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Abstract This study aims 1) to identify distinctive consumer groups according to their perception of benefits
and costs of Online Behavioral Advertising(OBA), 2) to explore differences among them, and 3) to investigate
antecedent variables that affect the consumers' perception of OBA. Online survey data collected from 1,000
online users. The findings of this study are as follows. First, the result of cluster analysis identified four
distinctive consumer groups according to the levels of perceived benefits and costs of OBA: 'Indifferent group',
'cost-centered group', 'benefit-centered group', and 'Benefit-cost balanced group'. Second, four consumer groups
showed differences in their demographics, advertising related variables, privacy related variables, and technology
related variables. Third, according to multinomial logistic analysis, it was found that there were different factors
affecting consumers' perception of benefits and costs of OBA.
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(Table 1) Consumers' Perceived Costs and

Benefits of OBA (N=1,000)
Categories IFac;or Alpha | Mean
Overall Benefits 3.33
OBA is a good source off 7e7 | 709 | 398
” product information
I“f"g;‘;“"e OBA provides timely informetion | 726
OBA provides accurate product 699
information )
OBA allow me Fo accomplish 704 | sj3 | 343
Efficiency my task more quickly :
OBA enhance my effectiveness 71
in shopping ’
R OBA is entertaining 734 | 836 | 331
Emm?m“e OBA is enjoyable 719
n OBA is exciting 649
OBA ‘ ‘prowdes customized 04 | 8% | 331
X advertising to me
PerSQnallzat OBA is customized to my needs| .803
on OBA  provides  advertising 779
tailored to my situation :
Overall Costs 3.56
It would be risky to disclose
my personal information to| .838 | .835 | 3.90
OBA providers
There would be high potential
for loss with disclosing my _
Privacy risk |personal information to OBA 843 | 788 | 357
providers
Providing OBA providers with
my personal information would 205 | 913 | 320
involve  many  unexpected
problems
The amount of information that
provides OBA is  more .
Limited |restrictive than general b42| 788 | 357
Information |advertising
OBA only shows the same 518
information repeatedly :
Fostering |00y Promote umnecessary| gy, | g)3 | 399
overspending sbending "
OBA makes me overspending | .942
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cluster)& A |A-5-8S 714 A (Table 3) Characteristics by Consumer Types
X—IOH 29 /‘Olv‘l—f paKe) /‘\%47917-]‘9_i5&11:}
7 AR ~ 5 ) Il A = (ri] | (2 | [l ngit
91‘:} 7—}' _/]\_H]x}_?raétaﬂ H]% ‘3‘; 3‘4%‘ T_LL@ %/g %;\L% Categories Indiffer | cost-cent | benefit-c —cost xz, F
<Table 2>0] A|A¥o] 9tk ent ered entered balanced
N=153| N=115 | N=337 | N=3%
. & Male 99(19.8)| 69(13.8) | 168(33.6) | 164(32.8)
(Table 2) Consumer Typology based on Perceived g 2920
Benefits and Costs of OBA 75 Female  |54(108)| 46(9.2) |169(33.8) | 231(46.2)
o
% Age 32.67 34.44 3293 3394 1.937
[T4]
[T1] [T2] T3] Benefit Ad
Categories ; cost-cent |benefit-ce Z| 290b| 259 a | 311 bc | 322 c [21.03™
Indifferent —cost L | involvement
ered ntered 3
balanced 2| OBA ogib| 25a | 304D | 306b |1707
N-153 | N-115 | N-337 | N-3% B | experience |~ S : :
Informativeness | 283 b 211 a 352 ¢ 358 ¢ ¥ Privacy . X -
£ [ Efficiency | 284Db | 210a | 370c | 3¢ 2 | sensitivity |29 #] 387 | 36Lb | 36D 1798
2 | Entertainment 288 b 219 a 354 ¢ 359 ¢ j Trust 231b| 171 a | 232b | 221 b [1225™
w . . ~, Q a
Per.sonal1zg{t1on 2.66 b 199 a 363 ¢ 3.66 ¢ 5 Per(,elveq PI 389 a| 466 d 495 b 445 ¢ 13630
Privacy risk 2.9 a 446 d 377 b 422 ¢ &. | control right
o ! I;mltef 283 a 403 d 346 b 382 ¢ § Optimism | 354 a| 358 a 383 b 398 b |16.70
z niormation S |mnovativeness| 317 | 309 324 324 133
Fostering 5‘5
overspending | >0 P | 307c | 233a | 3%d £ | Discomfort | 313 | 327 3.00 324 | 294+
& Insecurity 3.03 301 2.35 291 2.39

73 1 BE 583} 1§ 2900 U o] B
grgstgon, 4

olstE B7] witel ‘T om
A Sake] 153%% A [#3 2 ggurks
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" p<0.05, ™ p<0.001 (abc=Scheffe’s post hoc test)
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