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Objective: This study aimed to examine the effect of targeted digital advertising on customer
purchase behavior and to determine the mediating role of perceived benefits among customers
of a telecommunications company in Herat.

Methodology: This applied study employed a correlational design based on a causal modeling
approach. The statistical population consisted of customers of Roshan Telecommunications who
had been exposed to the company’s digital advertising at least once. Data were collected from
279 respondents using a structured questionnaire scored on a five-point Likert scale. The
instrument assessed three principal constructs: targeted digital advertising, perceived benefits,
and customer purchase behavior. Content and construct validity were examined, while internal
consistency was assessed using Cronbach’s alpha. The alpha coefficients were 0.881 for targeted
digital advertising, 0.886 for customer purchase behavior, and 0.946 for perceived benefits. Path
analysis/structural equation modeling was used to test the hypothesized direct and indirect
relationships among the study variables.

Findings: Inferential analysis indicated that targeted digital advertising had a positive and
significant direct effect on customer purchase behavior (f=0.60, t=8.34). Targeted digital
advertising also significantly predicted perceived benefits (=0.52, t=7.34), while perceived
benefits exerted a positive and significant effect on purchase behavior (f=0.16, t=3.78).
Furthermore, the indirect effect of targeted digital advertising on purchase behavior through
perceived benefits was positive and significant (=0.42, t=5.73), confirming the mediating role
of perceived benefits. The strongest direct path in the model was observed between targeted
digital advertising and customer purchase behavior.

Conclusion: Targeted digital advertising influences customer purchase behavior both directly
and indirectly by enhancing customers’ perceptions of functional, economic, informational, and
psychological benefits. Accordingly, telecommunications firms can improve digital marketing
effectiveness and stimulate purchase behavior by developing personalized, relevant, and value-
creating advertising messages.

Keywords: Targeted Digital Advertising, Customer Purchase Behavior, Perceived Benefits,
Digital Marketing, Telecommunications Industry, Herat.
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EXTENDED ABSTRACT
Introduction

The rapid expansion of digital technologies, widespread internet access, smartphone penetration,
artificial intelligence, and data-driven marketing systems has fundamentally transformed the relationship
between firms and consumers. In contemporary markets, customers are exposed to a large volume of
commercial messages across websites, mobile applications, social media platforms, search engines, and
digital service environments. Under these conditions, traditional mass advertising has become less
effective because customers increasingly ignore messages that are perceived as irrelevant, repetitive, or
poorly aligned with their needs. Consequently, marketers have increasingly adopted targeted digital
advertising, in which advertising messages are selected or customized on the basis of behavioral data,
demographic characteristics, preferences, previous interactions, and other digital traces. The growing
integration of artificial intelligence into digital marketing has further strengthened the ability of firms to
segment audiences, predict customer responses, and deliver personalized messages at appropriate
moments and through suitable channels (Mansouri, 2024; Mirvaisi et al., 2026).

Targeted digital advertising is grounded in the assumption that advertising becomes more effective
when its content is perceived as personally relevant. The use of algorithmic systems enables firms to move
beyond broad demographic segmentation and toward increasingly fine-grained forms of personalization.
Recent technological developments demonstrate that intelligent systems can be aligned with large
numbers of user preferences, thereby increasing the possibility of tailoring messages to heterogeneous
audiences (Lee et al., 2024). At the behavioral level, the timing and context of advertising exposure are also
important. Evidence from smart mobile advertising at the point of purchase indicates that context-sensitive
digital advertising can directly affect purchase behavior and sales outcomes (Streicher et al., 2026). These
developments imply that advertising effectiveness depends not only on the message itself but also on how
accurately the message corresponds to customers’ needs, preferences, timing, and decision context.

Nevertheless, personalization does not automatically lead to favorable consumer responses.
Targeted advertising often involves the collection and processing of customer data, which can
simultaneously generate value and raise privacy concerns. Consumers may appreciate personalized
advertisements because they save time, provide relevant information, and reduce search costs, while at the
same time feeling uncomfortable about the use of personal data. This tension has been conceptualized as
a privacy calculus, in which consumers evaluate the benefits of personalization against perceived privacy
costs and risks (Bol et al., 2018). Transparency and user control are therefore important conditions in
shaping how customers evaluate personalized advertising. The transparency-awareness-control
framework emphasizes that consumers’ awareness of personalization practices and their perceived control
over them can affect their attitudes toward targeted communication (Segijn et al., 2021). Thus, the
effectiveness of targeted advertising is likely to depend partly on whether customers perceive the
advertising experience as useful, acceptable, and beneficial.

The relevance of these issues has increased as digital marketing has become embedded in everyday
media environments. Young consumers and other digitally active groups are repeatedly exposed to
commercial content through digital platforms, making online marketing an integral part of their
informational environment (Saunders et al., 2025). At the same time, algorithmic personalization may



generate different levels of awareness, perceived fairness, and understanding among users. Research on
young people’s knowledge and perceptions of bias in digital advertising has shown that users differ in
their ability to understand why specific messages are presented to them and how algorithmic systems
categorize their preferences (Saez-Linero et al., 2026). Cultural and contextual factors may also influence
responses to digital advertising. For example, research among Muslim Instagram users has shown that
cultural and religious dynamics can shape engagement with digital advertising and influence how
messages are interpreted (Mirvaisi & Kaffashpoor, 2023). Accordingly, the effects of targeted advertising
should be analyzed not merely as a technical outcome of algorithmic precision but as a psychological and
contextual process involving customer interpretation.

Customer purchase behavior represents one of the most important outcomes of marketing
communication. Consumer behavior includes cognitive, emotional, and behavioral processes related to
need recognition, information search, evaluation of alternatives, purchase decisions, consumption, and
post-purchase evaluation (Solomon, 2020). In digital environments, this decision process can be affected
by a variety of technological and commercial stimuli. Online payment mechanisms, personalized offers,
immersive technologies, interactive interfaces, and recommendation systems may alter how consumers
evaluate alternatives and make purchasing decisions. Research on buy-now-pay-later services has
demonstrated that digital transaction structures can significantly influence online purchasing behavior
(Kumar, Soti, et al., 2024). Similarly, virtual reality experiences and interactive digital environments have
been shown to affect impulsive buying through mechanisms such as interactivity and virtual embodiment
(Ha et al., 2026). These findings suggest that purchase behavior in digital markets is influenced not only
by product characteristics but also by the way consumers experience and evaluate technologically
mediated marketing stimuli.

One potentially important mechanism connecting targeted advertising to purchase behavior is
perceived benefits. Perceived benefits refer to the customer’s subjective assessment of the value or
advantages expected from a product, service, technology, or marketing message. These benefits can be
functional, economic, informational, psychological, or convenience-related. In technology acceptance
research, perceived usefulness has consistently been regarded as a central determinant of behavioral
intentions. Recent evidence indicates that perceived usefulness and perceived ease of use can significantly
influence intentions to adopt new technologies (Chen et al., 2025). Similarly, research extending the
technology acceptance model to augmented reality has shown that consumers’ perceptions of
technological usefulness substantially shape subsequent attitudes and behavioral responses (Oyman et al.,
2022). Even in relation to more novel technologies, perceived usefulness has been shown to interact with
individual assessments such as perceived risk and age (Bassler et al., 2026). These findings indicate that
perceived benefit is not simply an objective attribute but a subjective judgment formed through interaction
between the user, the technology, and the context.

In targeted digital advertising, perceived benefits may explain why technically accurate targeting
leads to behavioral change. If a customer perceives an advertisement as relevant, informative, convenient,
economically advantageous, or helpful in choosing among alternatives, the advertisement is more likely
to generate a favorable response. Conversely, even highly personalized advertising may fail if customers
perceive it as intrusive, repetitive, or unhelpful. Previous research has already suggested that the influence
of targeted advertising on purchase-related outcomes may operate through psychological mediators. For
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instance, targeted digital advertising has been found to affect purchase intention through media trust,
indicating that advertising effects are partly transmitted through internal evaluative processes rather than
occurring solely through direct exposure (Babaei Roudi, 2025). In addition, psychological drivers have been
identified as important predictors of purchasing and customer citizenship behaviors, reinforcing the idea
that behavioral responses depend on internal perceptions and motivations (Prakash et al., 2026).

The telecommunications sector provides a particularly relevant context for investigating these
relationships. Telecommunications companies typically possess extensive customer data related to service
use, consumption patterns, digital interactions, subscription choices, and previous responses to marketing
offers. Such data can support precise audience segmentation and personalized advertising. However, the
value of this targeting ultimately depends on how customers perceive the resulting messages and whether
they consider the offers beneficial. Although targeted advertising, perceived usefulness, privacy, trust, and
purchase behavior have been studied separately in different contexts, there remains a need to test an
integrated model in which perceived benefits function as a mediator between targeted digital advertising
and customer purchase behavior, particularly in telecommunications markets. Therefore, the present study
aimed to examine the effect of targeted digital advertising on customer purchase behavior and to determine
the mediating role of perceived benefits among customers of a telecommunications company in Herat.

Methods and Materials

This study was applied in purpose and employed a correlational design based on a causal modeling
approach. The statistical population consisted of customers of Roshan Telecommunications who had been
exposed to the company’s digital advertisements at least once. Data were collected from 279 respondents.
A structured questionnaire was used as the main data collection instrument. The questionnaire consisted
of three major sections measuring targeted digital advertising as the independent variable, perceived
benefits as the mediating variable, and customer purchase behavior as the dependent variable. All items
were rated on a five-point Likert scale.

The measurement instrument was developed on the basis of previous studies and established
scales. Content validity and construct validity were examined to assess the adequacy of the questionnaire.
Internal consistency reliability was assessed using Cronbach’s alpha. The alpha coefficient was 0.881 for
targeted digital advertising, 0.886 for customer purchase behavior, and 0.946 for perceived benefits,
indicating satisfactory internal consistency for all constructs. Descriptive statistics were used to
summarize the variables and respondent data. Pearson correlation analysis was used to examine
associations between the study variables, while path analysis and structural equation modeling were
applied to test the direct and indirect effects specified in the conceptual model. The mediation hypothesis
was evaluated by examining the indirect effect of targeted digital advertising on customer purchase
behavior through perceived benefits.

Findings

The inferential results supported all hypothesized relationships in the model. Targeted digital
advertising had a positive and statistically significant direct effect on customer purchase behavior, with a
standardized path coefficient of p=0.60 and a t-value of 8.34. This was the strongest direct relationship in
the model and indicated that more relevant, personalized, and appropriately targeted digital advertisements
were associated with a greater likelihood of favorable purchasing behavior.



Targeted digital advertising also had a positive and significant effect on perceived benefits
(B=0.52, t=7.34). This finding indicates that customers exposed to more relevant and personalized
advertisements were more likely to perceive functional, economic, informational, and psychological
benefits in the promoted services. In other words, improved targeting was associated with stronger
perceptions of value and usefulness.

Perceived benefits, in turn, had a positive and statistically significant effect on customer purchase
behavior ($=0.16, t=3.78). Although this coefficient was weaker than the direct effect of targeted
advertising, it remained statistically significant and demonstrated that customers who perceived greater
benefits were more likely to show favorable purchasing responses.

The mediation analysis further showed that perceived benefits significantly mediated the
relationship between targeted digital advertising and customer purchase behavior. The indirect effect was
positive and significant (f=0.42, t=5.73). This result indicates that targeted digital advertising influenced
purchase behavior not only directly but also indirectly by strengthening customers’ perceptions of the
functional, economic, informational, and psychological benefits associated with the service. Taken
together, the findings suggest that perceived benefits represent an important explanatory mechanism
through which targeted digital advertising affects customer purchasing behavior.

Discussion and Conclusion

The findings demonstrate that targeted digital advertising is an important predictor of customer
purchase behavior in the telecommunications context. The strong direct path indicates that customers are
more likely to respond favorably when advertisements are personalized and aligned with their needs,
interests, and consumption patterns. This result can be interpreted in terms of increased relevance. When
a digital advertisement reflects the customer’s actual preferences or service requirements, the message
may receive greater attention, require less cognitive effort to evaluate, and appear more useful than a
generic advertisement.

The positive relationship between targeted advertising and perceived benefits further clarifies the
mechanism underlying this effect. Targeting appears to improve not only message relevance but also the
customer’s assessment of the value associated with the advertised service. Relevant advertisements can
reduce information search costs, help customers identify suitable offers, highlight economic advantages,
and create a sense that the company understands customer needs. In this sense, targeted advertising
becomes part of the value-creation process rather than functioning solely as a promotional tool.

The significant effect of perceived benefits on purchase behavior confirms that customers do not
respond to digital advertisements mechanically. They evaluate whether an offer is useful, valuable,
informative, convenient, or economically attractive before acting on it. Although this direct effect was
smaller than the direct effect of targeted advertising, it remained meaningful. This suggests that customer
purchase behavior is influenced by several factors simultaneously, including price, service quality,
previous experience, brand familiarity, trust, payment convenience, and other situational influences.
Perceived benefits should therefore be viewed as one important determinant rather than the sole
explanation of purchase behavior.

The most important theoretical finding of the study is the significant mediating role of perceived
benefits. The relatively substantial indirect effect shows that part of the influence of targeted digital
advertising is transmitted through changes in customer perceptions of value. This finding distinguishes
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technical targeting accuracy from psychological effectiveness. An advertisement may successfully reach
the correct customer, but behavioral influence is more likely when the customer interprets the message as
beneficial. Therefore, effective targeting should not be understood only in terms of selecting the right
audience; it should also involve communicating a clear and credible value proposition.

From a managerial perspective, the results imply that telecommunications firms should combine
data-driven targeting with explicit value communication. Advertising systems should use customer data
to improve relevance, but the content of the message should clearly explain how the advertised service
benefits the customer. Emphasis on functional utility, economic savings, information quality,
convenience, and improved service experience may strengthen the psychological pathway from
advertising exposure to purchasing behavior. At the same time, excessive personalization or frequent
message exposure should be avoided because these practices may reduce perceived value and generate
resistance.

Overall, the study concludes that targeted digital advertising has both a direct and an indirect
influence on customer purchase behavior. The direct effect reflects the behavioral value of relevant and
personalized communication, while the indirect effect operates through increased perceived benefits.
Perceived benefits therefore function as an important mediating mechanism that explains how targeted
digital advertising becomes behaviorally effective. In the telecommunications market, the most effective
digital advertising strategies are likely to be those that combine accurate customer targeting with
personalized, transparent, and value-creating messages that enable customers to recognize clear
functional, economic, informational, and psychological advantages.
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