Special Marketing Seminar

Keio University
Mita Campus, Room #132

2:45 p.m. to 4:15 p.m.
November 28 (Friday), 2014

[BEILE DR
by

EHFEY FRERKE EiEA PEREKX

BEJEZE TR P 7/ NI SE T SR 5 12 44
AR AE~—TT 4 7 REHEY
SHEMR LT R Y =7 b s F— A
(http://news.fbc.keio.ac.jp/~onosemi/)

2E

. (Db boEmWhbE IR L] LWnWHFy v Fabt —CHLR [
HHRL) OFLE CM &L E LT, KGR 2 T b S0
MaHZTHRLOD, ZNEEVOXRFTTH L)%, [HEN2—FT ) %
fEolcRts, T72bb THELE] 2N HEHZED TS, ZOXHICHER
HEOFEFNIEZ < W|ESNTWDD, BIEREIX, MOBEROREIZHL T,
RIZLTHRZRDTH S 5 D ZOBERNCEE T~ AL, [ GEAERR)
a—FTIRE ] BLON HEa—FT R85 CWORERBID 2 DOERED RS &
OMT, EE] BREE (770 FRM) BB, S50 (770 FREEFR
BEPE I K S L BBE IS DT D INE TR REE R ICBT D0 21T o 7o, T DfE R,
WHRED THRIEE ) \CHEH LB E 0, MRS R R 5 HIE O
(ARt D EMRE ] BEO B BHEOERE] X, 22— 7 K& BXIO
[ —ET7IRE] ICEH LGS L TRW—F, TERE), T2—E7 4
WL HEE OLREINE R RGOS o MEAEIEOMTEKEE] BEO 17
TV REE] X, 22— 7 )5E] B Ea—7)5E] ICBEH LZEAI
L TRWEWS Z ERRB SN,



Special Marketing Seminar

Keio University
Mita Campus, Room #132

2:45 p.m. to 4:15 p.m.
November 28 (Friday), 2014

How do you know me?
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Abstract

In this study, we attempt to explain why consumers avoid personalized ads on the
Web. To do so, we propose a model describing four determinants of consumer
avoidance of personalized advertising on a Website: perceived privacy intrusiveness,
perceived boredom, irritation, and perceived usefulness. Using a self-administered
consumer survey, the proposed model is tested with structural equation modeling. The
results show that (1) privacy concerns have an indirect positive effect on ad avoidance,
mediated by irritation; (2) perceived usefulness has direct and indirect negative effects
via irritation on ad avoidance; and (3) perceived boredom has direct and indirect
positive effects via irritation on ad avoidance.
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Abstract

The authors examine the relationship between the textual content of online software
reviews and software downloads. The authors hypothesize that software downloads will
reflect reviewer statements about perceived quality, perceived value, post-purchase
satisfaction, trust, and commitment. To test this reasoning, the authors apply sentiment
analysis to data assembled from 75,372 reviews of 216 software products collected over
a 44-week period. The resulting analysis yields several important findings. First, the
five review-content variables examined in this study all have a significant impact on the
number of software downloads. Second, while reviewers were much more likely to
make motivational sentiment statements about the new software products being
reviewed, downloads are also significantly related to reviewer statements about past
products, as well as the company behind the product. Third, consistent with prior
research, negative statements about new software products have a stronger impact
(relative to positive statements) on software downloads. With the exception of
statements about quality, however, this conclusion does not extend to negative

statements about a company’s past products or the company itself.



