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A Study on the Effect of Consumers' Psychological Characteristics on the
Effect of Retargeting Advertising on Instagram
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In the midst of declining overall use of social media, this study was started with our focus on Instagram,
which has only growing number of its users centering around millennials, In particular, it has been surveyed
that Instagram increases the usage rate as well as platform satisfaction and purchase through advertising, we
therefore attempted to find factors that influence the effectiveness of advertising, focusing on the psychological
characteristics of consumers who are the target audience for the advertising,

As a result of the study, it was found that the susceptibility to informative interpersonal influence and con—
cerns about privacy did not have a significant impact on the attitude toward retargeting advertising on
Instagram,

On the contrary, impulse buying and openness to experience have a considerable impact on the attitude toward
retargeting advertising on Instagram, With regard to the attitude toward retargeting advertising on Instagram,
impulse buying tendency and openness to experience were found to mediate the behavioral intention and the ac—
ceptance intention for the retargeting advertising,

These results suggest that the impulse buying tendency of consumers and openness to experience can have a
positive impact on their attitude toward retargeting advertising on Instagram, Further analysis also showed that
a significant difference between genders in the attitude toward retargeting advertising on Instagram; men tend—
ed to be more inclined toward retargeting advertising than women, In terms of age, there was a significant dif—
ference in the acceptance intention for the retargeting advertising on Instagram, and those in their twenties
were higher than those in their thirties, Depending on whether they have clicked on retargeting advertising or
not, there was a significant difference in their behavioral intention and acceptance intention, The experience of
clicking on retargeting advertising has been found to have a higher tendency of the behavioral intention and the

acceptance intention for the advertising., The experience of clicking on advertising on Instagram in the past
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shown a significant difference in both the advertising attitude and the advertising acceptance intention,
As a result of this further analysis, factors such as gender and age, as well as the experience of clicking on
advertising on Instagram in the past, can influence the effectiveness of retargeting advertising on Instagram in

different ways.

Key words: Retargeting advertising, Susceptibility to informative interpersonal influence, Privacy concerns,

Impulse buying tendency, Openess to experience
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