by 

reading blogs (Table 4.15). The most commonly recalled advertisements were for Nordstrom 

(10.00%), Target (8.00%), and Adidas (6.00%). 

Product Videos 

In all, 28.5% of respondents were able to name three advertisements they had seen on 

product videos (Table 4.15). The most commonly recalled advertisements were for Apple 

(11.24%), Ford (7.87%), Lipsense (7.87%), Nike (6.74%), and Target (6.74%). 

Mobile Apps 

In all, 26.9% of respondents were able to name three advertisements they had seen on 

mobile apps (Table 4.15). The most commonly recalled advertisements were for Amazon 

(14.29%), Target (11.90%), Walmart (10.71%), Google (9.52%), and Starbucks (8.33%). 

Television Ads 

In all, 52.6% of respondents were able to name three advertisements they had seen on 

television (Table 4.15). The most commonly recalled advertisements were for Target (17.68%), 

JCPenney (8.54%), Ford (7.32%), Coca Cola (5.49%), and Geico (4.88%). 
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Results 

Social media was found to be the top area that participants were able to recognize the 

most brands. Retailer’s blogs was the advertising channel with the least targeted advertising 

recall. This is likely because 87.8% of participants indicated they do not read retailers’ blogs. 

Interestingly, the retailer, Target, is a top brand recalled in every targeted advertising venue. 

Table 4.15 

Advice Effectiveness 

Advice Recollection Percentage 

Social Media 75.0% 

Email 68.9% 

Websites 67.6% 

TV Ads 52.6% 

Product Videos 28.5% 

Mobile Aps 26.9% 

Bloggers/Influencers 16.0% 

Retailer’s Blogs 12.2% 

 

RQ2: Is the promotion advice effective in building brand awareness? Since the responses 

to the three questions used to measure brand awareness loaded on a single variable (refer to 

Table 4.13), the responses were averaged to create a single value for analysis. Descriptive 

analysis, comparing the mean of brand awareness variable for each of the eight targeted 

marketing channels, indicated targeted advertising placed on websites (M=3.65) was the most 

effective. Email (M=3.33) was the next most effective targeted advertising channel, followed by 

social media and TV ads (M=3.09 and M=2.80, respectively), as indicate in Table 4.16. 
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Table 4.16 

Brand Awareness by Advertising Channels  

Advice for Targeted Advertising Mean 

1. Websites 3.65 

2. Email Advertising 3.33 

3. Social Media 3.09 

4. TV Advertising 2.80 

5. General Blog Promotion 2.67 

6. Retailer Blogs 2.64 

7. Videos Demonstrations/Information 2.34 

8. Smartphone Apps 2.01 

 

RQ3: What are consumer attitudes toward targeted advertising? Attitudes toward 

advertising was measured with 30 questions from Pollay and Mittal (1993), which reported an 

alpha of .83..  To make the data more manageable, principal component factor analysis with 

varimax rotation was computed. Criteria used to determine factor composition included an Eigen 

value of one and items loading above .50 on a single factor. With this methodology, the 30 

advertising attitude questions were reduced to six factors with Chronbach’s alpha reliabilities 

ranging from .87 to .38 (Table 4.17).  When the question, “Overall, I consider advertising a good 

thing” was removed from the factor labeled, “Misleading,” the Chronbach’s alpha increased 

from .381 to .768.  Therefore, the question was eliminated from further analysis so that the 

“Misleading” factor could be retained. A seventh factor computed a reliability coefficient of only 

.632, lower than the minimum of .70, and thus was eliminated from further analysis.  The six 
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factors retained form analysis were named undesirable, desirable, informative, entertaining, 

misleading, and economical. 

Mean values were computed for each variable (Table 4.17).  The strongest attitudes were 

Informative (M=4.23), Entertaining (M=3.37), and Undesirable (M=3.25). This concludes that 

participants had strong attitudes towards advertisement that seemed to convey information, be 

considered entertainment, and those advertisements that were undesirable to be exposed to.  

The researcher further explored attitudes toward targeted advertising by examining the 

attitude factors by the demographics collected in the study.  The limited gender and ethnic 

diversity does not allow generalization of the results; they are reported here for purposes of 

clarity regarding the study sample.    

Analysis of variance (ANOVA) computed a significant difference between males and 

females for the informative factor. Females found advertising to be generally more informative 

(M=4.26, F=8.865, p<.05) than males (M=3.67). When looking at attitudes towards advertising 

by ethnicity and annual income, there were no significant differences for the six factors at the 

p<.05 level of significance. However, the ANOVA computed for income for the factor, 

informative, had a computed p-value of .051. In this analysis, the lowest income category (less 

than $20,000 annually) indicated advertising was more informative (M=4.52) than the other 

income categories. 
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Table 4.17 

General Attitudes towards Advertising 

Factor Name and Questions Mean Factor 
Loading 

% of 
Variance 

Chron 
Alpha 

Undesirable (Eigenvalue=5.04) 3.25  16.81 .872 

 Q27: Because of advertising, people buy a lot of things they do 
not really need.  .804   

 Q15: Advertising makes people buy unaffordable products just 
to show off.  .802   

 Q25: Advertising makes people live in a world of fantasy.  .735   

 Q30: Some products/services promoted in advertising are bad 
for our society.  .675   

 Q11: Advertising is making us a materialistic society, overly 
interested in buying and owning things.  .662   

 Q13: Advertising promotes undesirable values in our society.  .645   
 Q21: Most advertising distorts the values of our youth.  .589   

 Q5: Advertising persuades people to buy things they should 
not buy.  .580   

 Q26: There is too much sex in advertising today.  .529   
Desirable (Eigenvalue=3.60) 2.80  12.01 .811 

 Q7: From advertising I learn about fashions and about what to 
buy to impress others.  .759   

 Q8: Advertising helps raise our standard of living.  .749   

 Q10: Advertising tells me what people with lifestyles similar 
to mine are buying and using  .689   

 Q9: Advertising results in better products for the public.  .655   

 Q17: Advertising helps me know which products will or will 
not reflect the sort of person I am  .648   

 Q14: Sometimes I take pleasure in thinking about what I saw 
or heard or read in advertisements.  .558   
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Informative (Eigenvalue=2.48) 4.23  8.26 .751 

 Q2: Advertising is a valuable source of information about local 
sales.  .819   

 Q1: Advertising is essential.  .812   
 Entertaining (Eigenvalue=2.58) 3.37  8.60 .632 
 Q4: Quite often advertising is amusing and entertaining.  .729   

 Q19: Sometimes advertisements are even more enjoyable than 
other media contents.  .711   

 Q20: In general, advertising helps our nation's economy.  .524   
 Misleading (Eigenvalue=2.85) 2.56  9.48 .768 

 Q6: Most advertising insults the intelligence of the average 
consumer.  .681   

 Q3: In general, advertising is misleading.  .679   
 Q28: My general opinion of advertising is unfavorable.  .575   
 Q23: Mostly, advertising is wasteful of economic resources.  .549   
 Economical (Eigenvalue=1.57) 2.43  5.25 N/A 
 Q16: In general, advertising results in lower prices.  .772   
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RQ4: Do people feel compelled to follow the trends in targeted fashion ads? Survey 

participants were asked a general yes/no response question, “Have you regarded images in 

targeted ads as features of the latest trends?”.  The majority of participants (55.8%) answered 

“Yes” and 27.6% answered “No.” The disparate sizes of the group are acknowledged as a 

limitation of the study. For the purpose of looking at the data and providing a percentage of the 

participants that answered the question, 66.9% of participants answered “Yes” and 33.1% of 

participants answered “No”. ANOVA indicated that participants who considered ads as a source 

of trend information felt encouraged to follow those trends (M=2.96, F=49.626, p<.0001) and 

felt obligated to follow those trends (M=2.26, F=19.278, p<.001) more so than participants who 

did not feel obligated to use ads as a trend resource (M=1.95 and M=1.62, respectively). There 

was not a significant difference between the groups when asked if they tend to shy away from 

the trends seen in targeted fashion ads (Table 4.18). 

Table 4.18 

Targeted Ads as a Source of Trend Information 

 

See Ad as Trend 
Inspiration 

Mean 
N=174 (66.9%) 

Do Not See Ad as 
Trend Inspiration 

Mean 
N=86, (33.1%) 

F p< 

I feel encouraged to 
follow trends in targeted 
fashion advertisement 

2.96 1.95 49.626 .0001 

I feel obligated to follow 
trends in targeted fashion 

advertisements 
2.26 1.62 19.278 .0001 

I shy away from trends in 
targeted  fashion 
advertisements 

2.67 2.67 .001 .978 
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RQ5: Does targeted fashion advertising lead to a positive purchase intention? When 

participants were asked if they had given thought to purchasing items seen in targeted ads, 80.1% 

responded “yes” and 19.9% responded “no”. When participants were asked if they have actually 

made a purchase from the targeted advertisement channel, 44.6% responded “yes” and 55.4% 

responded “no”. Although participants had given thought to purchasing items from a targeted ad, 

the impulse mostly did not result in a purchase of that item. 

Participants were then asked what kinds of merchandise they have purchased from 

targeted advertising in a free response question. The most frequent responses were clothing, 

beauty products, and shoes (Table 4.19).  

Table 4.19 

Merchandise Purchases from Targeted Advertising  

Products Purchased from Targeted Advertising Frequency Percent 
Clothing 104 26.87% 
Beauty Products 64 16.53% 
Shoes 44 11.37% 
Food/Drink 30 7.75% 
Jewelry 21 5.17% 
Home Products 16 4.13% 
Handbags 8 2.07% 
Cleaning Products  7 1.81% 
Books 6 1.55% 
Children's Items 6 1.55% 
Baby items  5 1.28% 
Pet Food/Suppies 5 1.28% 
Supplements  4 1.03% 
Cars 3 0.78% 
Appliances 3 0.78% 
Electronics 3 0.78% 
Tools 3 0.78% 
Outdoor Items 3 0.78% 
Phone Accessories 3 0.78% 
Swimsuits 3 0.78% 
Auto Accessories 2 0.52% 
Concert Tickets 2 0.52% 
Fishing Gear 2 0.52% 
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Products Purchased from Targeted Advertising Frequency Percent 
Groupons 2 0.52% 
Medical Aids 2 0.52% 
Watches 2 0.52% 
Amazon Items 1 0.26% 
Antiques 1 0.26% 
AT&T 1 0.26% 
Bath and Body Works Items 1 0.26% 
Bees Wrap 1 0.26% 
Blackhead Face Mask 1 0.26% 
Camping Gear 1 0.26% 
Computers 1 0.26% 
Digital Services 1 0.26% 
Exercise Videos 1 0.26% 
Eye Glasses 1 0.26% 
FabFit 1 0.26% 
Fitbit 1 0.26% 
Golf Clubs  1 0.26% 
Guns 1 0.26% 
Hats 1 0.26% 
Home Meal Delivery 1 0.26% 
Hotels 1 0.26% 
Michael Kors 1 0.26% 
Movies 1 0.26% 
Office Supply 1 0.26% 
Paint 1 0.26% 
Personalized Books 1 0.26% 
Pictures 1 0.26% 
Rossetta Stone 1 0.26% 
Sams 1 0.26% 
Scarves  1 0.26% 
Music 1 0.26% 
Spa 1 0.26% 
Spandex 1 0.26% 
Spices 1 0.26% 
Tickets 1 0.26% 
TV 1 0.26% 
Yeti 1 0.26% 

 

RQ6: Is the advice effective in reaching the target market via positive purchase behavior? 

To glean more specific information that would connect the marketing advice with targeted ad 

purchase behavior, the researcher further analyzed the data filtered for the participants who 
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indicated they have previously purchased items they saw in targeted ads (Table 4.20). The most 

effective advertising channels seem to be from ads on websites (62.6% conversion) and through 

email (57.89% conversion). The website question was a general question framed as ads noticed 

on websites visited, as opposed to asking them about purchases made from a retailer’s website. 

Also noteworthy is the low number of responses for the two blog questions. 

Table 4.20 
 
Indication that Survey Participants1 Have Shopped for Brands Featured in the Advertising 
Channels 

 
Advertising Channel n Freq2 % Mean 

Social Media 114 59 51.75 3.32 
Websites 111 68 62.26 3.59 
Retail Blog 27 9 33.33 3.00 
Email 114 66 57.89 3.45 
Bloggers/Influencers 49 19 38.78 3.00 
Videos 110 37 33.64 2.65 
Mobile Apps 109 20 18.35 2.13 
TV Ads 111 38 34.23 2.94 

Note. 1Data are filtered for those participants who indicated they have purchased items they saw in targeted ads. 
2Responses on a 5-point scale where 1=Never and 5=Frequently. For the purposes of this research question, 
responses with a value of 4 or 5 were summed.  

 

Theoretical Framework 

The theory of reasoned action (TRA) posits that attitude and pressure to purchase affects 

the intent to buy and ultimately purchase behavior (Figure 4.11). To this end, attitudes 

toward advertising and perceived obligation (pressure) to follow trends were compared to 

purchase intention. 

When attitudes toward advertising were compared to purchase intention (“Have you 

given thought to purchasing items you have seen in targeted ads?”), ANOVA indicated a 

significant relationship between the attitudes, “desirable” (F=9.589, p<.01), “misleading” 

(F=7.625, p<.01), and “informative” (F=13.913, p<.0001) and purchase intention (see Table 
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4.21). When participants had strong attitudes towards desirable advertising, and/or toward 

informative advertising, they thought more about purchasing the products in the ad. When 

participants had strong attitudes towards misleading advertisements, they felt less obligated to 

purchase the product from the advertisement. 

  

Figure 4.11. Concluded model (framework from TRA). 

When pressure to purchase was compared to intent to purchase, ANOVA computed a 

significant result. Participants who had given thought to purchasing items seen in targeted ads 

felt more obligated to follow the trends in targeted advertising (M=2.17) than participants who 

were less likely to consider purchase (M=1.60; F=10.790, p<.001).  

When intent to purchase was compared to reported purchase behavior, chi square analysis 

indicated a significant difference (X2=19.616, p<.0001). Just over half of the sample (51.4%) 

followed through on a purchase after indicating they considered purchase. Therefore, the Theory 

of reasoned action is considered to be a good framework for this context of targeted advertising 

of fashion brands. 

  



75 

Table 4.21 

Attitude towards Advertising and Purchase Consideration 

 

Given thought to 
purchasing a 
product via 

advertisement 
Mean 

Did not give 
thought to 

purchasing a 
product via 

advertisement 
Mean 

F p< 

Undesirable 3.27 3.32 .082 .775 
Desirable 2.87 2.42 9.89 .002 
Misleading 2.50 2.88 7.625 .006 
Entertaining 3.41 3.14 3.480 .063 
Informative 4.30 3.75 13.913 .0001 
Economical 2.43 2.20 1.408 .237 

 

RQ7a:  Does shopping involvement affect brand awareness? Shopping involvement is a 

useful psychographic variable to gauge the importance one places on shopping with a given 

factor, in this case brand awareness. Per the methodology of Kinley, Josiam, and Lockett (2010), 

the responses to the ten questions on the involvement scale were averaged to form a single 

variable. To confirm the reliability of the variable, factor analysis with varimax rotation was 

computed, resulting in a one-factor solution (Eigenvalue=75.09, Chronbach’s Alpha =.962). This 

alpha is consistent with the .95 alpha reported by Zaichkowsky (1985) in the original study, and 

.96 reported by Kinley et al. (2010). To determine the correlation between one’s level of 

shopping involvement and brand awareness per different targeted advertising channels, Pearson 

Product Moment Correlations were computed between involvement and the “aware” question for 

each of the eight targeted advertising channels (Table 4.22). The strongest significant 

correlations were between involvement and bloggers/influencers (r= .317, p<.001) and email 

(r=.298, p<.0001). Additional significant correlations were computed for mobile apps (r=.236, 
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p<.0001), TV ads (r=.221, p<.001), social media (r=.208, p<.001), and videos (r=.193, p<.01).  

Significant correlations were not computed for websites or retail blogs. 

Table 4.22 

Correlation Statistics for Shopping Involvement and Brand Awareness 

Targeted Advertising Channel Correlation Statistic (r) p< 
Social Media .208 .001 
Websites .294 .067 
Retail Blogs .067 .629 
Email .298 .0001 
Bloggers/Influencers .317 .001 
Videos .193 .003 
Mobile Apps .236 .0001 
TV Ads .221 .001 

 

RQ7b: Does shopping involvement affect targeted ad purchase behavior? ANOVA was 

computed to examine the relationship between shopping involvement and likelihood of purchase. 

(Likelihood of purchase was computed using participants’ yes/no response to the question, 

“Have you purchased items you have seen in targeted ads?”) 

Participants who indicated they have purchased items they saw in targeted ads indicated a 

higher level of shopping involvement (M=3.96, F=8.876, p<.05) than participants who have not 

followed through on a purchase (M=3.61).  

Participants Views of Targeted Advertising 

The last section of the survey asked participants to answer four open-ended questions.  

The first, “What types of targeted advertising do you like?” elicited 220 responses, but only 214 

were usable. Some of the reasons responses were deemed unusable were participants did not 

answer the questions, answered “not applicable,” and provided answers that did not pertain to the 

question. Participants indicated that they enjoy having targeted advertisements in their email 

inboxes (11.21%), but 9.81% of participants answered that they did not like any targeted 
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advertisements. Participants cited that they enjoy targeted advertisements that appeal to their 

humorous side or those that have a good way of getting and keeping their attention whether it be 

on social media (9.34%) or on TV (5.14%).  

The second question, “What types of target advertising do you dislike?” elicited 216 

responses, but only 213 were usable. Some of the reasons responses were deemed unusable were 

participants did not answer the questions, answered “not applicable,” did not know what the 

advertisement was and provided answers that did not pertain to the question. Participants stated 

they dislike email advertisements (8.45%) and pop-up ads (6.10%). Some participants responded 

that they disliked all targeted advertising much like the first question, but also cited they are 

targeted by advertisements that they feel are irrelevant to them personally.  

The third question asked “Do you consider targeted ads to be intrusive or do you appreciate 

the targeted aspect of the ads? Why?” which received 219 responses, but only 164 were usable. 

Some of the reasons responses were deemed unusable were participants did not answer the 

questions, answered “not applicable,” and provided answers that did not pertain to the question. 

More than half of the participates who responded to the question thought targeted advertising 

was intrusive (53.05%). Other participants answered advertisements are both intrusive and 

appreciated (17.07%), and the remaining (2.44%) though they were neither intrusive nor 

appreciated.  

The last question “Do you think people see targeted ads as intrusive or welcomed? 

Why?” elicited 216 responses, but only 177 were useable. Some of the reasons responses were 

deemed unusable were participants did not answer the questions, answered “not applicable,” and 

provided answers that did not pertain to the question. Most people see targeted advertisements as 

intrusive (49.15%), but 27.68% welcomed them. Interestingly, 22.60% indicated that targeted 
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advertising is both intrusive and welcomed. The raw (sorted) data are provided in Table 1 in 

Appendix B.   
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CHAPTER 5 

DISCUSSION, LIMITATION, AND SUGGESTIONS 

The purpose of this research was to determine the given targeted advertising advice 

fashion entrepreneurs can access and determine its effectiveness in terms of brand awareness, 

shopping involvement, customer attitudes, ability to communicate trends, purchase intention, and 

purchase behavior. The Theory of reasoned action was used as a framework for this research. In 

the original model, attitudes and subjective norms positively relate to the intent to perform a 

behavior, which is positively related to performing that behavior. In the current study, the TRA 

model was utilized to predict that attitudes towards targeted advertising and pressure to follow 

fashion trends would positively relate to intent to purchase which, in turn, would positively relate 

to purchase behavior. After analysis, desirable and informative advertising attitudes provided a 

significant relationship to intent to purchase. Pressure to follow trends had a significant effect on 

purchase intention. Lastly, purchase intention had a significant effect on reported purchase 

behavior. In conclusion, the TRA model provided a proper framework to predict purchase 

behavior from targeted advertising employed by fashion entrepreneurs.  To note, Misleading 

attitudes provided a significant relationship to participants not giving thought to purchasing. 

The first phase of this research sought to identify the advice a fashion entrepreneur can 

access when researching which advertising channels are most effective. After seeking advice 

from a Google search, popular press, and academic textbooks, the researcher found over 200 

different pieces of targeted advertising advice an entrepreneur can access. According to authors 

who write internet articles that are accessed via Google search, fashion retailers should advertise 

via bloggers/influencers, email, and blogs. According to the professional who write books on 

marketing, fashion retailers should advertise on websites (paid advertisements placed on 
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webpages), social media, and blogs. According to academia professionals who author academic 

textbooks, fashion retailers should advertise on social media, via PR events, and via personal 

selling. When all the advice was complied, the following advertising channels were 

recommended for the fashion entrepreneur to utilize when trying to reach their target consumer 

(Table 5.1). 

Table 5.1 

Top Targeted Advertising Advice (Compiled Data) 

Rank Target Advertising Advice 

1 Social Media 

2 Websites 

3 Blogs 

4 Email 

5 Bloggers/Influencers 

6 Videos 

7 Mobile Apps 

8 TV Ads 

 

This research can be used by fashion entrepreneurs who are interested in using the 

internet, popular press, and academic textbooks to find potential advertising channels to utilize. 

The targeted advertising advice found to be most popular was not surprising to the researcher as 

they are either long standing in popularity or gaining in popularity as technology is becoming 

more accessible and user-friendly.  

Social media, email, and websites are advertising channels that are categorized as digital 

marketing. These targeted advertising channels are significantly less expensive to utilize than 



81 

traditional channels and have large distribution capabilities. Social media, email, and webpage 

advertising can be more targeted than traditional advertising channels, ensuring that the 

communication is captured by the consumer (Ingram, 2017). These digital advertising channels 

provide functions that are easy to use for all types of retail businesses (Why use, 2016).  

Blogs allow consumers to read a conversation or informal journal from a retailer or self-

proclaimed fashionista. Consumers seek-out blogs as they find pleasure in finding themselves in 

another person. They seek to find blogs that relate most to them and find pleasure in the content 

(Karlesson, 2007). When consumers find the blogs they enjoy, they have the ability to subscribe 

to and opt-in the blog and receive updates on new content for them to access. 

Next, the advice was tested with consumer. An interesting finding of the second phase of 

the research indicated that the majority of participants gave thought to purchasing items seen in 

targeted ads; however, less than half indicated they actually followed through on the impulse. 

Viewing the items on the advertisement sparked an interest in the consumer and they had the 

initial feeling of want. However, they were distracted and forget about the items they wanted or, 

after research, they found the product was too expensive, was poor quality, or did not stand up to 

expectations resulting in the consumer not making that impulse purchase. Of those that did make 

a purchase from the ads, the most popular items purchased were clothing and beauty products.  

The most popular channels to purchase items was from ads on websites visited (as 

opposed to retailer’s websites) and via email advertisements, and social media. In 2016, of the 

approximate population in the US of 323, 996,000, 88.6%% penetrate the internet. Facebook, a 

popular social media site, had a 62.0% penetration rate (North America, 2016). Globally, there 

are 4.3 billion email users (Smith, 2017). Consumers can see the items they wish to purchase on 

the ad and, with a quick click of a link, they are brought to a page in which they can carry out 
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that purchase. The convenience of the purchase process is a positive element that allows 

consumer to purchase online. Further, interest in a product is often accompanied by an invitation 

to receive an email from the brand through click technology as well as the presence of brand 

advertising on other websites visited. This digital retail promotion strategy does muddy the 

waters a bit, so to speak, because clicking on the social media link may well create further 

targeted interaction with the brand. 

Most participants’ attitudes towards targeted advertising was that it is undesirable. Many 

consumers find that advertising is intrusive and can contribute to bad buying habits. Firms are 

continually working on ways to improve their ability to find out information about consumers 

and reach them via advertising based on the technology footprint (Johnson, 2013). Because of 

this, consumers are faced with many targeted advertisements on a daily basis. According to Story 

(2007), consumers can see up to 5,000 ad messages a day. Although this 5,000 ad messages are 

not all targeted, the number can be overwhelming for consumers, creating an undesirable amount 

of marketing noise (Babin & Harris, 2016). For a company to target a consumer, the company 

receives a signal that informs that company of a match between them and a consumer (Johnson, 

2013). Technology then allows follow-up. 

Targeted advertisements tend follow consumers around whether it be on social media or 

popping up on websites that are visited. According to Gauzente (2010), these ads are known as 

sponsored ads or banner advertising and will been seen as you access search engines, websites, 

and social media site. The strategy is executed to attract consumers to their site. These targeted 

ads are directed to a customer because of the thought they have high attitudes towards the 

company due to their consumption preferences and past interests in that particular company 

posting the ad. These companies know your preference based on your internet history (Gauzente, 
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2010).  Those ads that do attract the attention of individuals and lead to unsearched and impulse 

purchases that can lead to purchase regret. This finding is supported by the finding that the 

participants in this study felt targeted ads lead to bad buying habits.  

When looking at attitudes and demographics, it was interesting to note that the lowest 

income category (less than $20,000 annual income) found that advertising was informative. 

Being that advertising is free for consumers to view, it acts as a way to gain knowledge about 

products and is easy to access. Females were also noted to find advertising to be generally more 

informative. Females tend to pay more attention to the details in targeted advertising than males 

(Campbell et al., 2003). Interestingly, neither ethnicity nor income had an effect on attitude 

towards advertising. 

Participants indicated a strong correlation between shopping involvement and brand 

awareness with advertising via bloggers/influencers. Cheng and Fang (2015), found that 

consumers looking at bloggers/influencers are highly involved consumers. The study also found 

that more trust consumers have in the blogger/influencers the more likely they are to purchase 

the products they are endorsing. Thus, fashion entrepreneurs looking to use bloggers/influencers 

to advertise their products need to enhance the trust in the blog. Participants also had strong 

brand awareness when looking at products advertised via bloggers/influencers testimonies, likely 

because they speak in depth about the brand and why they love it. This can contribute to the fact 

that fashion entrepreneurs need to put an emphasis on the trust factor when working with 

bloggers and influencers.  

 Participants also indicated a strong correlation between shopping involvement and brand 

awareness with advertising via email. Consumers tend to receive email advertisements by 

voluntarily signing up for them after shopping or making a purchase with that brand or retailer.  
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This shows that consumers had some degree of involvement with these brand in the past and 

therefore have some degree of brand awareness. Emails also do a good job of placing brand 

logos on their editorials that are visually appealing to consumers and help them remember the 

brand. 

Participants with higher levels of shopping involvement indicated they have purchased an 

item from a targeted ad. By definition, participants who indicated a higher shopping involvement 

will be more knowledgeable about the product and the purchasing process, so this finding was 

not surprising.   

 In terms of effectively reaching the desired market, participants were more aware 

of targeted advertisements on social media, as 75% were able to name three brands advertised 

from that channel. Email, websites, and TV advertisements proved to have high reach with 

68.9%, 67.6%, and 52.6%, respectively. According to Asano (2017), people spend an average of 

35 minutes on Facebook, 25 minutes on Snapchat, 15 minutes on Instagram, and one minute in 

Twitter (all social media channels) daily. Online consumption adds up to a total of ten hours and 

39 minutes the average person spends online each day (Howard, 2016). The average American 

watches five hours and four minutes of TV a day (Koblin, 2016) and spends six hours and 20 

minutes on email (note this includes work email) a day (Reaney, 2015). With the large amount of 

time spent on these media, the consumer is more effective by brands advertise on those media. 

This finding reinforces that fashion entrepreneurs who want to reach their desired market can do 

so by advertising on social media.  

Low performers in reaching the desired market are bloggers/influencers (16.0%), mobile 

apps (26.9%), and product videos (28.5%). Participants were also not as aware of brands on 

retailers’ blogs, with only 12.2% able to name three brands. A larger number of participants did 
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not read retailers’ blogger/influencers’ content as they are not as familiar with them. Being that 

blogs are developing and gaining popularity, additional research should be conducted to 

determine whether using retailers’ blogs or hiring bloggers/influencers to advertise products will 

be more effective. The same should be done with mobile apps and products videos as these 

channels are a fairly new targeted advertising medium.  

In terms of building brand awareness on the advised channels, websites proved to be the 

most effective, along with email, social media, and TV. Mobile applications were found to be the 

weakest in building brand awareness. Again, fashion entrepreneurs are challenged to utilize 

websites, email, social media, and TV to as advertising channels to build brand awareness within 

their target consumers. With consumption levels high in the most effective categories, consumers 

are more likely to be aware of brands that use them as a targeted advertising channel.  

Participants indicated they use targeted advertising as a way to stay informed about the 

latest trends. They also felt encouraged and obligated to follow those trends. Images provide 

inspiration to consumers and as trends develop, they can be seen in the most current 

advertisements. Consumers have a tendency to want to wear the latest fashions, concluding that 

they are willing to follow the trends that are popular at that point in time. Fashion entrepreneurs 

should provide high resolution and appealing images of their products to catch the attention of 

the consumer and entice them to purchase the trends.  

Limitations  

The researcher used snowball sampling that requires networking among close friends and 

family. This method was used due to the convenience and cost-effective measures. While a valid 

data collection methodology (Stanley, 2011), with this method, the sample can contain 

individuals in the same geographical area who have similar beliefs and habits skewing the 
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results. Further, the survey was primarily distributed via Facebook, which may have influenced 

the social media findings. As a result of this sampling method, the results may not represent the 

view of the population as a whole.  

In Study 1, the researcher created codes for the advised target advertising without the 

help of other researchers/committee members. Not having a second judge is a limitation of the 

study. Because of this, there was no inter-rater reliability for the coding of the advice.  

When accessing the demographics of the survey participants, only 10.3% of the 

respondents were male. This is considered a limitation of the study, as it does not represent the 

population of men in the United States and may not accurately represent the population. 

Many of the participants of the study did not read or follow blogs, whether it be retailer 

blogs or blogs produced by individuals. This is a limitation as the researcher was not able to 

accurately calculate the effectiveness of retailer blogs and bloggers/influencers’ blogs. Other 

studies need to survey individuals who are more aware of these advertising methods at a later 

date, as advertising in blogs is a new approach and gaining in popularity.  

When the participants were asked if they felt compelled to follow trends, 55.8% 

answered “Yes” and 27.6% answered “No”. The remaining participants (16.6%) did not 

answered, which is noted as a limitation in the study. The results may have differed slightly if all 

participants answered the question.  

Suggestions 

Further research is needed to use attitudes by adverting channel in the theory of reason 

action model. In this study, attitudes towards advertising as a whole was utilized and proved to 

be parallel to the original framework as attitudes and pressure to follow trend had a significant 

effect on purchase intention and intention had a significant effect on purchase behavior. Research 
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looking at attitudes by channel can further test the effectiveness of the targeted advertising 

advice.  
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APPENDIX A  

ABRIDGED SURVEY
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Q1 1. For the following questions, consider advertising that you feel is targeted specifically to 
you by social media ads, email promotions, and/or mailers (“junk mail”). 
 
[Question 2 removed] 
 
Q3 Targeted Ads: Advertisements that are to reach a specific group of individuals by a retailer to 
inform and persuade them to purchase their products.     2. Please name three brands you have 
noticed advertised in your social media (Facebook, Twitter, Instagram, etc.) 
Advertisement #1 (1) 
Advertisement #2 (2) 
Advertisement #3 (3) 
 
Q4 3. Social Media Awareness Questions 

 Please Rate 

 1-Never (1) 2 (2) 3 (3) 4 (4) 5-Frequently 
(5) 

I have shopped 
by links in my 
social media. 
(1) 

          

I have 
specifically 
shopped for 
brands that I 
have seen 
advertised in 
my social 
media. (2) 

          

I am aware of 
brands I have 
seen 
advertised my 
social 
media feeds. 
(3) 
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Q5 4. Please name three brands you have noticed as ads on websites you have visited.  
Advertisement #1 (1) 
Advertisement #2 (2) 
Advertisement #3 (3) 
 
Q6 5. Website Awareness Questions 

 Please Rate 

 1-Never (1) 2 (2) 3 (3) 4 (4) 5-Frequently 
(5) 

I have shopped 
a website. (1)           

I have 
specifically 
shopped for 
brands that I 
have seen 
advertised on a 
website. (2) 

          

I am aware of 
brands I have 
seen advertised 
on websites. 
(3) 

          

 
 
Q38 6. Do you occasionally read a retailer's blog?  
 Yes (5) 
 No (6) 
Condition: No Is Selected. Skip To: 8. Please name three brand target adv.... 
 
Q7 7. Please name three brand targeted advertisements that were placed in Retailer’s Blogs. 
(That is, a blogger from Nordstrom writing about Nordstrom products.) 
Advertisement #1 (1) 
Advertisement #2 (2) 
Advertisement #3 (3) 
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Q8 8. Blogs Awareness Questions 
 Please Rate 

 1-Never (1) 2 (2) 3 (3) 4 (4) 5-Frequently 
(5) 

I have shopped 
by links in 
blogs. (1) 

          

I have 
specifically 
shopped for 
brands that I 
have seen 
advertised in 
blogs. (2) 

          

I am aware of 
brands I have 
seen advertised 
on blogs. (3) 

          

 
 
Q9 9. Please name three brand target advertisements you received in an Email. 
Advertisement #1 (1) 
Advertisement #2 (2) 
Advertisement #3 (3) 
 
Q10 10. Email Awareness Questions 

 Please Rate 

 1-Never (1) 2 (2) 3 (3) 4 (4) 5-Frequently 
(5) 

I have shopped 
by links in 
emails. (1) 

          

I have 
specifically 
shopped for 
brands that I 
have seen 
advertised in 
emails. (2) 

          

I am aware of 
brands I have 
seen advertised 
in emails. (3) 
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Q39 11. Do you occasionally read blogs written by individuals? 
 Yes (5) 
 No (6) 
Condition: No Is Selected. Skip To: 12. Can you name three targeted produ.... 
 
Q11 12. Please name three brand targeted advertisements that were promoted by 
Bloggers/Influencers. (That is, a blogger who writes primarily about a variety of brands.) 
Advertisement #1 (1) 
Advertisement #2 (2) 
Advertisement #3 (3) 
 
Q12 13. Bloggers/Influencers Awareness Questions 

 Please Rate 

 1-Never (1) 2 (2) 3 (3) 4 (4) 5-Frequently 
(5) 

I have shopped by 
links posted by 
bloggers/influencers. 
(1) 

          

I have specifically 
shopped for brands 
that I have seen 
advertised by 
bloggers/influencers. 
(2) 

          

I am aware of 
brands I have seen 
advertised by 
bloggers/influencers. 
(3) 

          

 
 
 
Q13 14. Can you name three targeted product videos you have seen?  (That is, videos made 
about the features and benefits or maybe how to use a product.) 
Advertisement #1 (1) 
Advertisement #2 (2) 
Advertisement #3 (3) 
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Q14 15. Video Awareness Questions 
 Please Rate 

 1-Never (1) 2 (2) 3 (3) 4 (4) 5-Frequently 
(5) 

I have shopped 
by links in 
videos. (1) 

          

I have 
specifically 
shopped for 
brands that I 
have seen 
advertised in 
videos. (2) 

          

I am aware of 
brands I have 
seen advertised 
in videos. (3) 

          

 
Q15 16. Please name three brand targeted advertisements that were placed in Mobile Apps. 
Advertisement #1 (1) 
Advertisement #2 (2) 
Advertisement #3 (3) 
 
Q16 17. Mobile Apps Awareness Questions 

 Please Rate 

 1-Never (1) 2 (2) 3 (3) 4 (4) 5-Frequently 
(5) 

I have shopped 
by links in 
mobile apps. 
(1) 

          

I have 
specifically 
shopped for 
brands that I 
have seen 
advertised in 
mobile apps. 
(2) 

          

I am aware of 
brands I have 
seen advertised 
in mobile 
apps. (3) 
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Q17 18. Please name three targeted brand television ads on your favorite channel. 
Advertisement #1 (1) 
Advertisement #2 (2) 
Advertisement #3 (3) 
 
Q18 19. TV Ads Awareness Questions 

 Please Rate 

 1-Never (1) 2 (2) 3 (3) 4 (4) 5-Frequency 
(5) 

I have shopped 
by 
advertisements 
in television. 
(1) 

          

I have 
specifically 
shopped for 
brands that I 
have seen 
advertised on 
television. (2) 

          

I am aware of 
brands I have 
seen advertised 
on television. 
(3) 

          

 
Q19 Targeted Ads: Advertisements that are to reach a specific group of individuals by a retailer 
to inform and persuade them to purchase their products.                20. Have you regarded images 
in targeted ads as features of the latest trends? 
 Yes (1) 
 No (2) 
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Q20 21. Following Trends 
 Please Rate 

 1-Never (1) 2 (2) 3 (3) 4 (4) 5-Always (5) 
Do you feel 
encouraged to 
follow the 
trends you see 
in targeted 
fashion ads? 
(1) 

          

Do you feel 
obligated to 
follow the 
trends you see 
in targeted 
fashion ads? 
(2) 

          

Do you shy 
away from the 
trends you see 
in targeted 
fashion ads? 
(3) 

          

 
Q21 22. Have you given thought to purchasing items you have seen in targeted ads? 
 Yes (1) 
 No (2) 
 
Q22 23. Have you purchased items you seen in targeted ads? That is, have you clicked on the 
link and actually made a purchase? 
 Yes (1) 
 No (2) 
 
Q23 24. What kinds of merchandise have you purchased specifically from targeted ads? 
1 (1) 
  (3) 
  (4) 
  (5) 
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Q25 25. I think shopping is 
 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 
Unimportant:Important 
(1)           

Boring:Interesting (2)           
Means nothing to 
me:Means a lot to me 
(3) 

          

Worthless:Valuable (4)           
Not 
beneficial:Beneficial 
(5) 

          

Irrelevant:Relevant (6)           

Unexciting:Exciting (7)           
Unappealing:Appealing 
(8)           

Nonessentials:Essential 
(9)           

Unwanted:Wanted (10)           
 
 
Q26 The following questions will be used to evaluate how different demographics respond to 
target advertising.26. Age? 
 
Q27 27. Sex? 
 Male (1) 
 Female (2) 
 
Q28 28. Which ethnicity best describes you? 
 African American (1) 
 White (2) 
 Hispanic (3) 
 Asian-Pacific Islander (4) 
 Other (5) 
 
Q29 If you checked "Other", please specify. 
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Q30 29. What is your annual household income? 
 Less than $20,000 (1) 
 $20,001-$40,000 (2) 
 $40,001-$60,000 (3) 
 $60,001-$80,000 (4) 
 $80,001-$100,000 (5) 
 More than $100,000 (6) 
 
Q32 30. What types of target advertising do you like? 
 
Q33 31. What types of target advertising do you dislike? 
 
Q34 32. Do you consider targeted ads to be intrusive or do you appreciate the targeted aspect of 
the ads? Why? 
 
Q35 33. Do you think people see targeted ads as intrusive or welcomed? Why? 
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APPENDIX B  

OPEN-ENDED RESPONSES
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Question "What types of targeted advertising do you like?" 
 Toys 
ads from newspapers 
Ads in my social media feeds 
age appropriate to me 
Antiques 
Any 
Apparel 
Athletic 
beauty apparel 
Bible related 
Bloggers  
Blogs 
Books 
brands that I am currently purchasing 
Cars 
Catalogs 
Catalogues  
Children's clothes  
Christian  
Circulars 
Clothes 
Clothing ads, via e-mail or on social media 
clothing from stores I shop at 
Clothing, accessories, furniture 
Commercials 
custom items 
Cute things 
Demo 
direct mail with money off 
Educational, informative 
Electronics s 
Email  
Every day use products 
Fashion 
foods 
Free stuff  
from retailers I have shopped especially advertising sales 
Funny ads 
funny, thoughtful, accurate 
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Funny/ subtle 
Goods and services  
Grocery  
Home Decor 
Home improvements  
Hotels and locations 
Household items 
I don't mind marketing on facebook or Youtube 
I have no preferences really but ones that entertain are more enjoyable, humorous ones. 
I like alot of different types. Commercials i feel gets my attention. 
I like that Target uses models with different body shapes. I like affordable yet, daring clothing, such 
as Zara. I also think that for higher fashion looks like Zara or Gucci, I prefer to see really interesting 
looking models and quality, well-thought out photography. 

In-App advertising  
instagram 
Jewlery 
Liqour ads. 
Mailers  
Makeup 
Movies trailer 
New items or innovations 
New things. Fun things.  
None 
On Facebook  
paper 
Pet products 
Photos 
Print 
Products I use 
Really don't like advertising. I fast forward it on the DVR and click past as quickly as I can. 
Relevant adds, products I would actually use 
Relevant to my previous searches or interest 
Restaurant specials 
Restaurants 
Retail 
Sales 
Seasonal 
Shoes 
Shopping Sales 
short, to the point, factual, clever 
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Side bar 
Social Empowerment  
Social Media 
Social Media video ads 
Some E-mail, Facebook, NPR, TV 
sometimes they are helpful when I am still shopping for a product 
Sports 
Sports and sportswear 
Technology 
Television commercials  
things that I am interested in.  Clothes, gardening, home improvement 
things that I haven't thought of before, but are from a website or similar that I have interest in 
To the point - here is the product 
Travel 
Trends 
Tv ads 
TV Ads and Social Media Ads 
TV Commercial 
Useful and uses humor 
Videos 
weight loss products 
Workout attire 
Written mail ads 
Question "What types of target advertising do you dislike?" 
 spam of email 
Abuse 
Ads designed to attract children 
Ads on social media 
Ads that are trying to hard to be funny 
ads that cover online activity 
Ads that have nothing to do with my interests 
Aggressive 
Aggressive pop ups that you have to click out of. 
Alcohol 
All of them 
Annoying e-mail 
annoying ones that are only because my finger slipped to that website 
Anything with Kendall or Kylie Jenner that is clearly phony and the company is trying their last 
ditch effort to "appeal to the Millennial." That pisses me off. Perfect example is the latest Pepsi 
commercial.  
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app ads 
Attorneys 
Automobile 
Banner Ads 
Beauty 
beverages 
Buy now 
Cars 
cell phones 
Children's  
cleaning, app games 
Clothing 
Commercials  
crude, obnoxious, sexual  
Dating sites 
Doesn't make sense, no facts 
Drinking 
Drug Companies 
Drugs  
Email 
Facebook  
False advertising  
Fast fashion or alcoholic beverage ads 
Female products 
Food related  
food/dining out offers 
Forced Videos online 
Forceful types 
foreign   
hardware 
Hate them 
Health issues 
home decor 
Homeless people 
Homemade commercials  
In Mobile Apps 
Infomercial types 
Infomercials 
Insurance  
Internet  
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Junk email 
Law Suits 
Loans or Money related companies like Banks 
Local advertsing 
MAIL, PHONE, E-mail, YouTube Ads, Ads before online news articles, 
Makeup 
Medical 
Medications  
Mobile apps 
Mobile pop ups 
Most 
Movies/TVShows 
neutral 
New products 
Night life  
None 
Not showing clothing sizes on real people 
On sites 
On videos 
ones about products that are not relevant to my shopping patterns 
ones I am not really interested in, like maybe a looked at something as a whim or a long time ago 
and they are still popping up 
Online pop up ads  
Perfum, soap 
Perfume  
Personal products, medication 
Phone 
Phone pop ups 
poor taste, too sexy 
Pop ups 
Prescriptions 
Print 
Products I Don't Use 
Pushy 
Racist, Social Welfare (Poverty) 
Radio 
repetitive 
risque 
Sad 
Sale 
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Same old basic things 
Sexist and bad product  
Sexual 
silly, too sexy. feminine products 
Social Media 
Sporting goods 
Stupid humor 
Stupid ones 
Telemarketers  
Television 
things that arent relevant to me 
those 1800 numbers silly products that you rarely can find in stores 
Those that interrupt work 
tire of emails 
Too sexy 
tools 
Tools/ equipment  
TV 
TV ads 
tv, web video, blogger 
useless direct mail 
Vehicles and Baby clothing 
Very specific medications 
Viagra 
Video ads 
Videos 
Vulgar 
Website 
Website Ads 
Weightloss 
Weird ones 
When they target you incorrectly--like receiving AAA offers or hearing aids when you aren't a 
senior citizen 
Young women's clothing 
Question: Do you consider targeted ads to be intrusive or do you appreciate the targeted aspect of the 
ads? Why?" 
A bit bothersome  
A bit intrusive  
a few are ok, too many is annoying 
A little bit of both, it depends how hard the seller is pushing the product and if I feel I would use it 
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A little creepy like a stalker  
Appreciate 
both, i feel special, but im being tracked 
Both, it's interesting to see what's being advertised currently to see what is on trend, but other times 
advertisements can be annoying. 
Both, they are intrusive but they target what I want to shop for 
Depends 
Depends on the ad 
Depends on the ad.  Some ads come over and over. Once is enough 
depends on the item and the approach. for the most part I do appreciate it because it gives me interest 
and awareness of products I otherwise would not be researching 
depends on the product advertised and how easy it is to then access the information 
Depends what the add is about 
Depends, can be intrusive but can be beneficial based on interests and needs.  
Depends. The repeatative ones are too much 
Half of them are intrusive, however they are in a business and they are attempting to make it into a 
success. 
Helpful at times 
I appreciate ads 
I appreciate ads that are specific to products in which I have an interest. 
I appreciate because I feel they aren't wasting my time 
I appreciate it 
I appreciate it because it gives me the opportunity to shop around more.  
I appreciate sales on previous purchases, I find ads to be intrusive if they are daily 
I appreciate that fact that targeted ads are more interesting to me and seem more relevant. 
I appreciate the targeted aspect. Since im targeted, it is more likely that I will enjoy the ad 
I appreciate them because it brings new information to me.  
I appreciate them, I know if it's for younger or older kids, young adults or more mature adults.. 
I enjoy most ads first couple of times.  My mind is usually made up quickly. 
I feel violated.  I search on something and all of a sudden it pops up everywhere  
I have split thoughts on this - hate the emails and ads but sometimes they are necessary 
I like some for personal reasons  
I like some targeted ads, the ones that actually apply to me. Others are annoying and dont apply to 
me 
I think it is creepy to shop for an item online, and immediately the ads are sent to your mobile apps 
and email banners.  Especially when the item is not what I am really needing for myself. 
I think they are good because they target specific audiences. 
I usually hate them because they arent segmented enough and I can easily spot them since it is my 
major.  
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I'm pretty indifferent, but it is sometimes more amusing to watch a targeted ad than one that is totally 
irrelevant to me (either in substance or advertising form). 
If they are relevant then I appreciate them 
indifferent 
Interesting. To see trends  
Intrusive 
Intrusive - I will find the things that I like on my own. 
Intrusive - they are often not correct, like I've already purchased it or viewed it and decided it wasn't 
what I wanted and it still comes up 
Intrusive annoying  
Intrusive as in you browse for items and it ten shows on sidebar of email and/or social media  
Intrusive because I don't want them popping up every few minutes when I am playing games on the 
computer or watching videos or movies. 
Intrusive but I don't mind that much 
Intrusive if I'm not shopping 
Intrusive if they are pop ups 
Intrusive sometimes 
Intrusive sometimes, for example on youtube or during a facebook video  
intrusive when I search something and then that is the only ad I see for weeks (example dog food). 
Appreciated when they are more rounded and relevant  
Intrusive yes.  Appreciate no. 
intrusive- not wanted  
Intrusive- They shouldn't know that much about me 
Intrusive, because most of the ads that pop up are previously looked at items which means they have 
a way of looking into your search history 
Intrusive, because once I see it too much I would not want to want the product anymore. 
Intrusive, because they're everywhere.  
Intrusive, especially by e-mails.  
Intrusive, prefer to stay on subject when on a website 
intrusive; if I want info, I will look for it 
Intrusive. they are annoying and often wrong.  
Intrusive. When you search file something or speak out loud about something and that ad comes up 
in your social media is pretty intrusive and creepy.  
it depends 
It depends on the advertising. If it is a product I'm interested in I don't mind, but if I'm not interested, 
more likely than not, I will change the channel.  Log off a website, etc. 
It depends on what I'm doing at the moment I see an ad. 
It depends, if it's targeted in the aspect of tracking cookies on my web browser to know what 
websites I've been on then yes I think it's intrusive. If it targeted with the mindset of "this age of 
viewers is watching this show so we want to advertise there" then I see-appreciate that aspect of ads. 
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It draws attention, however, if the main imagine is not appealing I keep moving. I never click on 
links in fear they will take me to the wrong site.  
Middle of the road 
Mix of both 
Mostly intrusive 
Neither 
Neither but they are either helpful and/or ridiculous 
Neither.  
No , that what the ads are for its normal  
No and bc they get annoying  
No, because every brand intended to reach their target market. 
Okay, if I sign up for the emails 
Seem big brotherish to me - I don't like them. 
So/so 
some ads i appreciate because it notifies me of certain beauty products to try 
Some yes. When it is worded negetivley. 
Sometimes especially if they are for a very specific audience  
Sometimes intrusive, but mostly (begrudingly) helpful. Facebook "knows" I like Gilmore Girls, so 
there was an ad for a t-shirt which I bought and love! Amazon knows I'm looking at luggage and 
suggests other travel items 

Sometimes intrusive. 
sometimes, because it takes time from the show I am watching  
Sometimes. Because them seem track my thinking but I welcome that it does some work for me.  
Sometimes. They get it wrong alot what I'm in the market for. 
Somewhat, it feels a bit big brotherish 
Targeted adds show me two things. That the advertising companies are efficient at what they do, and 
they don't care how they do it as long as it gets results. 
They are intrusive in some situations, like on the small screen of my mobile phone or when they 
must be dismissed prior to being able to read content on a webpage.  
They are very intrusive. Just another reminder nothing is really private these days 
They can be intrusive when you are trying to a accomplish something and you get a lot of online pop 
ups  
They can be intrusive. Hard sell tactics.  
They serve a purpose 
They're somewhat intrusive and ammoying, but also helpful at times. 
To intrusive. Because it shows signs of advertisers tracking my habits. Targetted ads should be opt in 
only.  
Very intrusive  
very intrusive. It's annoying because it is everywhere --- even movie theatres now. 
Yes because the only way they can target you is if they know personal details about you. 
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Yes, blocks viewing item 
Yes, I think they are intrusive when a brand sends too many in order to get you to purchase an item.  
Yes, I think they are intrusive. 
yes, intrudes on privacy from previously searched products 
yes, poor taste 
Yes, they usually interrupt. 
Yes; I don't like advertisers tracking me to gather information. 
yes... its a little creepy the algorithims know my habits and my shopping that well 
Question "Do you think people see targeted ads as intrusive or welcomed? Why?" 
50/50. I could see more "mature" adults seeing some ads as too seductive for daytime television. 
Some people may also see a majority of white people in an ad as rude or vice versa.  
Again, I think it depends on the person.  
Because the companies use data from your browser to make the ads targeted to you. They collect 
data, most of the time without your knowledge. 
Both depends on the shopper and the subject matter  
both it depends on what they like and prefer 
both, depends on the subject matter 
both, depends on what it is 
both, people who shop mostly on line welcome them, people like me who prefer to go shopping see 
them as annoying 
Both. Depends on interest and need 
Both. No particular reason  
Can be helpful or pushy depending on your level of interest or financial ability to purchase at the 
time. 
Depending on how the advertiment is targeted, it can be either 
depends on the ad 
Depends on the ad 
Depends on the person 
depends on the person and probable the level of disposable income.  
Depends on the person seeing the add. Personally I think they are intrusive but my neighbor may 
not. 
Depends on the person, some are drawn towards it and others may be offended.  
Depends, some can be very forceful while others seem to be more helpful and suggestive 
Either or, depending on the person 
Generally intrusive because they can be a real inconvenience to getting information quickly without 
hassle.  
Half and half. If you're aware then you know it is an invasion of privacy and it sometimes annoying. 
The other half fall for it and end up spending unnecessary money. 
i think as long as the person is interested on certain products it it welcome but when it is not our type 
pr style is intrusive 
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I think it honestly depends on the person and their attitudes to shopping. 
I think it's equal. I think it depends on the person and income.  
I think majority see them as welcomed because they are usually brands that we already buy.  
I think people find them to be intrusive at first but become used to them and end up liking them over 
time. 
I think people see ads in general as intrusive because it interrupts their daily life. 
I think that most people have accepted target ads as a part of their life and don't pay much attention 
to it; in that respect. I don't even think most of them realize they are "targeted". 
I think there is a wide range of both and in between 
I would say welcomed because it keeps things we don't care for away and can see good deals on the 
stuff we like 
I'm sure that other people welcome them because they are unaware that the targeted ads are using 
their information from the internet - constantly gathering data to throw more ads in front of them. 
Intrusive 
Intrusive - I feel like someone is watching me and I don't like it  
intrusive bc they pop up when not wanting to see them 
Intrusive because it feels like someone is watching what they do.  
Intrusive because it feels like you are being spied on 
intrusive because of distrust of technology 
Intrusive because people may feel they are being spied on 
intrusive because they assume what they want 
Intrusive because they don't want companies to know all about them 
intrusive because they feel like they're being followed by the company 
Intrusive because they seem stalkerish 
Intrusive because we are bombarded with ads everyone we go 
intrusive because you can never stop seeing them 
intrusive but part of life 
Intrusive for the same reasons as I just mentioned. Some, however, may welcome it just to be in the 
know of what to buy.  
intrusive-  they are online to do other things, not be interrupted all the time 
intrusive--it can be unnerving to have your search history and frequented websites calculated  
Intrusive,  big brother is watching and recommending  
Intrusive, because of the above 
Intrusive, because people do get tired of seeing ads everywhere they go. 
Intrusive, big brother ish. 
Intrusive, if you didn't ask to see it then you shouldn't have it forced onto you.  
intrusive, poor taste 
Intrusive, same as above 
Intrusive, they are annoying 
intrusive; I assume everyone else is like me 
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Intrusive; it feels like we are too easily followed.  
Intrusive; though my young child (22) likes them... 
intrusive.  generally people like yo feel like they make up their own mind 
Intrusive. I didn't go looking for it 
Intrusive. Interrupting.  
Intrusive. Privacy issues 
Intrusive. Repetitive 
Intrusive. Same reason as 32.  
Intrusive. They are forced upon you in a lot of social media settings  
intrusive. they are unavoidable and distracting. 
It can go either way depending on the person 
it depends on your perspective 
Just depends on your perspective  
Kind of scary that they follow what you've shopped for. There should be a button to tell them you've 
already bought it! 
Many people do but with technology nowadays ads need to be more specific also. TVs will have 
specific ads for different households very soon. That's fine with me. 
Maybe a little of both. Depends on the person. 
Median 
More intrusive...not requested. 
Most people probably think they are intrusive 
Most welcome ok 
Mostly intrusive because ads come up at unexpected times and that usually annoys people. 
NEITHER 
neutral 
No, I think people are annoyed with advertisements. 
No...it is part of our lifestyle 
Not everyone is interested 
Okay, if limited  
Same answer as above. If you are interested it would be welcome, but if you're not interested it could 
be intrusive. 
sometimes they are too intrusive but can still be welcomed 
sometimes.  Depends on the individual 
They are probably generally welcomed since they are tailored to that specific audience. The audience 
is generally more receptive to ads that are designed to intrigue them. 
They can be annoying, if i get annoyed with some i can't be the only one  
They can seem intrusive because they are not always given at a good time such as Internet pop ups 
Welcome 
welcome some may not know they are being targeted 
Welcomed - easier shopping  



111 

welcomed - just listening to how many s hop from what they've seen on line 
Welcomed because how else would you know what people want but also intrusive when it comes to 
some  
Welcomed because it helps with latest trend ideas 
Welcomed because it keeps people up to date and gives different options  
Welcomed because most people gather information about products from the ads. 
Welcomed because they typically buy that type of product 
Welcomed does not waste time on things you are not interested in 
Welcomed if properly targeted- meaning focused responsive ads-  
Welcomed so that they have an idea of what it is 
Welcomed- Less browsing 
welcomed, because consumers may not know what types of merchandise is available. 
Welcomed, because most people probably don't know that these ads can be very specifically targeted 
to particular types of customers. 
Welcomed, If the ad is retargeted or prospected accurately  
welcomed, so they know more about them 
Welcomed. It allows a new perspective.  
Welcomed. It makes them feel the company cares about them and their purchases. 
Welcomed. Save time. 
Welcomed. So are very informative  
Welcomed. They like those brands. 
Welcomed. To stay on top of products  
Welcomed....Some people need direction 
Yes and bc they get annoying  
yes and no, it all depends on if the ads are relevant to them or not 
Yes because it can feel like big brother is watching  
Yes, because ads are shown a lot and people may view them as too much.  
yes, no personal space 
Yes, see above.  It shows they are collecting info on me while I'm just using the Internet. 
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