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Abstract

As data grows rapidly, the provision of appropriate information needed by individuals has become an
area of new services, and customized services which is enabling the analysis of optimal services through
collecting, storing, and analyzing personal data are emerging in many fields. However, due to the characteristics
of customized services based on various information collected by customers during the use of the service,
the problem of privacy infringement is raised at the same time, and many studies are being actively conducted
to solve this problem. This study seeks to explore how the customer’s in-depth and customized services
has an impact on their customers, which has not been derived from quantitative research using the grounded
theory methodology. Through this, 84 concepts, 33 subcategories, 13 Categories and paradigm models were
derived. In addition, ‘Understanding and acceptance of online behavioral advertising (OBA)" was derived
as a core category, and finally, acceptance types of OBA were classified into ‘positive acceptance type’,
‘indifferent type’, ‘calculating type’, and ‘active resistance type’ based on the key categories. This study
divides the acceptance types of online behavioral advertising through the emotions and behaviors of the
consumers throughout the procedure of online behavioral advertising experiences. In addition to the statistical
and quantitative information currently used for providing behavioral advertising, it provides new criteria
to reflect the refinement of behavioral advertising and personal tendencies or characteristics.
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(Table 1) Concept and Category From the Interview Data

Concept Subcategory Category

* Based on the page of the visitor ) .

» Advertisement related to the text or image on the site Un(ﬁésiﬁrﬁ:&? of

* Based on the information accumu lated on the PC Degree Of

* Collecting Information from the internet and gives advertisement Recognize ua%cl)eultstgrr:ﬁlnneg

» Advertisement which are targeted on demographic information of personal customization of Behavioral

preferences target i

Advertising

* Classified(when you search something, products of the same industry are advertised) Recognition

[t seems to be mostly shown by personal site

through guessing

* Feels uncomfortable

* Same advertisements are annoying

* Pop-up window blinds the information

* Feels bad because the advertisement seems to be customized of my sensitive
personal

* There was no intention of giving, so feels bad without my permission

* Feels uncomfortable of using my information commercially

Unpleasant

* Worried about where it is linked

* Scared when or where or how it appears

* Feels scared when I did not know that it was Behavioral Advertising
+ Afraid of advertising specific information

Fear

Negative emotion

* Feels that the utilization is limited and not useful
* Cannot know the meaning of the advertisement
* The information never been useful

Not useful

* Have no interest because decision are already made
+ Already know why it appears so not interested

Not interest

Indifference

* The advertisement seems illegal
+ Advertisement which are related with disease feels to much
+ It does not disappear even pressing the reject button

Distrust

Distrust

* Wonder how it appears
* Amazing how it knew

Curiosity

* Feeling that the information is useful

Useful

Positive emotion

* Knew because of the search history
» Advertisement related with the immediate search shows the same product

Identify same

as a banner content
* When special items appears
» Advertisement appears not on the site which I searched but on the other site Changes of
» Advertisement appears on another window even turning off the related window Platform

Recognition of
Online Behavioral
Advertising
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(Table 1) Concept and Category From the Interview Data(Continue)

* Feels that it is watching me
* Feels that it is compelling me

Feels that somebody
is watching

» Concern about my information is sold

» Feels that there was no guidance about using my information
* My personal Information was used behind

* Me personal Information was tracked

Using without
consent

Privacy concern of
Online Behavioral

— - - Advertising
» Advertising in my personal area Invasion of Privacy
* Too many connectivity if platforms ‘Excesswe
ST X X cross—platform

* My information is moved to another platform .
connectivity

* No intereted after decision Providing

* No feeling because of unaffected information meaningless

+ Already know about advertising mechanism information

* Disposable information keeps to be advertising Excessively

» Similar contents appears continuously appears

* Afraid how it knew
* Feel threats how it will appear

Unknown about
the principle of
advertising

* Believes that it is not the best product
* Realize that it is not useful through previous experience
+ Advertisement still appears even rejecting

Bad experience

* Get information through advertisement
* Feels better if there are various advertisement
* Feels more recommendation if it is various

Useful experience

* Someone who know my past searches
+ Advertisement can evaluate me

Concern about
individual
information exposure

Setting emotions
through experience

*No direct damage
» Shows what information was collected when clicking on the advertisement
* Do not care about the information that are already leaked

Not concerned

Not concerned

* Can take it if there is benefit
* Must take even there is exposure

Consider as a cost

Consider as a cost

* Regularly delete cookies and search history

Control
advertisement

* Not linking with SNS

* Important to control my information

* Feels sensitive of posting what I do

* Should be careful of showing my preference

Control personally

Coping the
problem

* Jgnore
* Not clicking the button even interested about it because of continuous appearance
* Concerned about virus

Evasion

* Turn off if it is Pop-up window

* Install ad-blocking program

* Click not to show again

* Click reject button if sensitive information appears
* Blind the screen

Blocking

* Make a charge to the advertiser by clicking bad advertisement

Strong Resistance

Resistance of
advertisement

* Thinks there is no solution
* Have to use service continuous

Resign

» Shows advertisement of purchased information
» Thinks there is pattern

Identify patterns

* Thinks only used on Behavioral Advertising

Trust

* Leads to purchase
* Get information by Behavioral Advertising

Useful

Acceptance of
advertisement
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<Table 2> 4 Types of Users in Online Behavioral Advertising
Condition Active Indifference Calculation Aptwe
acceptance resistance
Recognition of Online . . .
Center Behavioral Advertising low middle middle high
phenomenon Privacy concern of Online . .
Behavioral Advertising low low high high
Understanding of Mechanism low middle middle high
Cas.u.al Recognition of OBA low middle high high
condition -
Recognition through Guessing high middle high low
Contgx‘Fual Emotion of OBA positive indifference positive distrust
condition
Reason for emotion setting . excessively
" meaningless
through experience process unknown about ‘nformation appears,
i . (useful experience, providing the principle of ' concern of
Interventional . o useful . concern of R
" meaningless information, bad . advertising, e individual
condition . experience . individual . .
experience, concern of meaningless . . information
T ; . . . information
individual information information exposure, bad
exposure .
exposure) experience
not concerned
. Not concerned (high) consider as a coping the
Interaction . not concerned .
strate Consider as a cost (high) consider as a cost problem
&y Coping the problem & cost (high) (high)
(middle)
Resistance low evasion blocking blqckmg,
Result resistance
Accept trust, useful resign identify pattern low
B ek doita 1 Az Ask Aoz % ol e A WTEE EFsa, A4 BTl Wt &
el gAY Fag e43ke 7 e Wt B2HE f-33) skodc), 2 adgte] I Wae ekl
=EET 1A, B A FaE A4 FEA w5 Hae] ol ¥ gol). are] ofgel| wet
7t ulele s Fol SlAlEe] ek SRS % 8ol AR $3e] e Aol ke AU ¥
FAt 2o Ax gy AR 5 Gt S FrElo] Apol7t FHEA Euur] wstel WA dFgt
Jelm ANAe] B o) A% 9 uE E el 2Ry Bud old U 142 Ay YT A
A Fa A FHFe] HEE dh= A HEE Akl
A3k $uel B2H. theoR B 4L % Ay WFE U 4 WFE AU £33
Tol xEHE AL o4 4+ flhn A4S s S SRS AFRE TR ol A
= 735¢F Bt vhew A9 sebs F8 s FAEH Y o 714 frHo2 2&F vk (Table 2)
WolEolt A%, B AT Sl B AuE AF ol Al 5.28 AP A,
$o17) @& Aolekn AR S5, TR o]o]
AAYG 25 HaE S8 ARE devhe S8l 5. 22 9 AAA
epge}
5.1 A9 AJAIY
427 MEH ZE
EdTe 2kl 253 e A A Al
B dTe =255 2EY da Y dhds] 23 gk A5 zl&ste] 25 B wolEole 4H]
aela 7k a4 S b nel BEY Y A0 3L sdelsen 25y 43 42 eirh
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