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Abstract: This study aimed to examine perceptions of personalisation, 
incentives, timeliness, advertising value, and attitude in Indonesian  
e-marketplaces. It also investigated the roles of incentives and timeliness in 
mediating the relationship between personalisation and advertising value. 
Moreover, it examined the role of advertising value in mediating the 
relationship between personalisation and attitude. The sample in this study is 
the users of e-marketplaces, with a total of 376 respondents selected by the 
purposive sampling method. This study used structural equations modelling 
(SEM) to test the hypotheses proposed. The findings indicate that for 
personalisation in advertising to have value, a communication strategy is 
needed that involves incentives and timeliness in delivering advertisements so 
that the advertisement gets a good response from customers. This research 
contributes to the understanding that data profiles and track records of product 
searches by customers become big data to map personalised product offering 
strategies. 
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1 Introduction 

The development of information and communication technology has a significant 
influence on various activities of human life. Mutimukwe et al. (2020) stated that 
advances in information technology provide support for organisations since the internet 
has become a practical and effective means of providing services electronically. In the 
business context, the role of online boards in supporting marketing activities is very 
important (Alalwan, 2018; Chen and Lin, 2019) because they can reach customers 
anytime and anywhere. The most significant advantage of selling through e-marketplaces 
is that the company can get more detailed and accurate customer information. Li (2016) 
stated that it enables broad access to big data that record time by time concerning 
consumer interests, purchasing habits, and product or brand preferences. The available 
data can be analysed to find customer patterns tailored to their profile. 

According to Tran (2017) and Rosenthal et al. (2019), information and 
communication technology developments have created new opportunities to collect and 
analyse customer data and implement personalised marketing programmes. Maslowska  
et al. (2016) stated that when customers share large amounts of personal data during their 
online transactions, marketers will use it as valuable material to create a personalisation 
scheme. Personalisation of advertising closely relates to big data analysis, which brings a 
new wave in the development of customer relationship management strategies and sales 
and services customisation (Anshari et al., 2019; Xie and Karan, 2019). 

Personalisation of advertising is expected to ease marketers in targeting their potential 
customers precisely, to which individuals will pay more attention (Bang and Wojdynski, 
2016). McCoy et al. (2017) and Nguyen et al. (2022) found that customers want 
personalised but non-intrusive advertising since it sometimes suddenly appears on the 
screen when consumers browse the internet. Tran (2017) revealed that the personalisation 
of advertising sometimes makes customers unhappy or uncomfortable. Thus, it leads to a 
negative response towards advertising, such as advertising avoidance and scepticism. It 
indicates that the personalisation of advertising should consider several important factors 
to get a positive response from customers. 

In addition to a customised communication strategy, marketers also need to pay 
attention to the value of the advertisements sent to customers. Value comes in many 
forms and from many sources, such as product utility, quality, image formed by 
advertising or promotion, product availability, and additional services (Chen and Lin, 
2019) that marketers can provide. The advertising value from the advertiser’s point of 
view is based on its ability to achieve marketing and communication objectives. It should 
also be a concern for marketers that the advertising value is based on their ability to 
achieve marketing and communication objectives (Karamchandani et al., 2021). 
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The ability of marketers to design communication strategies with customers by 
considering the value of advertising aims to get a good response from customers. 
Attitudes towards advertising are formed when consumers express the visual and verbal 
substance of the claims and advertising content (Sander et al., 2021) they receive. 
Therefore, marketers need to pay attention to advertising value. Empirical research from 
Liu et al. (2012) proves that the response shown through a favourable attitude towards 
advertising is assumed to occur when users associate value with advertising. In addition, 
to form a positive attitude toward online advertising, it is recommended that 
advertisements provide helpful information, save time, and provide entertaining content 
(Nasution et al., 2021). Attitude is also an advertising person’s evaluation (Arora and 
Agarwal, 2019). Thus, attitudes toward advertising become the focus of marketers 
because attitudes are seen as predictors of consumer behaviour (Gaber et al., 2019). 

This study interestingly contributes to the literature on the use of big data in  
the personalisation of online advertising to reach customers through the role of  
e-marketplaces. In addition, the application of timeliness and incentive constructs to 
mediating relationships in this study is a new finding that can be used as a reference for 
marketers in sending personalised advertisements to get a good response from customers. 
According to several previous studies, it is suggested to research personalisation in the 
era of big data. Rust (2020) mentioned that the most attractive aspect of personalisation is 
that it emphasises the use of data. Liu-Thompkins (2019) also recommended that relevant 
personalisation topics should be studied in the digital era. Wedel and Kannan (2016) 
stated that one of the topics that will become a trend for future research is personalisation. 
Furthermore, in the context of e-marketplace, personalisation of advertising is still rare to 
be studied (Mou et al., 2019). So, to the best of our knowledge, supported by several 
review studies, research on advertising personalisation in e-marketplaces is still sparse. 

This study aims to examine the effect of personalisation on incentives, timeliness, 
advertising value, and attitudes towards online advertising in the context of  
e-marketplaces in Indonesia. Furthermore, this study investigates the role of incentives 
and timeliness in mediating the relationship between personalisation and advertising 
value. A similar examination was also used for advertising value mediating the 
relationship between personalisation and attitudes towards online advertising. This study 
uses the theory of elaboration likelihood model (ELM) to explain the conceptual model. 
Previous research conducted by De Keyzer et al. (2015) and Lee et al. (2017) studied the 
personalisation of advertising and attitudes towards advertising using ELM. It can 
describe how someone will think critically when receiving a personalised advertisement, 
which leads to the great attention and directs his or her attitude to elaborate further to 
become convinced (Bright and Daugherty, 2012). 

The arrangement of the sections in this paper is as follows: first, the introduction 
explains the background of this research. Second, the literature review presents the theory 
used in explaining the conceptual model and the construction of hypotheses that will be 
tested empirically in this study. Third, the research methodology describes sample design, 
measurements and methods. Fourth, the research findings describe the demographics of 
the respondents and the results of statistical tests in analysing hypotheses. Fifth, the 
discussion and conclusions describe the explanation of the research results and conclude 
the paper as a whole, equipped with the limitations of this research and the agenda for 
future research. 
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2 Literature review 

This section aims to describe the theory used in the study to explain the conceptual model 
and development hypotheses tested in this study. The theory used to explain the 
conceptual model in this study is ELM. Furthermore, this study has eight hypotheses. 

2.1 ELM 

ELM, developed by Petty and Cacioppo (1986), offers a valuable framework for 
understanding attitude formation and the changing behaviour of the information 
recipients. ELM divides the information processing into two routes that are central route 
and the peripheral route. Central processing is generally considered the preferred route of 
persuasion over peripheral ones, as attitude change occurs long-term because when 
individuals decipher information via the central route, they invest time and cognitive 
effort in evaluating the information (Manca et al., 2019). Conversely, the peripheral route 
only provides a short-term effect (Aghakhani et al., 2020). When the elaboration 
condition is high, personalisation can lead to biased information processing because 
personalised information is considered more powerful than non-personalised information 
(De Keyzer et al., 2015). Conversely, when the elaboration condition is low, 
personalisation can be a heuristic cue that leads to a positive attitude (De Keyzer et al., 
2015). The central route comprises the actual use of information that requires a person to 
think critically. The central route tends to have a lasting effect on the attitude and 
assessment of the received information. 

2.2 The relationship between personalisation and incentives 

Personalisation can be defined as a communication strategy that refers to each recipient 
and is based on the recipient’s personal characteristics, such as name, gender, domicile 
and occupation (Li, 2016; Shanahan et al., 2019). Consumers prefer advertisements that 
are in accordance with their circumstances so that they are more familiar with 
personalised advertising (Karamchandani et al., 2021), so this is the goal of 
personalisation. The sophistication of information processing technology enables 
marketers to focus on the personalisation of advertising to deliver a tailored information 
to fit individual preferences (Baek and Morimoto, 2012). Marketers often deliver 
advertising personalisation through sales promotion and coupon programmes, which 
becomes an effective form of marketing communication with relevant advertising (Chen 
and Hsieh, 2012). When advertising contains relevant information and a financial benefit, 
customers tend to respond positively. Therefore, the first hypothesis is developed as 
follows: 

H1 Personalisation has a positive effect on incentives. 

2.3 The relationship between incentives and advertising value 

Incentives are a powerful tool that has positive results in many areas, including 
advertising (Miller et al., 2021). Offering incentive programmes is one way for 
companies to satisfy customer desires in purchasing products (Johnson and Friend, 2015). 
Varnali et al. (2012) asserted that incentives for customers and permission to access their 
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data are two main determinants of online advertising programmes. Most studies defined 
incentives as general monetary gains such as lotteries, discounts, coupons and prizes 
(Varnali et al., 2012; Gabisch and Milne, 2014; Lee et al., 2015; Chang et al., 2019). 
Moreover, it is surprising that customers’ emotional responses to incentives stimulate 
their desire to buy premium products (Shaddy and Lee, 2020). When advertising 
programme offers incentives to customers, they tend to respond very well due to a value 
in their favour. Therefore, the second hypothesis is developed as follows: 

H2 Incentives have a positive effect on advertising value. 

2.4 The relationship between personalisation and timeliness 

Lee et al. (2017) defined timeliness as the level of awareness that mobile advertising is 
provided when a person wants it and is appropriate to purchase a product or service. 
Increased customer satisfaction can be obtained from offering customised and timely 
promotions, recommending complementary products and sharing various information 
(Hui et al., 2013). One crucial aspect that marketers must consider is timeliness, which 
positively affects motivating customers (Feng et al., 2016). They will have a positive 
response to personalised advertising if the advertising is delivered on time and adapts to 
customer conditions. Therefore, the third hypothesis is developed as follows: 

H3 Personalisation has a positive effect on timeliness. 

2.5 The relationship between timeliness and advertising value 

Advertising value is defined by Lee et al. (2017) as the extent of the awareness that 
mobile advertising is valuable, helpful, and important based on subjective assessment. 
Advertising value offers a comprehensive overview of the value of marketing messages 
for customers (Wiese et al., 2020). According to Kim and Han (2014), the value of 
advertisements in cellular and non-cellular advertisements is influenced by awareness of 
the context based on specific circumstances, such as personalisation, activity, time and 
location. Kaplan (2012) also argues that advertising is information that needs to be sent to 
consumers at the right time in order to lead to additional advertising value. Advertising 
value also becomes an indicator of customer satisfaction with advertising (Zha et al., 
2015; Arora and Agarwal, 2019). Therefore, the fourth hypothesis is developed as 
follows: 

H4 Timeliness has a positive effect on advertising value. 

2.6 The relationship between personalisation and advertising value is mediated 
by timeliness 

This study exposed the mediating roles of incentives and timeliness in the relationship 
between personalisation of advertising and advertising value due to the inconsistency of 
research findings in previous studies by Arora and Agarwal (2019), Aydin (2018), Kim 
and Han (2014) and Lee et al. (2017). The results of research from Arora and Agarwal 
(2019) and Kim and Han (2014) state that personalisation of advertising does not affect 
advertising value, while study findings from Lee et al. (2017) and Aydin (2018) state that 
personalisation of advertising has a significant positive effect on advertising value. 
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Online advertising is a flexible communication medium since its content, display and 
target audience can be customised quickly, adjusting to the changing condition. However, 
to some extent, online advertising becomes a nuisance for customers when its delivery 
time is incorrect. McCoy et al. (2017) revealed that customers want personalised but  
non-intrusive advertising. It makes marketers must consider various factors so that 
customers do not feel disturbed by the presence of personalised online advertising. It is 
because time generally affects individual behaviour (Karamchandani et al., 2021). Thus, 
timeliness is one of the critical factors considered in advertising. Therefore, the fifth 
hypothesis is developed as follows: 

H5 The relationship between personalisation and advertising value is mediated by 
timeliness. 

2.7 The relationship between personalisation and advertising value is mediated 
by incentives 

The difference in the results of studies related to the relationship between personalisation 
of advertising and advertising value is shown by research conducted by Arora and 
Agarwal (2019), Aydin (2018), Kim and Han (2014) and Lee et al. (2017). Studies from 
Arora and Agarwal (2019) and Kim and Han (2014) state that there is no effect of 
personalisation on advertising value, whereas Lee et al. (2017) and Aydin (2018) state 
that there is a significant positive effect of personalisation on advertising value. 
Meanwhile, satisfaction for customers as recipients of advertisements can only be given 
if their perceived value is high enough to meet their expectations (Aydin, 2018). Thus, 
according to Kim and Han (2014), one of the things that can increase the value of 
advertising is the role of incentives that will shape attitudes to support purchase 
intentions in mobile advertising, so further research is needed to investigate the 
relationship between incentives, advertising value, attitudes and intentions. Arora and 
Agarwal (2019) also state that online advertising must be credible, informative, 
entertaining and incentivising. When personalisation of advertising contains information 
that offers benefits, then personalisation of advertising has the potential to be responded 
to better by customers. Therefore, the sixth hypothesis is developed as follows: 

H6 The relationship between personalisation and advertising value is mediated by 
incentive. 

2.8 The relationship between advertising value and attitude toward online 
advertising 

Attitude in online advertising is defined as the extent of the awareness that mobile 
advertising is desirable (Lee et al., 2017). Computer networks, smartphones, satellite 
broadcasts, television, and social media networks have a significant influence on 
consumer attitudes and behaviour in the internet era (Oh et al., 2016). Since it is 
perceived to provide benefits to the consumer, several other researchers have also 
confirmed that the value obtained from advertising positively influences customer 
attitudes and behaviour towards that internet advertising (Ha et al., 2014). When 
customers derive utility from the advertising offer, and then they feel satisfied, then the 
customer is predicted to show a positive attitude towards online advertising. Therefore, 
the seventh hypothesis is developed as follows: 
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H7 Advertising value has a positive effect on attitude toward online advertising. 

2.9 The relationship between personalisation and attitude toward online 
advertising is mediated by advertising value 

Personalisation of advertising for some people is often overlooked because they may feel 
that the appearance of the same online advertising in a short period of time is something 
dull. It triggers a negative response, such as rejecting or ignoring the personalisation of 
advertising. One of the efforts of marketers so that the advertisements they send are not 
received negatively by customers is to pay attention to the advertisement’s content. 
Advertising content should be designed with the value it delivers to customers. It is time 
for marketers to pay more attention to subjective norms and personal relevance regarding 
online advertising (Nasution et al., 2021). Kim and Han (2014) suggest that advertising 
personalisation can be an effective solution to reduce feelings of distraction and increase 
the perceived entertainment value of advertising exposure. When customers find a 
personalisation of advertising according to their preferences that contain advertising 
values such as information and entertainment, their attitude towards online advertising 
will become more positive. Advertising value strengthens the influence of personalisation 
on attitude toward online advertising. This study revealed the mediating role of 
advertising value on the relationship between personalisation and attitude toward online 
advertising due to the inconsistency of research findings in the previous studies (Gaber  
et al., 2019; Tran, 2017). Therefore, the eighth hypothesis is developed as follows: 

H8 The relationship between personalisation and attitude toward online advertising is 
mediated by advertising value. 

3 Research methodology 

3.1 Sample design 

This study used a purposive sampling method with determined criteria in selecting 
respondents. Respondents must be Indonesian citizens with a minimum age of 16 years. 
They have made online transactions at least once a year in one of the top-rank  
e-marketplaces in Indonesia, that are Shopee, Tokopedia, Lazada and Bukalapak. 

3.2 Measurement 

The questionnaire used in this study was adapted from previous studies and  
was translated into Indonesian. Personalisation in advertising is measured using  
five indicators adopted from Srinivasan et al. (2002). Incentives are measured using  
three indicators adopted from Kim and Han (2014). Timeliness is measured using  
four indicators adopted from Feng et al. (2016). Advertising value is measured using 
three indicators adopted from Ducoffe (1995). Attitudes towards online advertising are 
measured using five indicators adopted from Pollay and Mittal (1993). The study used the 
Likert scale as its measurement scale ranging from 1 (strongly disagree) to 5 (strongly 
agree). 



   

 

   

   
 

   

   

 

   

   40 P. Andriani and S.S. Nugroho    
 

    
 
 

   

   
 

   

   

 

   

       
 

3.3 Method 

This study adopted structural equation modelling based on partial least square  
(SEM-PLS) to test the hypotheses. Instrument testing is firstly conducted to examine the 
validity and reliability of the instrument. Hypothesis testing is held by calculating its beta 
coefficient to determine the direction of the relationship and its p-value to determine its 
significance. This study sets the significance level at 1% or a p-value < 0.01. In addition, 
mediating role of the intended variables is examined based on variance extracted for 
(VAF) value. 

4 Research findings 

4.1 Respondent demographics 

Most respondents are female, with a percentage of 62.76%. The age range of most 
respondents is in the range of 26 to 35 years, with a percentage of 57.45% who are  
of productive age. The last education of the respondents was dominated by an 
undergraduate with a percentage of 63.83%. Most respondents use Shopee’s  
e-marketplace for online transactions, with a percentage of 75%. The majority of 
respondents’ average purchase frequency in a year is about 6 to 10 times, with a 
percentage of 28.99%. The most purchased products by respondents through  
e-marketplaces are fashion and beauty, with a percentage of 24.01%. The summary of the 
demographics of the respondents is shown in Table 1. 

4.2 Validity and reliability test 

This study examined the questionnaire in terms of validity and reliability tests. The 
validity tests consist of convergent and discriminant validities in which both tests are 
evaluated based on average variant extracted (AVE). Table 2 shows that all variables are 
confirmed to fulfil the convergent validity test due to that their AVE values are greater 
than 0.5 (Hair et al., 2021). Meanwhile, as shown in Table 3, the discriminant validity 
tests for all variables are also passed because the square root of the AVE value for each 
variable is bigger than the correlation value of the related variable in the single column. 
Table 2 also confirmed the reliability test fulfilment based on the value of composite 
reliability (CR) and Cronbach’s alpha (CA), in which both scores must be greater than 
0.7 (Hair et al., 2021). 

4.3 Structural model evaluation 

Before evaluating the structural model, the study conducted a model fit analysis, as 
shown in Table 4. After the fit model test was confirmed, the study conducted a structural 
model evaluation to test the hypotheses by referring to their beta coefficient and p-value. 
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Table 1 Demographic data of respondents (n = 376) 

Description Number Percentage (%) 
Gender   
 Male 140 37.23% 
 Female 236 62.76% 
Age   
 16–25 137 36.44% 
 26–35 216 57.45% 
 36–45 17 4.5% 
 46–55 4 1.9% 
 > 55 2 0.8% 
Education background   
 Junior high school 3 0.8% 
 Senior high school 39 10.37% 
 Vocational 17 4.5% 
 Bachelor 240 63.83% 
 Master 73 19.41% 
 Doctor 4 1.06% 
E-marketplace   
 Bukalapak 9 2.4% 
 Lazada 14 3.72% 
 Shopee 182 75% 
 Tokopedia 71 18.88% 
Purchase frequency in year   
 1–5 times 81 21.54% 
 6–10 times 109 28.99% 
 11–15 times 51 13.56% 
 16–20 times 38 10.11% 
 More than 20 times 97 25.80% 
Most frequently purchased products   
 Fashion and beauty 243 24.01% 
 Electronic and physical media 147 14.53% 
 Food and personal care 172 17% 
 Furniture and appliances 125 12.35% 
 Toys, DIY and hobbies 139 13.74% 
 Travel (including accommodations) 33 3.26% 
 Digital music 9 0.89% 
 Video games 11 1.09% 
 Others 133 13.14% 
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Table 2 Item statistics constructs 

Variables Indicators Loading value AVE CR CA 
Personalisation P1 0.848 0.638 0.897 0.856 

P2 0.823 
P3 0.86 
P4 0.68 
P5 0.768 

Incentives I1 0.827 0.696 0.873 0.782 
I2 0.84 
I3 0.837 

Timeliness T1 0.826 0.669 0.890 0.834 
T2 0.857 
T3 0.79 
T4 0.795 

Advertising 
value 

AV1 0.918 0.835 0.938 0.902 
AV2 0.907 
AV3 0.918 

Attitude 
toward online 
advertising 

ATOA1 0.886 0.786 0.936 0.909 
ATOA2 0.914 
ATOA3 0.903 
ATOA4 0.842 

Table 3 The discriminant validity test 

Variables Personalisation Incentives Timeliness Advertising 
value 

Attitude toward 
online advertising 

Personalisation 0.799     
Incentives 0.524 0.835    
Timeliness 0.677 0.551 0.818   
Advertising value 0.625 0.521 0.699 0.914  
Attitude toward 
online advertising 

0.599 0.510 0.669 0.828 0.887 

4.4 Direct relationship 

The direct relationship in the proposed linkage among variables is explored in 
Hypotheses 1, 2, 3, 4 and 7. As shown in Figure 1 and Table 6, those hypotheses are 
supported. Hypothesis 1 is supported due to a beta coefficient of 0.52 and a p-value 
below 0.01. Hypothesis 2 is supported due to a beta coefficient of 0.15 and a p-value 
below 0.01. Hypothesis 3 is supported due to a beta coefficient of 0.68 and a p-value 
below 0.01. Hypothesis 4 is supported due to a beta coefficient of 0.45 and a p-value 
below 0.01. Hypothesis 7 is supported due to a beta coefficient of 0.75 and a p-value 
below 0.01. 
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Table 4 Fit model 

Criteria Value Standard Result 
Average path coefficient (APC) 0.419, p < 0.001 p < 0.01 Accepted 
Average R-squared (ARS) 0.498, p < 0.001 p < 0.01 Accepted 
Average adjusted R-squared 
(AARS) 

0.496, p < 0.001 p < 0.01 Accepted 

Average block VIF (AVIF) 1.748 Accepted if ≤ 5, ideal ≤ 3.3 Ideal 
Average full collinearity VIF 
(AFVIF) 

2.677 Accepted if ≤ 5, ideal ≤ 3.3 Ideal 

Tenenhaus goodness of fit 
(GoF) 

0.601 Weak ≥ 0.1 Strong 
Medium ≥ 0.25 
Strong ≥ 0.36 

Sympson’s paradox ration 
(SPR) 

1.000 Accepted if ≥ 0.7, ideal = 1 Ideal 

Figure 1 Hypothesis testing results 

 

4.5 Mediation test 

The mediation relationship in the proposed linkage among variables is explored in 
Hypotheses 5, 6 and 8. The study calculated the VAF value to evaluate those hypotheses. 
VAF value results from dividing the indirect effect value by the total effect value based 
on the beta coefficient value. Hair et al. (2021) classified the mediation results into  
three categories. First, if the VAF value is more than 80%, then it is the indicator of a full 
mediation. Second, if the VAF value is between 20% and 80%, then it is evidence of a 
partial mediation. Third, if the VAF value is less than 20%, then it means no mediation at 
all. Table 5 shows that Hypotheses 5, 6 and 8 are supported due to that their VAF value is 
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more than 20%. Partial mediations are also confirmed by referring to their VAF value, 
which is between 20% and 80%. 
Table 5 Mediating relationship 

Paths VAF Mediation category 
Personalisation → timeliness → advertising value 0.550 Partial mediation 
Personalisation → incentives → advertising value 0.240 Partial mediation 
Personalisation → advertising value → attitude 
toward online advertising 

0.591 Partial mediation 

All hypothesis testing is summarised in Table 6, which shows that all hypotheses are 
accepted in a positive direction at the 1% significance level. In addition, all tests of 
mediation relationships are included in the category of partial mediation. 
Table 6 Summary of hypothesis test results 

Hypothesis Paths Direction Estimated 
value Sig. Decision 

H1 Personalisation → incentives Positive 0.524 p < 0.001 Supported 
H2 Incentives → advertising 

value 
Positive 0.146 p < 0.002 Supported 

H3 Personalisation → timeliness Positive 0.684 p < 0.001 Supported 
H4 Timeliness → advertising 

value 
Positive 0.452 p < 0.001 Supported 

H5 Personalisation → timeliness 
→ advertising value 

Positive 0.550 p < 0.001 Supported 

H6 Personalisation → incentives 
→ advertising value 

Positive 0.240 p < 0.001 Supported 

H7 Advertising value → attitude 
toward online advertising 

Positive 0.746 p < 0.001 Supported 

H8 Personalisation → advertising 
value → attitude toward 

online advertising 

Positive 0.591 p < 0.001 Supported 

5 Discussion and conclusions 

5.1 Discussion 

The relationship between personalisation and incentives has been confirmed, this finding 
by Chen and Hsieh (2012) revealing that personalisation of advertising delivered through 
incentive programmes such as giving a coupon becomes an effective communication. 
When the commercial information is sent in a customised manner according to 
customers’ preferences and browsing history through e-marketplaces, the customers’ 
desire to get incentives is even greater. 

Due to that, the relationship between incentives and advertising value has been 
affirmed. This finding supports previous studies from Arora and Agarwal (2019), Kim 
and Han (2014) and Martins et al. (2019), clarifying that incentives affect advertising 



   

 

   

   
 

   

   

 

   

    The effects of personalisation on advertising value and attitude 45    
 

 

    
 
 

   

   
 

   

   

 

   

       
 

value. Incentives embedded in the advertising programme’s personalisation attract 
customers’ attention to explore any offers in e-marketplaces because they think it is 
valuable to provide more benefits to them. 

As a result that the relationship between personalisation and timeliness has been 
verified, this finding supports Zhang et al. (2020) conceding that online advertising will 
be more effective if it pays more attention to the timeliness of information delivery. The 
best time to deliver the information is when a customer is doing a shopping transaction or 
a product information search. 

Because of that, the relationship between timeliness and advertising value has been 
confirmed. This finding support (Lee et al., 2017) if online advertising is delivered at the 
right time, consumers will perceive a higher context awareness value in the advertising 
received. Since it provides information in a customised way according to their 
preferences at the right time when they need that information. 

As the relationship between personalisation and advertising value is mediated by 
timeliness has been supported, this study’s findings support previous studies by Feng  
et al. (2016) and Lee et al. (2017) that timeliness can increase consumers’ positive 
response toward advertisements. Timeliness appears as a strong trigger in forming a 
positive response from users (Zhang et al., 2020) so that users can have a good perception 
of advertising. Timeliness is an essential aspect since the value of an advertisement can 
decrease drastically if it is sent to customers at the wrong time. The right time is when 
consumers do their browsing activities through an e-marketplace. It will be considered 
valuable since it supports their shopping activities by providing helpful information 
related to the product. 

As the relationship between personalisation and advertising value is mediated by 
incentives has been confirmed, this study finding clarifies the inconsistency of results in 
previous studies from Arora and Agarwal (2019), Aydin (2018), Kim and Han (2014) and 
Lee et al. (2017). Personalisation of advertising for some people is considered distractive 
since it may create boredom due to similar repetitive information, which can reduce the 
advertising value. The existence of incentives is expected to compensate the consumer by 
providing certain benefits. Therefore, since incentives can create an advertising value 
from an advertisement, consumers perceive the personalisation of advertising as a piece 
of valuable information. 

Because of that, the relationship between advertising value and attitude toward online 
advertising has been affirmed. This study finding is in line with previous studies by Arora 
and Agarwal (2019), Ha et al. (2014), Hamouda (2018), Lee et al. (2017) and Wiese et al. 
(2020). When consumers feel easy to find needed product information from an 
advertisement, they will consider it a valuable information source. This positive attitude 
reduces the potential for customer rejection or abandonment of the advertising. It also can 
increase their possibility of making purchases. 

Due to the relationship between, this study finding clears up inconsistencies in 
previous studies from Gaber et al. (2019) and Tran (2017). Marketers serving online 
advertisements should provide useful information to save time and money based on the 
situation, location, and customer personal profile as well as the concept of advertising 
personalisation (Nasution et al., 2021). So, the personalisation of advertising presents 
information that refers to consumers’ preferences and their recent product search history. 
Although it triggers consumers’ negative responses because of boredom, it can create 
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advertising value when it can support the consumer decision-making process by 
providing useful product information. 

5.2 Conclusions 

Personalisation of advertising is the information of product offerings designed and 
delivered according to customer needs and preferences. However, to some extent, the 
personalisation of advertising is probably rejected or ignored because of repeated 
submissions. Therefore, it is necessary to consider incentives and timeliness to ensure 
that consumers can accept them well. Personalisation of advertising should be able to 
deliver advertising to get good consumer responses. The study findings have some 
implications. First, the study focused on the personalisation of advertising practised in  
e-marketplaces. It contributes a new perspective to online advertising research contexts in 
which previous studies primarily studied in the context of social media and mobile 
applications. Second, the study highlighted the role of mediator variables that 
successfully clarify an inconsistency issue in previous studies. Third, the study expanded 
the use of the ELM to explain the personalisation of advertising in the era of big data. 
Fourth, the study confirmed that personalisation of advertising utilises big data as a base 
to target specific customers in setting-up customised promotions tailored to customer 
preferences or needs. 

5.3 Limitations 

This study has several limitations. First, this study examines only the attitudes of 
customers’ advertising so that it has not yet reached customer behaviour that can be 
observed. Second, this research only examines one context of e-marketplace, so it cannot 
be generalised more broadly to customers’ perspectives on other platforms or media. 
Third, this study only examines two mediation constructs as links for personalisation to 
advertising value: timeliness and incentives. There are perhaps still many other factors 
that might serve as mediating variables. Fourth, this research was conducted using 
Indonesian citizens as the sample so that it may not reflect the attitude of customers in 
other countries. 

5.4 Future research agenda 

Based on the results of this study, the researchers provide direction for future research. 
First, to examine the research model that has been developed using the Hayes approach 
as a guideline for the use of the mediating role by using the SPPS Process analysis tool. 
Second, researching personalisation of advertising to the stage of customer behaviour as a 
consequent variable so that the customer’s perspective can be observed more clearly 
because customers are considered to have shown concrete actions. Third, researching 
personalisation in the context of entertainment media such as digital music services or 
video streaming services and others to analyse the concept of personalisation is not only 
applied to the context of products but also the context of services. Fourth, examine the 
role of other mediators, such as location-based advertising (LBA), which is closely 
related to the use of information about customer presence in the big data era. Fifth, the 
types of e-marketplaces that are the object of this research, some of which have a more 
global scope, especially in Southeast Asia, so it is recommended for further research to 
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take samples in several countries with several e-marketplaces also operate to capture 
customer behaviour more broadly. 
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