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u]X R spopstaia) shk ool ezt
%

(Ki & Lee, 2013). ol 44 8913 27| & FaLo] et ARdE e, AR ZetolHA] )

sHol 54 AqF = EHA FF= A IR BT aetol dAE 784, =

ohal sfAeh 4= Qlth, webA AR B & golHA] A&, ZHRleh gatel| Hiek ol ofm

sHol AR A} Farof digt Aol g G vA=AA AT olE that

ghe 44 Sdo IS A w= Aol e A LY o= A AR ((Figure 1) %),
ot ATk shof, v 22 A THE e

£

2 i
>
o sk

OITL Thd 61 @ O HS §5200| =242 Jiolst &
00f| chet QIXIE FE40| 2Ag Aolct, 1) o1 CHAF Ol ZApHfE

L JHE 6-2 1 JHRMEE BS 50| 5=45F 220/

A et Bt 20k B ATe ol B 4TS AT A 24

314 ofme] S v]xE MWl sops)

A AREALE AW A #4518 o

3. 917 2| gl 97 =Y Eof P APeks Balo] 9 AT Hae
mokel tlufol s AR Ak, Lokel A

oM AT AYATE EYR £ AFolH oS WAk Lokl Alo] Holt HY

Cognitive Aspects

Prior attitude on
Personalized
Advertising

Perceived
Usefulness

. . Intention to
Prior Privacy Allow App
Invasion

Experience

Tracking

Efficacy on

Privacy Protection

Emotional Aspects

(Figure 1) Research model
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(Table 1) Demographic characteristics of respondents

Variables N Percentage (%)
Total 232 1000
Mele 120 517
Gender
Fermale 112 483
2029 142 61.2
30-39 66 284
Age 40-49 2.2
50-59 9 39
60-69 10 43
F3] AR myglon 13 Auo]E o 2) XM Mol gl =X
202249 6 2UEE 20229 6¥Y 6471A] oF 5
Aol AA ZFsgiet. 22kl Aulo] I7iak= (1) AxIE 884
= o2 2 AollA AAE 7] Helof o B Lo A ol 9842 217} el
ek Aizo] o]Fol ek IS}t Faro] digh A 7 orzslE Aolst Fus ATare oz 2}
e, ZetolHAl dd, AXH -84, 7H<l Alo] A= A Z 2= Qleha 7] uels Ax
o} gaLo]| gt A, 9 4 618 A9 oo 2 A o3t (Davis, 1989). Q1A H 9842 7]
gt Aiol= 7Y olsiE w71 s A A8 AL (Davis, 1989; Joo & Park, 2006
A3} Faro digh kst Aol AlF= At Kim & Lim, 2011)9] 4] AM-3F H31S 2 o
o] W7IAF9] QIFHEAISHY ARt A of A Ag W WyPste] F 47) BFS 74
7L AHEShE HHEY tiEfo| A A A7} AE Hx: A8 a9 P}, 7:oue a2
FORAAA i el gt Aw 3 R s FAN SAFEL e
=3 AT SHI AR o4 gho] xekE 27t Zt VollA st | Aol Ful A o
A5 AlQstar 2] 23270¢] Mol 2F & Q3 ARE Jdig Fast S~0E g7 FF
Aol ARE-= A of, ‘Yol Al w3} = Qe Fas dA4AE
A OdARe AT o BlE2 5 5HA of WAt AL =8-S Zr¥, ‘o7 w3}
wxEo] glow Aoz gio]l 1207 = A3t B AAs A7) YA Zast

—~~

51.7%), o1/do] 11278(48.3%) 2% LrEREiT)
7HAL A2 20494 63X = HEE 0]
o, W AL 3R VERITHSD =
), 2 A giAte] erEAEY EL
(Table 1)ol|A] A}FA|3] A|A|SFTT.

X0
lo Ad

©
O
(=]
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AEE Al EoF, UollAl gt Helst

Fie AE AR g5 =52 .

(2) Z2to|HA] A

Aol LefoluA] el Aelst g
2 HRE o AAYE ¥, AURE BT
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Smith et al., 1996). ia}ovﬂﬂl Oé.ﬂﬂl% 7|1&

A3 (Sheng et al., 2008)o]A Al&%E &

G B Aol A A8 9 HFPste], F 470
O

292 T4 YAE Hu@ A8 294 e,
T ke Y 7 a}m A 273

S ol A Sl A 2, e
s 2

) el e Aol o A 2F, A

Lo APt delEry

(3) 7HOIB} 10| LS M=
B Aol Al RIS Fare] thigt AF- H-A4
.]
o

& A
& = 7RIS} Fatol gt vlagtE e o 7
ot B A HkS- 0 & Aot (Thota & Biswas,
2009). 7§13} Fatof st #g-2 7|E AP
J-(Thota & Biswas, 2009)01]A1 AHEE RS

& 74 o= A0 4 294 e, 7 )
$ agthE A4Sk PAHA ZHRL
cheat 2ok U UelA Bk elst
BE B Aol AFUT, U el 25

o JjIs Yag w Aol AZMITF, U b

(o3

JiRlst S Qlot KX U £ 512 =0 2 DXl Ml 20! o7

oA wEete Aels g ni
ALY, U ol wEske s 3o
£ uL Zlo] FeHoleta LAY,

(4) 7HQISH T30l CHOE APHENE

= Qo)A Aelst el dist AP Es
Q18 el tha) Aele] 7 Gl FolH
oA HEoHel W Hmet Helgt
(Wixom & Todd, 2005). 7]} sgarof tf?
A EE 7]E AP A (Choi et al,, 2018;
Wixom & Todd, 2005)0]|A] AM&% F&-&
QAo WA g L Aol % 47 B
TH YAE & (1: A 2R Y}, 7:

JgthE 259 LY Aol 2R
3} 2k, e uo] dadabel ghEstE
=2 xﬂ:'_gHZJ:_ 7} 0ls} o] wkEsicy
Aol shEotE ZQls FarE Alete
oA &AL Ageltt, te volA %
FaE Assire Mds F
o, Uhe Yol A WSt
NQlst Fare] grEgiet

-

-

L o o rir

rlo r.lh O::L l"lO =
> K

g
I T o
e ol © oo

w
2
}01'
N
(o]

M
il
=
of
%

(5) APRl Zajo|H{A] XlsH 7S

2 Aol A AR Zeto]HA] el B N
e} Fal Ego A Aol AJAE &3t &
HEo] A2 AL A FHor Aot
th(Smith et al,, 1996), AFA Zalo|HA] 3|
AL 7] APA-L(Smith et al,, 1996 ; Xu
et al,, 2011)o| A AFEE F3lS E oo ot
A 4 8 wslel, 5 91 B
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= U9 7H°WH7} 517} glol 7HQls} FaLe]
AHEE S A skt

(6) 7HOIYE HY BTt

B Ao A E BE a5k el
B0 Aol AARR §2 A Sl
AA10] AL Sl 4] @
(Jang & Choi, 2014), 7|1 R BHS g5 7
Z£ AP (Jang & Choi, 2014; Van Beuningen
et al., 2009)0f1A] ARSH F3-& £ Aol 2
28 9 Hgsto], & ol 232 T HAE A=
(10 A8 294 P, 7w AFHE S8t
Ack FAARJN SHPES 5T 2o U=
NQIsE Far ol A AJNFETE FEEA] e
E_ 7(]— JJ—E]'GP X}/\]O] O]q 1,]—‘— 7H g} J—]—_l_
SN ANRJNFE7E F==H o] & wefsiaL o]

(7) % #% Big o=
B AT A F1 5 =t §A7
ok T AFH7] 913 Bl @ &
2l % wlolelo] Tt 2ol 4 382 Al

18 L5l The Korean Journal of Advertising

ﬂ 9,]594 x—lEi x%g,]zs*h:} qg ix% 31% 9,]5
= 7|& A3+ (Bansal et al,, 2016; Dinev
& Hart, 2006; Kim & Oh, 2017)0]4 7214 &
Al =] HE 45 &l AEHNE =
Hres 2 Aol WA A8 9 HFstod,

AN 3= 78 HAE A= A 23A
of, 70 ule- 2FthE S48k FA1A
ARES o 2t ol A sE3kE el
oF g ATE7] A Ul 22kl s o]
EHE AT =7t ek, Yol A wEstE A
st FaE A7) e Fef 22 FE
dlole] 4L 583 o=7t Qlek, el 1
oA sk QIS Fa Al flsl =2kl
A dlold 4 38 84 Al 717°] 88=
Aeis Aol "Yoll Al Lol A srEstE A2l
o} F3L Alg= Sl 22l B doly 4
518 24 Al 38 AEF offo] Qi

JlN‘ 52 ofy

(8) £l el

o 22 5§ ool ATEANA Welo] I
AHOE GFL n)F 5 gleki sl 4

3} ol % 7hA ATEATA WS A W
Qo westert,

-

3) £4

18

2l %u A 54 51§ oJmo] G2
Ul A Rcle] 725 sofshs Hlo] B4l
f o] 9l & Aol RS ALl 97

mele] 4 2 9 72 5Y BAL AN
o ol& A3 RollA EEH= 2el2eE T
lavaane 83519 o, 3o golByE = F
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Ao 2 FolA o ‘_—‘?’J-\i (Confirmatory factor
analysis, CFA)S $d85}o] 1A g9 A=
o} W% g% 18w o BT 2 slolakgl
on FEuvS Y3 (Cronbach a ) S =3
T4 A= WA A Eelsto] Al==S
Blsc. ofF % 39 i 5 7
wo] Aghuol B AolA AT S
otk

w2 Aol TS A HpE T A
mago] Hloly FLxof Fgst=A] g4lst7] 9
3 2014 QRlEAlS /\1‘”5}@“’% 214 a8l
B4 Ayt B8 AFE 4y = 578,64, df
= 350, x*/df = 1,65, CFI = 96, RMSEA = 05,
TLI = .95, SRMR = 052 et} x* gk
7EAE SEA oy dd FAAE EE
o] =7} AZLE A 15 27 (type 1 error)7}
7V El= AdFo] Uth(Baek, 2016), 8},
F2Y 7 ARE e F2 275 246
Z CFI, RMSEA, SRMR S 23 23 3w
sholsh=dl, & A9 A3t ghs 257 2

o
Ji‘l

(Table 2) Fitness of the study model

JHolst BOE Ist RAS ¥ = 8 o= YL Olxl= MY 991 7

Hog £8HL 132 FHIL Yol &
Bentler, 1999; Kline, 2011, pp.209~210) =
g Ryl Adert 4 Q%E}t A& Zelst
ok & A HP 9] A Aee
of ZHAI8] AlAISHE

at7]of] AA1E (Table 3)> 2Hel#] Q.81
2 o B @7 el A= ¥ s
24 Arold, 2t Walge] Y AL o
Q15k7] all Cronbach's @ h& B3l AFEE
Hrrstd o, nE WHa=9] Cronbach's ¢ 4
o] AR AAZLQ 0.7 o)Fo R AR} SR
H s Fspgieh 4 2ol tist 3 B
AN FEY R BA R
Zr(Average Variance Extracted, AVE)S
o Zelatoict, HE ®lel gk CrREtol A
AAIZER] 0.7HTt FoH, AVE g1e] 4%
UAIZEL 0.5 o)<l o] &elEof =7 el

=7} QEE]ME]-(ForneH & Larcker, 1981)

i)Y

o of

o

AVE AZ2 Zro] o1t Hol 7o AlyhA|S
ZETh 3nE B oo =4 nyo] vy e
SE7b FHEE QI

%2 aof x/cf

CFI

RMSEA 7L/ SRMR

578,64 350 1.65

.96

.05 .95 .05
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(Table 3) The result of reliability and convergent validity test

Latent Variables Observed Variables  standard factor loading  Cronbach's a CR AVE M SD
PU1 87
j PU2 94
Perceived o4 0 78 409 1.48
Usefulness PU3 89
PU4 84
PC1 33
pPC2 90
Privacy Concern 89 90 69 5,66 1.18
PC3 86
PC4 74
Pi1 93
|rritation N PR fee)
Personalized 93 94 79 414 1.60
Advertising P13 90
P4 78
PA1 0
Prior aftitude on PAD 89
Persondlized 95 95 82 413 1.61
Advertising PA3 9
PAA 93
o PET 82
ior Frvecy PE2 73 ) & 60 494 142
Invasion Experience
PE3 76
EF1 79
i i B2 80
Hiicacy on Fiivacy 6 6 61 300 123
Protection EF3 76
EF4 77
Al .80
Intention to Allow A2 93
) 94 94 .80 291 1.49
App Tracking A3 90
A4 94
(Table 4) The result of discriminant validity test
1 2 3 4 5) 6 7
Perceived Usefulness 88
Privacy Concern -32 .83
Iritation in Personalized Advertising —-62 A2 89
Prior ttitude on Personalized Advertising 76 —-29 —67 91
Prior Privacy Invasion Experience -35 66 53 -35 g7
Efficacy on Privacy Protection 35 —-33 -1 25 —24 81
Intention to Allow App Tracking 55 -37 -32 45 —29 42 .89
2) 3% 2Y 23 2 7Y 45L B & AelH AN A4
A5g A 12 wY 4% 2 2
54 29 AEE 9 g HF o] Aol A AR 7M. HE A= 617] (Table

20 Z0s[iT The Korean Journal of Advertising
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(Table 5) Path Coefficient of Study Model

Path Estimate SE t yo)
Perceived Usefuness
H1 . A 410 ek
— Intention to Allow App Tracking 9 0
o Privacy Concern o 10 520 «

— Intention to Allow App Tracking

Irritation in Persondlized Advertising
H. .05 .08 0.75 A5
. — Intention to Allow App Tracking

Prior attitude on Personalized Advertising ™

— 63 05 11.49
Hat — Perceived Usefuiness ’ '

) ) i i
Hao Prior gttltude on Personalized Advertising —ou 5 o8 1
— Privacy Concern

Prior attitude on Personalized Advertising
- -57 .
-3 — Imitation in Personalized Advertising S 06 —95%

Prior Privecy Invasion Experience

H5—1 - .06 -1.28 20

> — Perceived Usefulness o7

50 Prior Prl\/acy Invasion Experience 5 07 705 .
— Privacy Concern

H5-3 Prior Privacy Invasion Experience 46 07 6.16 ™

— Irmitation in Personalized Advertising

Hificacy on Privacy Protection
HE—1 24 07 345
& — Perceived Usefulness

Hificacy on Privacy Protection -
— Privacy Concern

Efficacy on Privacy Protection

— Intertion to Alow App Tracking 19 8 a2
Control \Varizble Z:ii;ﬁon 10 Alow #pp Trecking - N ¥ ”
— Intention to Allow App Tracking -0 o 187 ®
“p (001, "0 (.01, 0 .05
59 (Figure 2)5 Fdfl AlAISHATE A 3(BE Ag = .05, t =75 p= 45
7He AS A, JAE 8401 o 4] 3 SAACE [FoshA] ¢b2 Aoz YEN.
& Yo A= Gl tigt A 7HE 1B = MRS} Fare] thigt Abde == QIR E -8
A= .39, t=4.10, p (.001)E EAXCR Aol AHAYL FFHAR A = 63, ¢ =
A Fofgt AE Hylon, Zeto]HA 11,49, p €.001)& mFeH, 7s} Fatof o
o7k A 34 8% oo nlAE gFl o) & ABolE ROHU JFHR A% = -57,
At M 2(H =2 Alg = -.21, £= 2,20, t=-9.56, p <.001)< Tt wHA, Q1)
p (.05)e SAALE B(-)A o3t A3} gare] tiet AP s ZefolHAl fEol &
S HoAch Wk, ZiR1e} Fate] tigt #gol i AROeZ [Tt &= Ulil?q kot AR
T2 8§ ool nAl= FFoll ot A 7t zetol Al Haff A A5 AAE 84l

337 6520224 82 312) 21
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Cognitive Aspects

0.63(11.49%+=)
~ Usefulness

Prior attitude on
Personalized
Advertising

Perceived

30(4.10%+%)

-0.21(-2.20%) Intention to
Allow App

Tracking

Prior Privacy Invasion

—  036(795%+%)
Experience

Privacy Concern

0.46(6.16***)

0.24(3.45+)

-0.19(-2.68*)

Trritation in
Personalized
Advertising

Efficacy on Privacy

Protection

Emotional Aspects
0.19(2.26%)

Out of parentheses is the Estimate value, and in parentneses is the t value
"p (001, "p (.01, p .05
{Figure 2) Result of the Model

SARCRE FOgt FFS vXA| ggtort, = &4 oo EAHOoZ g3t ke ujx]7|
gtolHA] defol= A(HH R o5t FFH & Aor I,

2 A4 = 56, =795 p<.000)S uHL

7§13} Fare] tigt Aol = A+ H o2 {9

T B A = 45, = 616, p C00)E 6. Z2 Ol ko

ogeh AR B a5 B A 7t

A 6-1o 4] AAJSH e g R E 7§ 1) @+ ZAat 2°f gl =9|

ol A Az Fodt dFH=R A =

24, t =345, p {,001)& w]HIL, Zetolr|A] = A= QIS FuE Qg FAY Y+
delo] mAs FFAER A = -19, ¢ = 2 5g oo e wA= ¥ agls
—2.68, p (.01) EZF A+ 714 629} vt o 2oz upofsly] gl Zeto|HA] ALl ©E
Foz Fogt e wAth HEel, MU = A8 % ggsto] & AFtolA AR 7HA
HHE asie] ¢ +4 38 of=of A4 = Aottt WA, 7ielet FaE T8 ¥
A B FFHAHZ AG= .19, t=2.26, p T Sl EA SHl JAE 7847 4=
(.05)< w|Rlth= F7HA1 Q1 BA7HA] 2Hlstad T Ae SAA SHY Zefo|wA] e ¢
o AR AR JET A9 9 4 4 51 o] FAACE O3t JFE T
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of(Kim & Kim, 2012; Li et al., 2010) 7}j213s}
FUE A7) % 4 4 58 =t &
ol Aoz AT 4~ Qlk, HEo|, ZefolH
Al AHE =4 AERE Y 4 58 9=
| RotA= A= ZefolHAl dE7t 74
H AlE oo F(-)Ae FFE vzt 7]
& AP+ Aol dA3h(Min & Hwang,
2016). ¢4 4] 518 == AP E A5 FE)
% Shol7] wiiel, 71& Zefo|A] Aut B
oA A-gH Fed SHI A4 ZHY
Fol 4 F4 38 Y=ol FUSHA vrERd

Aoz 4T 4 et

N

2 AoAlE 7)E ZefolulA) A4 BES
A H SR ohjet A 27 s
4} F)olak el Tt Aoleks 1A =
Wl wielo] @ %4 5§ oo JaFe mlx
LA salstc, 7H A 29 Aolsh B
o et AL A #4514 =] folat o

= VAR B2 A2 e SHARE, A
e} Farof it #5ol g 4 5§ oo
AR FF= vAA Gk sho] A =
Hol AR Alg =0l Y= vAA| Gh=
ol @A 4= itk Jun(2014)9] A-ollM =
Hefiet Heid oS &

N
X
o,
I
fr
oy
ox
g o
_2‘
.
o
=h
L8
ofl
ok
-
S,
lj{o

© AYAFE gt (Jun, 2015), (1St
Fatol| diet A5 olo & A A aglel
A 24 o1 ool JIS F 4 Ak 75
e AT 5 e, AZo] BT 55 ool
RAHOR GO 4L vA /|E MPAT
=9 7$(Choi & Park, 2015; Yi et al,,

2018), YA FIL 2 TR FaL Au| A0} o]

B2 AW W Yt Augrt

s =2
ol
2o
[e]
=)
a)
o,
N
=)
Sl
2
N
rh

:
ol o3t G WA AL egkh Aels
o] sk AE T PAEE a9 tha
3 5 g, TofoluA] Gt AUdYEE
Aol Frhs SAT MRS BET £UH
ol ¥Qlo]7] WRo] folg G XA gre
Ao AT 4 gk AnpH oz, ezt
510 gk APHEESL SE Al ZHel QX
80l felgt Gl dlrk g 1t
Aol ool dhat AdE e FAH0 5
7RI Aol 9 23 5§ RS FIA7E
Y Fastohs 22 Sela 4= ot wh, A
ool 4] A3l APl AN FEA4el )
2 ofge w Atk A 7H 5-12 7149
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A Study on the Precedent Factors
01 Influencing User's Intention to Allow
App Tracking for Personalized
Advertising : Based on the Privacy
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Th study applied and extended the privacy calculus model to identify the factors
IS affecting the user's intention to allow app tracking to be provided with
personalized advertisements. We verified whether perceived usefulness, which is a beneficial
aspect of personalized advertisements, and privacy concerns, which are a loss aspect, affect
app tracking acceptance intention, and extended privacy calculus model that focused only
on cognitive aspects. In addition, we identified prior factors affecting perceived usefulness,
privacy concerns, and irritation in personalized advertising to identify structural models that
affect users' intention to allow app tracking. As a result, the prior attitude on personalized
advertising had a significant effect on perceived usefulness and irritation in personalized
advertising, and the prior privacy invasion experience had a significant effect on privacy
concerns and irritation in personalized advertising. Efficacy on privacy protection had a
significant effect on perceived usefulness, privacy concerns, and irritation in personalized
advertising. The cognitive aspects of perceived usefulness and privacy concerns had a
significant effect on the intention to allow app tracking, but the effect of irritation on the
emotional aspect of personalized advertising on the intention to allow app tracking was not
statistically significant.
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