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To what extent does Al-driven
personal ised advertising become
HEBHEB EES R EE S02060PS001 valuable to consumer purchasing
decisions among secondary students
In the context of Instagram?
To what extent do perceived
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How do different types of online
reviews (e.g., star ratings,
HEEBHEBEELREER S02060PS004 written feedback, video reviews)
Influence consumer trust and
purchasing decisions?
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