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Abstract 

This cross-cultural research, conducted in Turkey and the Netherlands, aims to explore 
how young consumers evaluate hyper-personalized ads in relation to their perception of 
privacy. Data collected through open-ended questions will provide insights into how they 
prioritize their privacy and under what circumstances they would consent to privacy breaches. 
By employing semantic network analysis as the methodological approach, this study seeks to 
uncover not only cross-cultural differences but also shared meanings within the global youth 
culture. 
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