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@ 1-1. What is ‘personalized ad on the Web’?
84

A form of customized marketing messages which meet individual
consumers’ needs by analyzing consumers’ information.

eb

) 4 .
S nNea ke rs A0 Coegories v %

' % ‘ Another

day

Today, more and more firms use personalized Internet
advertising as an effective marketing communication tool.
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W 1-2. Consumer avoidance of personalized ads

Consumer reaction to personalized ads may not always be
positive.

68% of respondents would “not be okay” with targeted ad because
they did not like having their online behavior tracked and analyzed.

(Purcell, Brenner, and Rainie, 2012)

Such reaction is called ‘ad avoidance’.

Ad avoidance is defined as “media users’ behavior to decrease
chances to be exposed to an advertisement”.
(Speck and Elliot, 1997, p. 61)
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W 1-3. Existing literature of ad avoidance

86

While there has been a great deal of studies on ad avoidance(e.g.,
Speck and Elliot, 1998; Cho and Cheon, 2002), little consideration has been

given to personalized ad avoidance except for Baek and Morimoto
(2012).

Baek and Morimoto (2012) investigated the determinants of
avoidance of unsolicited commercial e-mail, direct mail,
telemarketing, and text message ads .
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g 1-4. Baek and Morimoto’s Model (2012)

Privacy
Concerns Skepticism
Perceived ‘

Personalizatio

Ad Ad
Irritation Avoidance

Ad avoidance is accelerated by privacy concerns and ad irritation
and mitigated by perceived personalization directly and indirectly
via skepticism.
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W 1-5. Research question and research objective

88

Research question
Why do people avoid personalized advertising on the Web?

Research objective

To develop and test a new model to describe the determinants of
consumer avoidance of personalized ads on the Web.

To do so, we modify Baek and Morimoto’s model.
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W 1-6. Problems of Baek and Morimoto’s model
89

When we apply Baek and Morimoto’s model in the context of
personalized ads on the Web, three problems would occur:

Problem 1 : Ad skepticism may not occur in case of
" personalized ads on the Web.

Perceived personalization is different from the
Problem2: . . L
original definition.

Problem 3 : A particular phenomenon is not considered
" in case of personalized ads on the Web.
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@ 1-7. Our study’s approach
90

To solve the problems, we modify Baek and Morimoto’s model
along the following phases.

[Problem 1 —>]
LPhase 1. Modeling irritation instead of skepticism as a ]

" mediator.

{ Problem 2 —>}
LPhase ;. Modeling perceived usefulness instead of percelved]

personalization.

[Problem 3 —>} ]

LPhase 3 : Introducing boredom as a new determinant.
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2. Model
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W 2-1. Phase1l: Modelmg. irritation instead of skepticism
as a mediator. 92

In case of Internet ads, skepticism may not be appropriate as a
mediator in the ad avoidance model.

Baek and Morimoto’ model (2012) The proposed model on the Internet ad

Ad Privacy T D
Skepticism Concemn Skepticism )
»*
Perceived
Usefulness \

Ad Ad
Avoidance Irritation Avoidance
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g 2-2. Phase1l: Modelmg. irritation instead of skepticism
as a mediator.

Ad irritation may be appropriate as a new mediator in the ad

avoidance model.
(cf., Bauer and Greyser, 1968; Aaker and Bruzzone, 1985)

Baek and Morimoto’ model (2012) The proposed model on the Internet ad
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g 2-3. Phase?: Modeling perceived usefulness instead of
' " perceived personalization. 04

This construct should be renamed as perceived usefulness.

Baek and Morimoto’ model (2012) The proposed model on the Internet ad

Ad
Irritation

Ad Privacy
Skepticism Concern

Perceived
Usefulness

Ad
Avoidance Avoidance
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w 2-4. Phase3: IntroduFlng boredom as a new
determinant to our model.

Boredom may be able to introduced as a new determinant.

Baek and Morimoto’ model (2012) The proposed model on the Internet ad

Ad
I Irritation
l‘ Ad
Avoidance
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W 2-4. Proposed model

Privacy H,.(+) Ad

Concerns Irritation
Perceived

Usefulness H, ()

3b{ -_l-

4a

Ad
H, (+) Avoidance

Boredom
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3. Method
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W 3-1. Respondents and products in the experiment
98

Respondents : 397 university students in Tokyo

Valid respondents : 300 (75.57%)
We asked respondents to answer a question “Have you ever

seen personalized ads on the web?”. We adopted
respondents

who answered “Yes” to the above question for the analysis.

Products used in the experiment : Sneakers

i. familiar to the students
ii. one of the products which the students have high involvement

iii. unisex product
Introduction Model Method Results Discussion




W 3-2. Experimental procedure

Respondents were;

i. exposed to a real screenshot of a Japanese
famous e-commerce shopping site.

ii. exposed to some real screenshots of the other web
sites and then to personalized ads based on browsing histories

on the shopping site.

iii. asked to answer the questionnaires recalling their

own experiences.
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4. Results
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W 4-1. Results: Model estimation

Proposed model

Privacy 0.29%** Ad
Concerns Irritation

-0.38%**
Perceived
Usefulness

-0.14**

0.31%%3 )
B .
0.15%* Avoidance

Note:*** is significant at 1% level. ** is significant at 5% level.
)(2(25) = 33.64, GFI = 0.98, AGFI = 0.95, RMSEA =0.03, CFI =1.00, AIC=93.63

All Hypotheses except Hypothesis 2b are
supported.
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w 4-2. Results: Model comparison

Proposed Model

Competing Model 2 Competing Model 3

Note: PC=Privacy Concerns, PU—Percelved Usefulness, BD—Boredom, IR=Irritation, AA=Ad Avoidance
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w 4-2. Results: Model comparison

103

2(d.f.) GFI CFI SRMSR AIC
Popgase 33.64(25) 0.98 1.00 0.02 93.63

moade

Competing 41.61(28) 0.97 0.99 0.03 95.61

Competing | 176.66(29) 0.89 0.92 0.18 228.66

C ti
?nrgggl Qg 111.76(28) 0.94 0.95 0.13 165.76

Competing Model 2 Competing Model 3

‘\o.osn-S-

|

Note: :*** is significant at 1% level. ** is significant at 5% level. * is s',igniﬁcant at 10% level.
PC=Privacy Concerns, PU=Perceived Usefulness, BD=Boredom, IR=Irritation, AA=Ad Avoidance
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5. Discussion
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w 5-1. Findings: Ad irritation => Ad avoidance

Proposed model

Privacy Ad
Concerns o Irritation
S ~
~
Perceived
Usefulness

Ad
B .

If consumers are irritated with a personalized ad on the Web,

they are more likely to avoid the ad. (H1)
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w 5-2. Findings: Privacy concerns (1)

Proposed model

Privacy Ad
Concerns Irritation

Perceived
Usefulness

> 3
Ad
B .
oredom

If consumers perceive privacy concerns raised by a personalized
ad on the Web, they are more likely to be irritated with the ad.
(H2a)
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w 5-3. Findings: Privacy concerns (2)

Proposed model

Privacy Ad
Concerns ~ Irritation
H2b

Perceived
Usefulness

Bored .
Avoidance

Recent customers have been so accustomed to be exposed to
personalized ads that they may not avoid the ads even if they
are irritated with the ads. (H2b)
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g 5-4. Findings: Perceived usefulness

Proposed model

Privacy Ad
Concerns S o Irritation
s \|'\|3a
Perceived
Usefulness

\ 3
Ad
B .

If consumers perceive that a personalized ad on the Web is
useful, they are less likely to be irritated with the ad and to avoid
it. (H3a and H3b)
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g 5-5. Findings: Boredom

Proposed model

Privacy Ad
Concerns Irritation

Perceived
Usefulness

Boredom :
- Avoidance

If consumers perceive boredom with a personalized ad on the
Web, they are more likely to be irritated with the ad and to
avoid it. (H4a and H4b)

Introduction Model Method Results Discussion



W 5-6. Managerial implications

The results show that the perceived privacy concerns have
relatively a weak and indirect impact to consumers’ avoidance of

personalized ads. On the other hand, the perceived boredom has
a strong and direct impact to ad avoidance.

Advertisers should try to provide a rich variety of
personalized ads in their advertising portfolio as well as

pay close attentions to dealing with the personal information.

Introduction Model Method Results Discussion



W 5-6. Managerial implications

111

Ad irritation and avoidance could be mitigated when advertisers
provide a useful ad.

Advertisers should attempt to provide personalized ads to
satisfy consumers’ needs by personalizing in more detail by
developing analysis technology.
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W 5-7. Limitations and future research

Limitations

i. Student sampling vs. random sampling.

ii. Personalized ads based on browsing history vs. purchase
history and demographic information.

Future Research
Ad avoidance (i.e., opt-out) vs. ad acceptance (i.e., opt-in).
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Thank you for your attention,
and we’d be happy
to take your questions.

Keio University
Faculty of Business and Commerce
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Construct

Perceived
Usefulness

Boredom

Privacy
Concerns

Scale Items

Scales

: Personalized advertising on the Web makes purchase

recommendations that match my needs.

:Overall, personalized advertising on the Web is tailored to my

situation.

: Personalized advertising on the Web makes me feel that | am

unique customer.

.1 believe that personalized advertising on the Web is customized to

my heeds.

:When | watch personalized advertising on the Web, | feel the advertising

monotonous.

:When | watch personalized advertising on the Web, | think the ad is

repeated.

:When | watch personalized advertising on the Web, | think the ad lacks

variety.

:When | watch personalized advertising on the Web, | am tired of the ad.

:When | watch personalized advertising on the Web, personal

information is shared without permission.

:When | watch personalized advertising on the Web, personal
information is misused.

:When | watch personalized advertising on the Web, | receive too
much advertising material of no interest.

:When | watch personalized advertising on the Web, Information
may not be safe while store.

:When | watch personalized advertising on the Web, personalized
information is often misused.

:When | watch personalized advertising on the Web, companies share
information without permission.




Scale Items

Construct

:When | watch personalized advertising on the Web, | think it is
negative.

:When | watch personalized advertising on the Web, | think it is
irritating.

:When | watch personalized advertising on the Web, | think it is
pointless.

:When | watch personalized advertising on the Web, | think it is
unappealing.

:When | watch personalized advertising on the Web, | think it is
regressive.

:When | watch personalized advertising on the Web, | think it is
vulgar.

:When | watch personalized advertising on the Web, | think it is
awful.

Irritation

:lintentionally ignore any personalized advertising on the Web.
.1 hate any personalized advertising on the Website.
Ad :It would be better if there were no personalized advertising on the
Avoidance Web.
:1 don’t click personalized advertising on the web.
.1 want not to display personalized advertising on the Web.
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