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ABSTRACT

As many companies have been interested in big data, they have invested a lot of resources
to get more customer data. Some companies try to trade the data illegally. In order to collect
more customer data, companies provide various incentive programs to customers. However,
their results are normally much less than their expectations. This study focuses on exploring
the relative importance of the factors which influence customer attitudes to providing his/her
personal information. This study conducts a conjoint analysis to assess trade-offs among
the five influential factors—monetary reward, concern for data collection, concern for secondary
use, concern for unauthorized use, and concern for errors. This study finds that the customer
attitude to providing personal information is most influenced by the concern for secondary
use. Furthermore, it shows that there are some differences between the light internet user
group and the heavy internet user group in the relative importances of these factors. The
monetary rewards appeal to the heavy internet users, rather than the light internet users.
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(Table 1) Concern for Information
Privacy Instrument(22)

Explantion

1. It usually bothers me when compa-
nies ask me for personal information.

2. When companies ask me for personal
information, I sometimes think twice
before providing it.

Collection

3. It bothers me to give personal in-
formation to so many people.
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4. I am concerned that companies are
collecting too much personal in—
formation about me.

5. Companies should not use personal
information for any purposes unless
it has been authorized by the in—
dividuals who provided the in-
formation.

6. When people give personal in—
formation to a company for some
reason, the company should never

Secondary| use the information for any other

Use purpose.

7. Companies should never sell the per—
sonal information in their computer
databases to other companies.

8. Companies should never share per—
sonal information with other com—
panies unless it has been authorized
by the individuals who provided the
information.

9. Companies should devote more time
and effort to preventing unautho—
rized access to personal informa-—
tion.

Unauthori | 10. Companies should take more steps
zed to make sure that the personal in-
Access formation in their files is accurate.

11. Companies should take more steps
to make sure that unauthorized
people cannot access personal in—
formation in their computers.

12. All the personal information in
computer databases should be
doubled—checked for accuracy— no
matter how much this costs.

13. Companies should take more steps
to make sure that the personal in—
formation in their files is accurate.

Errors
14. Companies should have better pro—

cedures to correct errors in per-
sonal information.

15. Companies should devote more
time and effort to verifying the ac-
curacy of the personal information
in their databases.
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RESEARCH PROBLEM

What are the elements of utility for the product/service/idea consideraed?
What are the key decision criteria involved in the choice process?

SPECIFYING FACTORS AND LEVELS

Attributes to be used
Levels for each factor

Factorial design _Je————{  CREATING STIMULI __|———{ Fractional factorial
CHOOSING A PRESENTATION METHOD

design j

Full-profile versus trade—off
¥

SELECTING A PREFERENCE MEASURE
Metric (ratings) versus non—metric (rank order)

[

SELECTING THE ESTIMATION TECHNIQUE

¥

INTERPRETING RESULTS

Aggregate versus disaggregate results
Relative importance of attributes

v

APPLYING THE CONJOINT RESULTS

(Figure 1) Research Methodology
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(Table 2) Attributes and Levels for Conjoint Analysis

Factors

Level

8,000 Won (M1)

Monetary Reward

5,000 Won (M2)

2,000 Won (M3)

Basic Information (C1)

Collection Basic & Extra Information (C2)
No Use (S1)
Secondary Use Internal Use (S2)
Privacy Internal & External Uses (S3)

Concern

Security Teams & Security Systems (Ul)

Unauthorized Access

Security Systems (U2)

System Initiated Correction & User Initiated Correction (E1)

Errors User Initiated Correction (E2)

No Correction (E3)
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o,
ox

Card 1 Card 2

Reward M1 Reward M1
Collection C2 Collection Cl
Secondary Use S1 Secondary Use S2
Unauthorized Access Ul Unauthorized Access Ul
Error El Error E3
Card 3 Card 4

Reward M3 Reward M2
Collection C2 Collection C2
Secondary Use S1 Secondary Use S1
Unauthorized Access U2 Unauthorized Access Ul
Error E3 Error El
Card 5 Card 6

Reward M1 Reward M3
Collection C2 Collection C2
Secondary Use S2 Secondary Use S2
Unauthorized Access Ul Unauthorized Access U2
Error E2 Error El
Card 7 Card 8

Reward M2 Reward M2
Collection Cl Collection Cl
Secondary Use S2 Secondary Use S1
Unauthorized Access U2 Unauthorized Access U2
Error El Error E2
Card 9 Card 10

Reward M1 Reward Ml
Collection C2 Collection Cl
Secondary Use S1 Secondary Use S3
Unauthorized Access U2 Unauthorized Access U2
Error E2 Error El
Card 11 Card 12

Reward M3 Reward M3
Collection Cl Collection Cl

Secondary Use S1 Secondary Use S1

Unauthorized Access Ul Unauthorized Access Ul

Error El Error El

Card 13 Card 14

Reward M3 Reward M2
Collection Cl Collection C2
Secondary Use S3 Secondary Use S3
Unauthorized Access Ul Unauthorized Access Ul

Error E2 Error E3
Card 15 Card 16

Reward M1 Reward Ml

Collection Cl Collection C2

Secondary Use Sl Secondary Use S3

Unauthorized Access U2 Unauthorized Access U2

Error E3 Error El
Card 17 (Holdout) Card 18 (Holdout)

Reward M2 Reward M3

Collection Cl Collection Cl

Secondary Use S3 Secondary Use Sl

Unauthorized Access Ul Unauthorized Access U2

Error El Error E3

(Figure

2) Profile Cards
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S J}xl 0.4000-&
Hop doid ez 0.20000] au}g Aol oh]

g Add oz Azt AR 28] 4= A
SHETE AS vt} <Table 3>+ 2 o
To A3gE 2ok

(Table 3) Part-Worths & Relative

Importance
Relative
Part-W | Impor-
Factors Level orth tance

(%)

8000 Won| 2120
Monetary Rewards |5,000 Won 0020 23.88
2,000 Won| -.2140

Basic 1775
Collection i 11.75
Basic & 1775 2
Extra
No Use .3000
Internal
0330
Secondary Use 30.96

Use Internal &
External | -.3330

Privacy Use
Concern . Team & | o
Unilthonzed System Uilo 10.19
oS System | 0715
System & 0o
User
Error User -.0568 2322
No
Correction 0802

Pearson's R = 810
Kendall’s tau = .717
Kendall's tau = 1.000 for 2 holdouts Significance = .

Significance = .0001
Significance = .0001

A FE7HA ) gk A AL A e A
HH NI R wFof gk de] SHlA <]
‘AF8-8- 5= (Secondary Use) 7} 71 e o3kS
HRJNBE AE o] fee] M|R|= A0 ARSI
53] ‘ARg-ge tigk 3719 AR e AL
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=2 T2 el 9lE 800050l B3]
A HOE U 2 $REE Hola e He
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dary Use)& TrAlsk= &0l tigh AA14 7+
A& 2F 4,286%, (0.3000x1000%)/0.07¢]t}. 37}

wZo] U AEYl AR HEd] #E AT 53

W2 o AREARe] HlolHell < (Unautho-
rized Use)& "AI317] 918+ Al2=gle]] thgh 74| 4]
7= 1,021€, (0.0715x1000)/0.07¢] 1L, ol &
T4 Ao EH?I BAA A= of 1,146%,
(0.0802x1000)/0.07°] t}.

5.3 ATEE 2 : QB ALZA|IZH| [E

AT AR 2% QAEU Aol A Al SEAt
=9 A gt 719 MR ES FH
o tigk A&7t g Aoldte As 74
shar ok whEha] 2 Aol A= oldf tidtk =
ofE S8 dd QAHU AREAIE HE o
& Hro] FEVEA A4S R G

AE Ul ARE- AIZHE F27hR] AL A=
U3k 2ol a9k 4= Qv IHUE 347
nuto 2 o] &&= ‘Light User 153 3417k
o| A} o] &-3F= ‘Heavy User L&, =5 ‘Ab&
£ % (Secondary Use)'oll th3t 71¢je] AL
7P FasHA 280 AR Al o=
FEFS m = Q1o Fokth whH = W)
2 793 gQlo® e 2912 F IF bl

ZFo]7F JA k. ‘Light User’ ol A& ‘ol &
A2 (Error)l] tha 71999 AAE ‘Heavy
User 15X ‘B3 (Monetary Reward)
o tigk 7199 BAE F HAR 159 9%
of FaFS M A= 9Rlo® Wokth o] An=

A7yab= Aol 7 Qe Aitolt, 53] AEH
° 3/\]7L ]HFOE A8} ‘Light User 15
A BARTR= 259 JR}
ofaiA A= Aol tigk o

v
rlm
;E 2
A_
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ol 259 FHAT e o A dFES
MR Aoz 2AHAL o] AvlAte 9l
2]

8ol Aa@s oo &

Acleti

H 252 ‘A8 % (Secondary Use)' 9} ‘ol & 2 AFA Ao A5 &5 719
A 2] (Error)el gk gk At Bt A AR SRS A% A sy A &8
W, 544 BAdS T NARE wEel T A Ao dE) ofe] 7HA] 2R A
79l A7k 744 Aole) ekd ), meba 23 A F olx Aeko] 714 HAshw A
QYIS E3 /A=Y AR A AAE AXRRJNE EA oA ALtgt 7F &4
Ao Qs 7|99 YJAoAeE AR B T RIS o] &ate] ol AlEH
g o] SHE T ARSI} g A 2]l Ae AP F s Zlojth gy o g %

(Table 5) Part-Worths for Light Users and Heavy Users

Factor Level @ | e e e e

W 8,000 1301 2004 -.3333 .2065 -.3003

W 5,000 -.1352 -.0179 0417 0978 1007

Reward W 2,000 0051 -1875 2917 -.3043 4410
Impor. 18.44 23.37 10.20 fz()nldEB) (Zgnzg

Basic 2652 1287 1922 .1603 1753

Collection Basic & Extra -.2652 -.1287 -.1922 -.1603 -.1753
Impor. 13.88 10.39 12.88 10.36 11.32

No Use .1098 .2946 1275 A334 1569

Internal Use -.1037 0283 0745 -.0072 1493

Secondary

Use Internal & External Use -.0061 -.3229 -.2020 -4312 -.9063
Impor. 2167 31.13 30.62 31.56 34.52

(1st) (1st) (1st) (1st) (1st)

) Team & System -.2500 -.0335 -.0919 0082 029
U“aﬁznmd System 2500 0335 0919 - 0082 0205

Impor. 12.37 10.90 10.10 769 .34

System & User -.2276 0427 -.043 0181 0856

User -4075 0278 -.0997 -.0036 1898

Error No Correction 6352 -.0704 1540 -.0145 -.2755
e | oo | o T |
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(Table 6) Alternatives for Choice Simulation

Reward Collection Secondly Use UnaAuCtil:ized Error

1 2,000¢! Basic Internal System User & System

2 5,000¢ Basic & Extra |Internal & External| System & Team User

3 8,000¢ Basic No Use System & Team User & System
2~ A B o) AL 7HAA ¢l AU 9.8 whEo] Ael 7ol Bradley-Terry-Luce(BTL) =&,
i F4E BRIV AFES o]&ste] 7 251 2312 Y (Logic model)& °l*‘l€}04 z
7 Al Wigk Anjake] whe-s oS8k Zre] Ade gtell thgh AmjakE9] R S
gl AREH A = s AlEd el Wgolth g 4= Sltk ﬁtﬁg%ﬂf‘%ﬁ S 7P11 EHO O
Zolx AEH oS F2 AIAES 714 H A SHAF HEah= S 100%] GE=
2E, IAMY, 744 A, A4 4 sl Adegihar 7hgstar 917] el dubAo s
T 8 AHEE < 7] Wil e5E A OE 7 7 BEe datel v AdE B
ZQE #4 o] 53] vpAlg okl A def 22 EOH12] 23y & =l M e Al 74A] B
ol ® Fag aglo] ¥l JrH1T] < FUF AAE B FUY BT A WA

2= AMe ARRIE EAow de 4 ohE 7V Awatar, 5 ¥A kS 7P dset
HE o] &sto] A Wol] AREH L gl= SIH A e Aew 2AEY FEE 22 4
el Ao ARG G2 5 AHgE 7t F3k BAHG,0009) S aHAE A AFstaL,
Aol AE AAE B oA ARE 571 FIHEE AnAelA aqtskaL, O ARE
H45S st 7k 7 A ke A e A 7I9EH skt ske S wA
AstaL, zhzel Aol vigk Alge k-5 o o] 7Hd Al Aol sk S+ A
Z3 wmokth A 37 AEES A9 etol A 7ol 71 H A o5 AgshaL
TAAQ £A4E-L <Table 6> Felate] & = 2HIAF ARRES Aol AET
Stk 1e)m HEEAE 9I3tel <Table6>¢] WAL A7 BHSE NG nesow
SES TIoR Thde] B9 AelEE  plsths 3 WA utE o e 4%
gl AwlAe] AAE 2AE =g wel Folrk

zo)2 AlEY o] SPSS 10.0& /‘}’9“0}
Fom, FAAN A Anjape] 37kA] AA (Table 7> Results of Choice Simulation
Qbell Tk WA=l 4 dais <Table Simulation Summary
Tol A .okakelT). 0|2 AlE g o] A A= (250 §ubjects/250 suP]:ecEs with non—negative Sc?res)

_ Policy | Max Utility BTL Logit

ofe] 74A] G <t Tl A SHEHA}F 7P s 1 %.20% B70% | 3457%
she /b= 100%°] SHe= dedtia 7Hdshe 2 14.40 2791 1859
Ho) &85 (Maximum  utility)? FE4< 3 49.40 38.39 46.85
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-
J

QFar ok AR, & 5= Smith et al.[22]7}
98+ CFIP(Concern for Information Privacy)
& e E ATE Al 5 )
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