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HR: U danasnjem digitalnom okruZenju, marketindki strucnjaci imaju Sirok pristup online kanalima za
angazman potroSaca. Organizacije Cesto prilagodavaju svoju komunikaciju koristeéi detaline podatke o

Sazetak korisnicima, koji se mogu prikupljati raznim metodama, kako otvorenim, tako i prikrivenim. PotroSaci su
zabrinuti za svoje osobne podatke zbog nedostatka transparentnosti politika privatnosti, no ponekad su voljni
podijeliti svoje podatke kad zauzvrat dobiju koristi. Prethodna istraZivanja pokazala su da personalizacija
oglasa moze izazvati razlicite reakcije potroSaCa, koje sagledavaju percepciju relevantnosti oglasa i
percepciju privatnosti. Unatoc vaznosti personalizacije oglasa, akademsko znanje o ovom konstruktu je i dalje
fragmentirano. Ovaj istraZivacki projekt istrazuje kompleksan odnos izmedu percepcije korisnika o praksama
prikuplianja podataka, njihove percepcije rizika i koristi, s posebnim naglaskom na odnose s marketin§kom
udobnosti, konstrukt koji se odnosi na razinu udobnosti pojedinca u koristenju javno objavijenih informacija
ha dru$tvenim medijima u svrhu personaliziranog oglaSavanja. Projekt e koristiti kvantitativnu metodologiju,
temeljenu na anketnom istraZivanju. Ocekuje se da ¢e ovo istraZivanje pruZiti teorijski i aplikativni doprinos
pruZanjem novih spoznaja o personalizaciji oglaSavanja te empirijskim testiranjem marketinske udobnosti.
EN: In today's digital landscape, marketers have extensive access to online channels for engaging
consumers. Organizations often personalize their communications using detailed customer data, which can
be collected through various methods, both overt and covert. Customer data collection raises concerns
among consumers due to transparency issues and privacy policies, but consumers may be willing to share
their information when promised benefits. Past research has shown that ad personalization can elicit mixed
consumer responses, influenced by the perceived relevance and privacy implications of such advertising.
Despite the importance of advertising personalization, academic knowledge about this phenomenon is still

Summary fragmented. This research project explores the complex relationship between customer awareness of data

collection practices, their perceptions of risks and benefits, focusing on the role of marketing comfort, which
relates to an individual's comfort level with using publicly posted information on social media for targeted




advertising, customer relations, and opinion mining. The project will use a quantitative method, based on a
questionnaire survey. It is expected that this study will provide to both theoretical and applied contributions
by providing new insights regarding advertising personalization and empirically testing the moderating
relationship of marketing comfort.
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