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A Study on the Effect of Consumer Characteristics on Intention
to Use in Mobile Location—Based Advertising

Cho, Won-Sang*-Han, Dong—-Gyun**-Whang, Jae-Hoon**¥

rAbst a ct-‘ The development of IT technology and the spread of smartphones are having a great impact on

- businesses and consumers. Consumers have been able to acquire more diverse and larger amounts of
information than in the past due to information provided through smartphones and information search on the
internet, which has a significant influence on decision-making. Companies have also become sensitive to such
changes in consumer behavior patterns, reflected in their marketing. In addition, among the various characteristics
of smartphones, location-based technology has become an important factor in providing targeted marketing from a
company s point of view. Such technological development and social change have led to the expansion of the mobile
advertising market, which promotes products or services based on the location of consumers and provides benefits
such as discount coupons. In this study, we have analyzed the influence of consumer characteristics on intention to
use in mobile location-based advertising, which has become an important marketing method in the mobile
advertising market. The effects of variables of personalization, engagement, coupon proneness, economic efficiency,
and irritation on attitude and information privacy concerns were analyzed, and the effects of attitude and
information privacy concerns on intention to use were analyzed. The results of this study are deemed to be able to
suggest factors to consider when providing mobile location-based advertising to consumers in the future.
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AUTEEO] HHZAQl g4t} HlojEE4l o] &g
Ao g Qs artA]l Hutd H2YA Hdo] 54
SHAA, FIARE ZHY 71715 nAR S A=
Ao ggotal ot FUAA7 3FHOE A|Fst
+ 32 7ol wEakE ARl B Fald), AHARE
Adsta, AREARY] dA A7 metd & Qe B
Hido] o] EHEE 7MY} 840 = $8% & §lof
oty a7} 23 @ Qlc(National IT Industry
Promotion Agency, 2011; Bauer & Strauss, 2016).
E3], Y74 F(Location-Based Advertising)=
TR Fo) Ao g Ae A itk AREEL 7]
2407 GPS(Global Positioning System)7} A&+
o] glom, QE OSe} =S B9l Hlwd &47
Y2715 Au A ofERAClAS LT 5 Sl B
o] Hitt. AHEZS] YA|7]5E AuA FE F3 o]
B2 7|29 PCoM = LAEA Z3t 22 o]&
A AL A8t 9tk (Korea Internet & Security
Agency, 2011). $1A7|5F AHIAE o) AH|A] 3
U2 B2 A5 BREZRA mjofete], o] E HIEO.
2 EA YA E £ A4 Q= ARo)A Aget
= K (Worldediting, 2015.04.07).

A AA 718 2 D FUA s EH2 2017
W 509 22 20169 Y] 28.42% S7Ftaon, A
B 35.29% 435t 202149+ 1759 €9 %
£ JAY AR AgHHKorea Communications
Commission and Korea Internet & Security Agency,
2018). 3, FA QIEYl 719 EA, HA7]9F 2Hkd
71719) B, @A =W 2F 5,2005F ol o]2= Anf
EE ARAE deE ol 7|6 Faie Far 4
A9 9E FET AR ofldHrt

o]e} Zo] FHsh= 1A 7|4t FaLo]| A o]-&2
To] FFS F= 8110 Higt A+7F 2 a3t Ao
k. spA|RE, 7]&9] AYPATLES ol 54, YAI7INE A

B2 50] Zuld cuol ALt BRE AuA9 B4
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1. /X718 MH|A

ol

a

YA 715E Au] Az ofg] 7oA HYE W
=8, 354 YEZ Festd olssAgeIY ¢
NS AT 4 e 2o 71718 69 92 &
A= AHEAY AAPEE 7|90 7| AoA uHAY
Z 3l Bt FRE Algote AHAR AT
9ltH(Electronics and Telecommunications
Research Institute, 2003; Korea Internet &
Security Agency, 2006). YA|7]¥F AH|A0] 27| B
FZ 7 12 €% 5= w71 sl AR SA ALY
Ao A AT A2 £ AAYE 15T AL BE
St Ao AtHKorea Communications Commission,
2011). sHAYF 2599 YA 7|9k AHjAs AFEE
o] SHALE sl YA|7I5E AH| A ofET| Aol Mol &
JetElo], o EeA ol AT AHARY YA HE
oF AR S B4 4 ARgARRE 913 72l
ot 559 AEE Algcte Ao] EAoItH(Korea
Communications Commission, 2011; Korea
Internet & Security Agency, 2011).

HRA7IRE AB| A0 TRt 4] &Y HIAo] =
H, A AA AAZIEE A iEHL wid 30%7)
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= AAIE Hol1 9loH, 2021¥0l= oF 9609 &
o 29 AL PHT AOR HBHT YehKorea
Communications Commission and Korea
Internet & Security Agency, 2018). ]2} Zo] 93]
718k AEl2 A2 thoRet ARIOIA ) ToT Tifol2
£9 37 24 B4 WEAD Auetel S, AT
97 23 4 BERH, AA/1 A4 2 Fn-vplg
5 910 24 9 ulAe) 4 B ofZe Aol S
F7h= Algle] 4%k 9
Commission and Korea Internet & Security Agency,
2018).

A7 AL 5 7H EHEXJOJ 7;4\2% %’Wﬂ
Hh I & 4 ok A7
o et 73 5 stz *HIXH Rk fﬂr% Elee
Y FEE RHd 7]7]E skl AEs
(Suarsa, 2020). YA718E = EH JA 9 Q= 4
BlZLol A B BALE Algshs A HEe] FE Y
S B3 7HALAS AlFAU Be TR FH
£ Algshs S ol gsto] AFA0R 14S &
o171 % 3t} Jarnefelt(2013)= 2HFY A 7]8F 3L
AB| 29 XHFJ‘OH B3 AN AR E 784, °1Zlﬂ
o|8 gojA QA &AL, A QHEHL o]
Hof] 3824 F2 vlA| L, A Fd °l%°
=0 AR G T 5H3ict

ItHKorea Communications
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2. 7h21=t

gutAQl ou|of| A 798K Personalization)= A&
HAE} 7ol FFFE WA AL ol BE FRY P

5(Surprenant & Solomon, 1987)& 9ju|s}A|qt, &
HHd FarofAf FQIske ZHZ+e] (Ao A 7fE st
&2 Algol= 7|eoletar AT & UHGreer &
Murtaza, 2003). °-8A7} QA|ot= HEY] 7 E
SHAIZ17] fslial= ol &AL 71919] H 8ok dA|o}
= JEE AlFdte Ao F5tHKenny & Marshall,
2000; Newell & Lemon, 2001).
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&Rk Agst7] fizof ol=gt FarmAl= Zi7A
of gt Apdstd F1E Al 4 Ytk(National IT
Industry Promotion Agency, 2001). Z1o] Haf =
vt 71715 §8 Q716 Fae ApEetE BAY
27t 7hsstet. ZQletE BHMY g HAIAE &5
AHAHE JE FAo] 285 AR 29 5 U
H5E ofy et A9 845 A8olA S5k 7St
= AHH|AE A FHRE 4= QK (Piccoli, et al., 2017).
Gutierrez, et al.(2019)= ZHFY A7 a9
F8of et Aol A HEtg X7t Fa= 7Rl
AL A, 1A D AJ7tol ARkt Fa WA A E A
4350 2 ) AFEFSHContextualisation)?) o] A|
ot FaFet AHRE 7k Ay Aol Ftet
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3. AAOIX[HE

L_ S =

AACIA M E(Engagement)= T53HaL Sl
0]9] thefd o & Qlsf AEAat ¥ ejof wet Ao
o} s Ajo] thefetAl AIAIE AL It QIACIAHEY]
7Hd &ofl= I (Interest), A1E(Preference), T
(Involvement), AZ(Attention), =Y (Immersion),
Bt A#4(Target Relevance) 50] E§HE 0] Q&=
o, YHtH o & QA A HEE ZR oL} F1 5
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o L& AlEo] EE olsisti, &k, F5
o= Aeg 53 E’r(Chung & Jo, 2012; Kim, et al.,
2013). 7190lA= QIACIAMEZ}L 17 E3} wj&
SHE F=sto] 7]@4 FEE T 1S
25t (Harter, et al., 2002), FLAA A= A
OJAHET} njtfoie} 3Fa1 HA|A k] WA, AL
o 3o fi @ FiAES Frot=t W -8kt
1 }9&‘1}( 'm&Park 2013).
AH]ZV} Fao] @%0}1 sHEL
& UEF o= A9 Sl 534
?l FIETF “W‘“«] B AT Ee oA H
1, 28R Aol A ZA] AFglo] Etk, o9} Zro] AH]
A=A AL B EYT & LS ARE B
AH|ZEY o] &9l ko] g u|F Aol HEHE o]
Hae g AAsttt

4. FE 0|88

F& 0|84 Coupon Proneness)& FE A&
o] that 4u|A} 7jQle] Aol Eog FZE A
ghey 9] o] HQAAQ ASEolth(Liu, et al., 2015).
Jang(2015)2 F-& ol 34FE LM FES A
o A Fuof gt BHEe s FEA Wt
AgFolgtal 51911, Lichtenstein, et al.(1990)& 3
E ol 3Tl dis FE Bt FUHA HI|E
T FE A8y o] 932 A= o] ez
olaig = ATt AgstAdtt. Xu, et al. 2011 F
£ o]&ATE FuiAItel w5k Adgol=ta F9
5t Fol FE ke A FES th AZ 5715
2B|RE0] HAUA] mHAF L] =& Ao A=522
2 ST 25t B ASEAE EEH T
£ ol-8/4dgol AAUA vHA" A HAYEE ol&
& ol 32 T2 Rt AL FYAH
Chen and Lu(2011)= e-F-& Ao #3tE A+
oA e-FE o]-§/d%(e-Coupon Proneness)°]
e-FE9 AL Hk, AHT A4 "=, F8H 1,

[e]

el QIR ZETOY AU S40| OISOIT0) DIxHs 2T B3t &7 |

HY EAY, o]A FHT} e-FE AR L Alo]ofjA
8% WL Stk A2 Eelskglth
AHAEL A Zo|U AJH|AS TLuj3t 4, =
Ap&stal A AQl o]o& @”ﬂ 24 Y3t 59
THY 71715 &5l AREE
2A317] & ZHEstaL *}‘lo] Bolst7] o] Ask
7t B o} wEkd FEE 2451 FEett
© &HAREY] AR AAI7IRE FaL o]0k
¥ & 2ol wiEo] ¥y A4Sl

5. 3y

aHZ = 7HA o) i Wigel] izl vl-E A
9o AztotH (Babakus, et al., 1988), AA 2
7t 29 £ W20 w2t A E 24 st Aol
Ah(Garretson & Burton, 2003). Jayasingh and
Fze(2010) 71294 (Price Consciousness)< AxH]
A7k A-EE 740 F5ote =R Ao, 7149
Al AHREE Ao A A-EE 71 S 2= Aol B
o] Itk StSiTt. 3 el EO] 2 AAEE T 3
= T AHAQ 7HH et EARZ 4o, ol 714
ofAo] A& :rLUHO =% 3} O]-rrﬂ]r—l—’— -;F gl

A A =44 ﬁﬂE—ﬂo]Ur BT 22 AAA FEs
ok, o3t AAA sg 9A]7]5 Faro] s
S9AQl =& FATTL 513iT

BHY FEL AF e AHA o] Al BfEA
= A BY 7HEE SAAEL =N AB|AA
AA e tgt Q14 AFettt. Liu, et al.(2015)

< ZHY FE FHA FHo] YR FE o
g 7HAE RA dAste] FES LA % Ao
o, B-& A7 AL E wgshs FE AH7HCou-
pon Face Value)= AH|AH9] A8} 93-5(Redemption
Behaviors)& Z245t= F2 2AYS 7HE5H9Th
Souiden, et al.(2019)= RHIY FE9] gx & €]
of gt AFolA BAYL HHY FE o8 A FH

FHotEH M
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& 4oyl thgt £u]4} Q1402 HojeT, Bt
FE ol§ A A Aok T 2u]29] QAL o
£2 24eE a7 298 A5,
FEASS B9 AA o012 P A mhbA|
2 2UAEL 59 AES Bt 4L v18S X2
7o 2 glekel o] §o)mof B} g Aol
o] AN
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ATAHE HH 4 ol A
S GFL F 4 kL BHHo] WhE A%

oA AR FIE ARA, EHHA, AA 2&
1 FAE ARSH
=, FIE G7HIA 971A AckDucoffe, 1996).
AA 718 Fa7t AFohs RS FAHA A=
9] HJO = QIAE|o] AH|R oA SPHA] ot
ARAY LA A HY, ASS FEAIA B4 w
< 28T 4 AtKGutierreza, et al., 2019; Lin
& Bautista, 2020; Suarsa, 2020). 9& €°] HZ
715 T2 AR A &%= LS AUAY 4T
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& communications Technology Planning &
Evaluation, 2014). Suarsa(2020)= 47 (Irritation)
< E(Angend A7H1Y] FHE REHE= FHHY

g
& AT AL SR B9 o] §
QS v 2 AFsHA,

HEALEY] HER Q) AHAES Yole FH
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E U HA A2 o A= Aol e whde] 94 &
€ FEE e A AEE 4 Y= DS A
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7. 4E ZalO|HA| He

5 mzto]¥A](Information Privacy)= AHEAL7F
Aol Tt AR AREZ AT & Sl A
Z(Stone, et al., 1983; Westin, 1967), 7§AAE]
gt A7) 24 de s A= Jrk(Mayer-Schon-
berger, 1997). AE529] melo|HA|7} AHE HS
£ 913 dgEhe A=FR1 9ujof| Hs) HE ejo
HAl= A549 ofuE WEsk Itk Smith, et
al.(1996)= AHA7L ZE ZLetoHAlof tig) 7]
£ 98 E 4T 4 = GIPC(Global Information
Privacy Concern) 2@& 7§¥3}9t}t. Schade, et
al.(2018) HA|719k FaLof| A o] §x|= 7RI H L}
YA wlojefo] gt FA MG HL L Al 3242k 5
& AHge] eEg & Q7] wize] AR|Ae] ok
OZ| ATl A A 5kgitt. E]F ZetoH Al A7} 9
718k Fa1e o] oo BAAQI JFZ vA= &
. Gutierreza, et
MAHYHE -

t 2k YA FEAA] Zdgtrhe oA JE o
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el QIR ZETOY AU S40| OISOIT0) DIxHs 2T B3t &7 |

LHAE 2 EHW 71715 ol &3] AlFolt Aul2
€ 7 o, F4, A=A, 7:‘11] E 59 MR
€ ATk 3k, Fds] w HFste] AL 9
AR, ADFE ATl diet g2 Bz A
5 LetolHA] Gt st Hit. mepA 2 <
TolAE AL FAstl ALH= HEt °WE}E
M1} BEIT ERIONA AT H = Aol Hidt = ze}
oAl gl o]&9o] YT & ZolZtL BHH
o] ¥ig& A4}t

E oML J3EA g o]24 wjA4L vlglog
BHI QX 7]9E Faro| A 4B|R}F /0] o]-&o =

N3 Y2 At o] (I DI 22 A
TuRe A

2. 714 4%

1) 7418, A A AES} Hzo] e 74
Ak 9R7)e 7t o184 ARAY 87

WS AE P AHAE AT
AL g 9Ju|g ‘_’]‘Uang, 2015). &HA= ZFAA H
&3t JET AEsl7] ol (Rust & Lemon, 1999),

HIA7L QIAst= AH O 7 E SHAI7]7] siA
B|} 7HQ1e] HH aet 5‘]3}% JHE A5

e
P

7t EHEOH %Xé@?l 0“2}% nA= AoE UrE’r‘;.’l‘:}
(Gutierrez, et al., 2019; Le & Wang, 2020). 27|
O|AHE &= AHAP7} Faro] sl drbt A s 3
HE olsfsty, &Usta, SuE 7HA=7 ol digt 4
EE 9ugtt} Kim, et al.(2016)& HEHE 9 Q1A
OJAHEL= BHHE Yof thet g} AR o] 374
A9l JFS HA = 3YUYUS ASoAY, Kang, et
al.(2019)2 Htd Fa1 9 Aolm| Aol A Farof of
S QIACIAHE: Hzofl 3784 ¥F2 A= &
AU ASoIGi:. AYALE PO =E X719 F

HI. 7jI2k= o] 59232 §3& mlE Aol

Personalization i
Engagement H2 Attitude "o
H3
Coupon Proneness H10 Intention to Use
H5
Ha |
Economic Efficiency HS .Informatlon H“
Privacy Concerns
w7 | H
. . H9
Irritation

(I8 1) 8128
(Fig. 1) Research Model
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H2. AAoJRAHE L Ejo] FFZ 0l
Aor},

992 vjd

2) FE 01%’2?%}3'} H, ZAol 3t 7

nube ZEo wukd 9 GPS 7|5S E3
AH|ZO ARt X E AA oY FEZ HE &
171 W, AR Fuid GAE Qe RS
Tk S Fole= o ue- &3Hdo|tHKhajehzadeh,
et al., 2014). Xu, et al.(2011)& FE o]-&Algko]
HAJAAHAG A AAFEE Olﬁfﬂ 9]501]

(Coupon-prone Consumersix= 7H4S 4407
A Z+ob(Garretson & Burton, 2003), A4 o]<]of
A5 HChen & Lu, 2011). Swaminathan and
Bawa(2005)= 74 94l0] =& MR FEZ
At FE ol g0l EU T Sglt), MTE
S 2 olg4gl £8 AMAL VAT
22 AAHEE B3 4S5 e BAA Fgq
175517 Wgstol 94714 ol el IHH
H=E HY Aot of2et =9F 7|Hto g FE o]§
B "=}t AA 384U FF= 1A Aotk

wheb] Theat 2 7HES A snt

El

H3. & o842 HE 3389 3 v

Aol
H. 7 o83 FAHo] 3979 §< 1
Aol

3) A3} Bk, AR meto|HA] o Agt 7Hd
AR OA 7HAL w9 HIEE 8QI0E AlFo|u
AEl A9 Hf AAo $8% IFE "G
(Babakus, et al., 1988; Garretson & Burton,
2003). Souidena, et al.(2019)& YA|7]4t FE9]
Aol o] AL JFE vA= 8UUS

4 2022 -7

AZ3}99, Gutierrez, et al.(2019)2 #7714t F119]
244 HAfo] fA 7]t %34 Ao 3HA
¥ A= A 4 “Poﬂﬂr 2 914
719k B39} FE, IRl v 53 22 QIAEE
&S Sl a7t HF P JEE ST
O 24 Leto|HAl ZAE EolAY AAT 4 Aot

(Koohikamali, et al., 2015). Premazzi, et al.
(2010 4¥A50] 245 wAS g7z ol
mafoluiAE E718 7RsAo) o EohT A4esih
AeATE vigoz 37)e F19) o8 91X
7|8k Lo A ALE= SQIFE W ma R AH 9]
AAA A A Wl 4 AARRE AZH
=7 ofof wjet A xajolA Hsjol et 27}
448 20T, A4 gl 33U e ol

Rolvd, 4x mefolul A Gelolt R3HY JFL
o) ol webd the s 2 HIS eI

H5. FAVg2 Bzl 5942 9% mlE Aot
Ho. “gA1 82 g2 Zapo]ulA] Fejo] g3l §3<
o @ Aojr}.

4) B7H3 AAA,
a5 7HAd
7k ABAE A A T HRE AR

B, . ZetowA] FEol

S A9 7S wA = Y716 Faro] dis)
BAAQ kS 2K Gutierreza, et al., 2019;

Lin & Bautista, 2020: Suarsa, 2020). Im and
Ha(2015)= 2%< ooy Foj&S & AY
T 22 8% npAY WA 2 Hofsta, AHRE
SATA T LHAFY FAQ Pxé o E}E} 71l
A HEEE HARE Agog olAE 4 9tk 3}
ATk 3 olof 22 FaA “ﬂ/‘];‘] ] fﬂ‘_ AH|ZEY
g HIAIA O tigt T, A7 59 FEAA
% ZAA o]Q]of] RAAQ] 3 m|FIHL 5431
and Bautista(2020)= A 714F 3F119] A7t
FE Y o BYHRI JFE WA=
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7o) ATkl skglom, Aol W= 3] 7)%t
F1LY A7HE AAA716E FaLe) Hlmof FA ARl o
TS oRth= Ao] £HE A (ang, 2015; Suarsa,
2020). 947\] 11_} %f % AB|REY] FAlof| whek A AT
] ]%‘E]7] EH—E— ] } A= B JE7L 244
o8 AFHry 3} FI FAE o g 3

gotAL FAoh= % =
itk F19 J’}OJ—S_—

-111

A% =
71]9 740]“1 HXV]H} “’}J——’i Ao A= 24 F
1= AJAPETL 8 o] LEE Qo et &= 9l
o] A IatoHAlo] et A7t B F7leHA 2
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(Table 1) Variables & Measurement ltems

Variable [tem Prior Research

1. How well information is provided immediately to the user.

2. How well users are provided with the information they need. Gutierrez, et al.(2019)
3. How well users can achieve desired results. Le and Wang(2020)

4. How effectively information is provided considering the user's location.

Personalization

1. Degree of immersion in location-based advertising

2. How well information obtained through location-based advertising
can lead to the right purchase decisions.

Kim, et al.(2016
Engagement 3. The degree to which viewing information of location-based Kalnmg eetzl‘((201 9))

advertising is enjoyable

4. How often product links, images, icons, etc. are clicked to obtain
more detailed information through location-based advertising

. Degree of legitimacy of the transaction using coupons

Coupon . Degree of enjoyment using coupons Im and Ha(2015)

proneness

. Degree of purchasing possibility of a coupon brand Jang(2015)

. How much do you enjoy collecting coupons.

. How reasonable the price of product is.

efficiency . How well money can be saved. Souidena, et al.(2019)

. How worthwhile the monetary benefit is.

. How cumbersome it is to receive location-based advertising.

. How annoying it is to receive location-based advertising.

1
2
3
4
1
Economic 2. How often a product can be purchased at a discounted price. Im and Ha(2015)
3
4
1
2
3

Guti , et al.2019
. Degree to which location-based advertising interferes with normal LirLi ;?dre]gastisata(@ozo))

smartphone use

[rritation

. How difficult control over location-based advertising is.

. The number of ‘likes for location-based advertising

Achadinha, et al.(2014)

R d Park(2020
. How beneficial location-based advertising does feels. yuSir;rsaérOEO) )

. Degree of positivity for location-based advertising

Attitude

. How sensible location-based advertising does feels.

. Level of annoyance about personal information request

. Level of concern about personal information leakage

Information . Degree of loss of control over personal information

privacy
concern

Schade, et al.(2018)

. The degree of loss of control over personal information Gutierrez, et al.(2019)

. Level of invasion of privacy due to provision of personal information

. How clear the awareness of the collection of personal information is.

. How clear the understanding of privacy policy is.

. How accurate the awareness of the use of personal information is.

4
1
2
3
4
1
2
3. How much too much personal information is requested.
4
5
6
7
8
9
1

. Degree of willingness to use information & discount coupons

Schade, et al.(2018)

Guti , et al.(201
3. Degree of willingness to recommend products & services to others " I?sirzrzsaizgzé) 9

2. Degree of willingness to provide personal information

Intention to use

4. Degree of willingness to visit a store to view products & services
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(Table 2) Demographic Characteristics of Samples

Demographic factors No. of samples Ratio(%)
Male 213 45.0
Gender
Female 260 55.0
Under 20 9 1.9
21-30 years old 107 22.6
Ages 31-40 years old 118 24.9
41-50 years old 101 21.4
51 years or older 138 29.2
Housewife 46 9.7
Student 79 16.7
Office worker 270 57.1
Job types
Free professional 40 8.5
Self-employed 22 4.7
Others 16 3.4
below high school graduate 15 3.2
College student 63 13.3
Education level
College graduate 255 53.9
Graduate school or above 140 29.6
Less than 6 months 134 28.3
Over 6 months to 1 year 104 22.0
Period of use
Over 1 year to 2 years 78 16.5
Over 2 years 157 33.2

(B 3) A7H20| CSRIGERY M2 XIS 53t UHUBY 45

(Table 3) Internal Consistency Verification Through CSRI (Comprehensive Factor Reliability Index) of Research Variables

AVE Composite Reliability R square Cronbach’s Alpha rho_A
Attitude 0.752 0.924 0.615 0.890 0.891
Coupon proneness 0.712 0.881 0.799 0.815
Economic efficiency 0.718 0.910 0.245 0.869 0.869
Engagement 0.651 0.903 0.866 0.870
Information privacy concern 0.745 0.921 0.221 0.886 0.911
[rritation 0.747 0.922 0.886 0.890
Personalization 0.681 0.914 0.883 0.895
Intention to use 0.669 0.890 0.528 0.835 0.838
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(Table 4) Factor Loading Values & Cross-Factor Loading Values for Each Variable

! Coupon | Economic Infor'mation o . Intention
Attitude eSS | @y Engagement Cpor:]vcaecr\r/1 Irritation | Personalization to Use
Attitudel 0.855 0.449 0.550 0.643 -0.189 -0.342 0.482 0.652
Attitude2 0.887 0.456 0.571 0.579 -0.172 -0.342 0.441 0.621
Attitude3 0.871 0.438 0.596 0.554 -0.195 -0.337 0.428 0.619
Attitude4 0.855 0.421 0.608 0.504 -0.118 -0.266 0.394 0.551
Coupon proneness] 0.359 0.791 0.330 0.276 0.068 -0.076 0.301 0.278
Coupon proneness2 0.442 0.876 0.351 0.357 0.019 -0.136 0.309 0.343
Coupon proneness3 0.474 0.862 0.452 0.418 -0.035 -0.133 0.395 0.424
Economic efficiencyl 0.568 0.403 0.837 0.497 -0.107 -0.261 0.461 0.490
Economic efficiency? 0.564 0.385 0.868 0.480 -0.059 -0.222 0.465 0.491
Economic efficiency3 0.560 0.347 0.838 0.420 -0.090 -0.187 0.363 0.450
Economic efficiency4 0.575 0.399 0.846 0.428 -0.033 -0.207 0.400 0.464
Engagementl 0.511 0.288 0.393 0.807 -0.190 -0.238 0.546 0.518
Engagement2 0.520 0.335 0.448 0.815 -0.207 -0.231 0.601 0.543
Engagement3 0.491 0.407 0.471 0.767 -0.113 -0.263 0.659 0.534
Engagement4 0.605 0.336 0.462 0.850 -0.248 -0.367 0.570 0.564
Information privacy |96 | 0036 | -0.111 | -0264 | 0873 | 0482 0171 | -0314
concernl
Information privacy | _q1g5 | 0011 | -0.001 | -0230 | 0909 |  0.418 0125 | -0.277
concern2
Information privacy | _q 147 | 0037 | -0.064 | -0.195 | 0888 | 0362 0007 | -0.234
concern3
Information privacy | g 85 | 0063 | -0.004 |  -0.080 0.775 0.325 -0.040 | -0.199
concern4
[rritation] -0.321 -0.125 -0.211 -0.357 0.420 0.876 -0.213 -0.305
[rritation2 -0.373 -0.156 | -0.252 -0.335 0.412 0.914 -0.217 -0.347
[rritation3 -0.317 -0.120 -0.225 -0.247 0.381 0.872 -0.165 -0.288
Irritation4 -0.271 -0.074 -0.206 -0.220 0.409 0.792 -0.167 -0.286
Personalizationl 0.311 0.244 0.326 0.491 -0.057 -0.143 0.787 0.365
Personalization2 0.448 0.356 0.411 0.616 -0.119 -0.202 0.848 0.511
Personalization3 0.450 0.340 0.423 0.596 -0.093 -0.170 0.836 0.462
Personalizationd 0.468 0.346 0.442 0.602 -0.153 -0.184 0.864 0.489
Intention to usel 0.629 0.457 0.520 0.529 -0.168 -0.281 0.498 0.828
Intention to use2 0.497 0.227 0.407 0.444 -0.322 -0.305 0.424 0.769
Intention to use3 0.589 0.286 0.427 0.565 -0.296 -0.317 0.474 0.849
Intention to use4 0.589 0.392 0.472 0.572 -0.220 -0.263 0.431 0.823
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(Table 5) Verification of Discriminant Validity by means of AVE (Average Variance Extraction)

Square Root Values of Research Variables

Coupon | Economic Information Intention
Attitude " Engagement|  privacy Irritation | Personalization
proneness | efficiency concern to use
Attitude 0.867*
Coupon proneness 0.509 0.844*
Economic efficiency 0.669 0.453 0.847*
Engagement 0.660 0.422 0.539 0.807*
Information privacy | o196 | 0014 | -0085 | -0234 | 0863
concern
Irritation -0.372 -0.139 -0.259 -0.338 0.469 0.865*
Personalization 0.504 0.402 0.500 0.698 -0.134 -0.221 0.825*
Intention to use 0.706 0.420 0.560 0.647 -0.304 -0.356 0.559 0.818*
*: Square Root of AVE
4. 7M4E3 ¥ e ot oje} 22 A¥te= 740 A AlFste AA7IEE F
7} oS- TRkl gE, ABA 9A] P FaE A
HYATE Hoz A4 A7/H] o] 4% WHOR ATTE 4] MG Aoz, AU
St Adhe o2 2H((TE 2), (R 6 FR). AA QX716 FIE FASHE 2HA] HEE AF
7Hd H1Z A&A4=-0.039, t#=0.929% 7§13} EA|= Fole= 2A0x Wad, AHRs 7199 &
= Hzoll Fo% FF= PAA g ZA2E Ut &% JE ot J¥ETG AAE FHET JH o
Personalization
- -00390.929)
Engagement 0z asy) Attitude
9ag (R?=0.615) 0.673*%%(22.532)
0.186"**(4.554) N Intention to U
w ntention to Use
Coupon Proneness o 769) -0.031(0.963) (R*=0.528)
| 0426+0.476)  0:378"(10.009)
. - Information
Economic Efficiency |~/ 0030970 Privacy Concerns
(R?=0.245) (R?=0.221)

| -0200"(4.052)

Irritation

0.479***(13.989)

*p<0.05, * p0.01, **p<0.001
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(Table 6) Hypothesis Verification Results

Hypothesis Path Path coefficient t value p-value Verification result
H1 Personalization — Attitude -0.039 0.929 0.353 Reject
H2 Engagement — Attitude 0.356 7.458*** 0.000 Accept
H3 Coupon proneness — Attitude 0.186 4,554 0.000 Accept
H4 g:;fj;ifg}fggfc; 0.426 9.476+ 0.000 Accept
H5 Economic efficiency — Attitude 0.378 10.009*** 0.000 Accept
Ho | [omemic elicieney 0039 0970 0332 | Reject
H7 Irritation = Economic efficiency -0.200 4.052%* 0.000 Accept
H8 Irritation — Attitude -0.122 3.769%* 0.000 Accept
Ho %;ffl;alﬁfja:y I 0.479 13.989"" 0.000 Accept
H10 Kgi féievacy concerns = -0.031 0.963 0.336 Reject
Hi | nfo Privacy Concerns = 0172 5.156" 0.000 Accept
ntention to Use
H12 Attitude — Intention to Use 0.673 22.532%* 0.000 Accept
*p{0.05, *p<0.01, **p<0.001
Feo] B 27| gz 7149 HEF FE AFol o7 Fuid 4 Y= FEo] ok o] tisf 34
dwo] 9O JFL HAA Rk 2202 9% Adl A4S el Hek. b 247 A 9
2o] wolx 1 girk et 1 ok A2A% & FE] et Ao} TE ol8o] g AR
=0.356, t#=7.458% 0.1%9] FosEolA Ags AFE2 Heo] 3440 FFE T+ 8ol ¢

Sl ols 2 AR HPATS
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