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Abstract

Purpose: As competition in the online platform market heats up due to the growing online presence, there is a growing interest
in consumer protection legislation to protect consumers. The current online platform law has been criticized for its limitations in
regulating the rapidly evolving platform economy. In particular, there is an ongoing need to regulate 'dark patterns' that deceive
and mislead consumers. Research Design and Methods: This trend has been recognized not only in Korea, but also in Europe
and the United States, which have enacted related regulatory bills, making some types of dark patterns illegal. It is necessary to
protect consumers from dark patterns. However, there are some opinions that legal regulations do not protect consumers, but
reduce consumer choice, as there is no specific definition of 'dark patterns' or analysis of the damage status. It has also been argued
that extensive regulations could shrink the online platform market. Results: Therefore, it is necessary to clarify the areas that can
resolve consumers' complaints about dark patterns before the revised law is implemented. In addition, it should be a rational and
efficient system so that the continuously growing online platform market does not shrink due to excessive regulations and can
develop healthily through the prevention of dark patterns. Conclusions: Here, it is also extremely important to specifically present
the scope and standards of regulations and reduce the scope for unnecessary legal interpretation. It can also be a good idea to
strengthen the education of consumers and businesses on dark pattern problems and their solutions, and to create a foundation that

allows them to solve problems autonomously.

Keywords : Online Platform, Types of Dark Patterns, Dark Pattern Regulation, Dark Pattern Legislation,

Dark Pattern Prevention
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1. Introduction?!

QISXls (Al Artificial Intelligence) 7| ZHE2
SHIZEA M2 |fde OHHEES Sl aHE
Tt 2Ed2 TS0 W ACH ot AlEEE
Hal= AH[XQ| QIX|-dE HYZS O|&3t0 oJAHAE
ggg Fe OAMEHSE AH|Ato| MEE RE5D
Al 7|1goM= o SAE 2= ADILE AH|XQ
TOiEeS =€ 4 ULt (Richard & Cass, 2009). O|0f [t2t
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THS HedE MZIStUC ME2 HEjol CtAamHE =22tel ZME0oM CHAoHE CXpelo| 2fsh msh7t
71EQ AHXAIEZYOR AHME St=0 oAt UCh= SESIHA o= CtATES FHOIL &2|H =2
20 CHSE SZCH7F WMEIRJUCE O2{Lt CHATf o et 59| ¢RIt X|&E1 QUCKShin & Yoon, 2022). OECD
SYE Fovt gln ms |Y FEO0| YHSHX| Lot AHAPE ML A2 0 M = CHa oy & =9lE 9
ojsh A0t 3 oo A7 URALCHCho et al., 2023). J|XEIME E7HsI0] ZALE X&XMOE Fdstn Qs
Ol2{gt Ao ZELE 19 WY FFE HICHH Hef7t AgolCh Lot 220 EMES CAIH #Es HHA
=243 3I75tHM X EZMZe Teo|  HEXA AEO| CHEH P =2|7l EU ¢ O|=F2 JSNSE A7t
A AL, TRAAZHel stz COIAIfHE S el QUCH ATl B2 2005 HEH E3H
ngst oz AHXOA HE YSle 7t dd XE2 Sofl AH|XIL QIAHEAIE SHA| @otE
=49 Z7t5tHAM CHAIHE Ao et =o|7 Zes| s Aol Ee HAE SIXste =S FY
A0 A= S=O|CHKim, 2022). CIRmjEar 22 AH|Xb 7|2HHQIE HASHH SXstn

CHRmj &2 AH[XIel MEiHZ Hoistn =ERs ACL O =3dst Z™YyHn 728l HRAE
A2l A H &S X2 = UCts oM Ol 7HM3HY| aXste Ay, M2zlEsY S22 &dt9
st #Ael Frer H8Fel Jtolgs, gE2|H =97t AHZOIA A F2 WES S| L2li 9
X|&E[0foF  BtCh(Kwon, 2024). SHQOMZ=  Zt=9 20oi0F BiChe oIFE =21t5t0 CHAIEES FHSHD

TAskE Zl2tat =AY SH2= CIAIEO| oS ALt

M= gH Yol w=H TAZ|D ALt FLOME= olgfet dH2 =UOAME CATE m| S7tof
el M=l HASAHY SoIMel AHIA Ezof ket me Sz CfamE A4E St AXel 240l
HE, ‘BA-F1o S| Y HE S22 Ci¥et  =OMX|1 Qe FAMOICE CIIOEO 2 I A=
CLAOEE &8szl o@rl M=o C3mE fHE IZLE 19 ez HXEAHI SSOHHM B[RS
et F7hHel Beh MEe TR0l H7I=RAC migizr Soteol et Hs B2 2tds 2 EIRACh
g71Me 2EoAM = I CHIAmE2 7|gel 2iE B ChAOEo| Oigt =uWig+= CI3mE CiXRelof chet
Stgfar A olF, ®H EME Xl f  AEAEel Mol FY S0l OXle  FY¥o|
SHOME FAY 2R2d80| Ut olge #A= 7|2l FAAXE Sz A7t EAC.

oAE HEES MetStAbE Aol ot 7Y Ax=Z CtAmE  Cxel e Ol  AH[XF mfsirt
CIAmE XS flet M7H s Sl 2HKS StStEM  AHIX EZE AR ARCl 2890
MEBIE 255t 7|gel FYHES AFI| AWM= M7|= ALt Yoo(2022)= 22t2l Tl Hejet 20|
CIAOE A SXE <l AFFa X =8 &9 =4 LY HA 222l Ao [WE O[&Atel ZYO|Lt
=S Yo o €4S 275t AL HEiol ejmo= CHAmES & Yo 2 HEO

et 2 s AHA 7|Thdel 220 =L CHolAf 1St QAL
SAUZ ZO0fol XY HAEM RAE < BHAHE 0| Jeong(2022a)2 CHI{EIO| CHEH A Wete=z
gH % Y Z2K(Yoo, 2022 SH AH|Atet 2242 gAY S5 SH2Z #H E2dol U=/
SAUE AlIFO oiX= s HEEIX ik Ol thet MEet BZE2 HMAISHALE Kim(2023)2 ClX|E
o 2H[A mBiE Fo|n, 22t EFUF  AFO Altiel SZ a0 2HA-OME 8 JEE SHE2
UHSH 48 + U= LS MAISHAX; SHRATH AHEMHE 2UHoz XYY 4 ACHH Y e
C

MIzoz ofop BE FEE Y
2. Literature Review gatelyel CIANHI AHXESE  HAAZAY
Moo1 & A 1% A1 sl 253 SN 2
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=0|5t0fOF St FRESHD
Yoon(2023)2 ErﬂuHE of THet AH|AF H20Me=
E=O0[L} Oj=29| Z2|=L[otF0|A HaHEo| gt 742l

UL,

Hiole M=o CHoiA HADS ZAlstn Utk SHALE
et o MElof el AE X ez
EfBL0{0F oiChe YFOICE SRS E 2023 HE
=ctel CEATjEo| it fEE 2% 2H ArXt
#E|Ate B AHIXL RolAldE ©2 222 C3IHE
el JtolEErelE ZESIYICL 0l Sof

=
SH|AI] AXE QS Uets RAMSHTHE Al=o|ct
SO = 2021 HEE 2023 H7HA] =2[0f| A CHEDfE Ot
#EE 5 o] MEQHS HNSHRALE. ofof et 2024 H

1 3 ‘xﬂféMEHE SOMS AH|IXIEDO| 2o HE
YRINEYER ¥ CIAME FXE o =3
=225 S5HA E AL,
3. Understanding ‘Dark Patterns’
3.1. Definition of Dark Patterns

IAZLE 19 MOEel JI¥ez CXE 0|
7t5etEo| ot FAREARZE 35t A2m oo
FE= o2 aHX ZH A FFEY
A|ZtSECHMoon & Jo, 2024). §3|, MAtLHZE Sl
25t AH[A 2H T CIRO{ED 2EE WE0| =2
HIEE AHX|St RACEH

CHEO E 2 =2l UX CIX}O[L{O[X} QIX|SH HiALQI

Harry Brignull O] 2010 & 112t9t S0{2, «&f 40| Q| 51X|

®e HYPS FHSI=E T HAOIELL HojM
ANEED Ues E%‘”% O|0|(Harry, 2024)¢tCh 2Lt
AR ZlHe =2 IJHAROAMEZ CHIOfEo| CHe
dutetE JHEol FEE H7b gich 7| mEo
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goj2E 47| ol =TO| ATHPark, 2023).
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3.2. The Extension of Dark Patterns

ealolg JlHoz e Al HEO| £O
AH[Rte] MEYS W] 9% 7|Y¥ztel FMWO| G

1=
K gsix| QAT

SAHE =AM mE®H 2023 @
e2atolad AHefHe 2022 W L} 8% 0|4 ZItSIHAM
227 ZYUS SWSIRALCE 224 Hefd 5 2o UL E
HejHo| 167 = 8 M 276 9 YO R X[HEHOR BISH=
FEME 0|1 QUCHStatistics Korea, 2024). 2024 4 AbHt7|
2etIa® A Eob ofg of 20 TS HAS
LIEFLH D QUOf, 2 CHH| Cha &8 AR ofldkln
ULCE O|NME 2zt AFO| e 7|2 stog
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Table 1: Fair Trade Commission dark pattern detailed type

Item Details
Defrauding | Hidden renewals, Drip-pricing,
type Sneak into the basket

25

False discounts, False recommendations, Bait
Misleading

and switch, Disguised advertising, Trick

type
questions, False hierarchies, Preselection

Interrupting canceling out or opting out,
Obstructing

Hidden information, Obstruction of price
type
comparison, Inducing click fatigue
Repeated interference, Use of emotional
Pressuring | language, Notification of time limits,
type Notification of low inventory, Notification of

other consumers’ activities
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AH|XLO| &S HIEFHOZ 7|YojA &8ss tEFQ OIMHAIE SHX| QOtE XSEHCZE A Y0| k= HRE
fgez dAHZY ZiKAnchoring EffectyS & =+ UCL aX|5t= A OICE o G2 O|HZ|OtoM 2 F 2 &
O|AdE AH[XtO|A &l oF JtHEZ Z=xsto] HXY @oterg A8 = XseE Z2|0jg =2 AMdte
TOiSt= 740l MEstd, &Qlg0| =Of HO|EF HAS HYSto HIFS Fotsts A7 UAACH Z 2
QIMAZ|= OHAEHCE  HMMKE= Ol MEEE FEAS0M= 2023 H 8 # AME CIXEMHAY S
FHo|ct. H7Estol CHRIEES AH[XHE 7|26 HRIZE Folsty,
zZ2fo|d =IKFraming Effect)= 7§Q19| MEHO Ol FAXco=z FX|ote LHES HAISHO ME TS
S ot HE O XHELCE FEIE {EA Zots Lt
HAEZ|UJ=t0| o2t AH|[XA o B2 s O0/X= 1964 & HEE /ol FHEZ  ¥oHl
{O|CH O|2{3t BItE TSI CIIO|ECl Sde A= QAP HI|EES| O] (UNCTAD: United Nations Conference on
mojzrde| LEE ER0|RO|LL 7|RE B E2 L2 Trade and Development)OiM= 2015 H  JHHE
g = Uhs QAAE HOFELEM AHE [|ESH:= FALHXESXHO 2[AHSIH 2016 HFE SHAXYIHK|
YEjo|Ct. =3t HES T ZR0= HALE= AHXESY G HMo| st MEIIIEICE Sl
geol w2t Aad|Xtel  MEHo|  F@E  O|X[AL CIXIE Hejol =toqof e AH| FAASO| ot B3 E
HEHYES EO|7|= o, ot AHZAE XNHHez FXSn UACL 0l
ESt AH|XIOH REEE AME7|(ZHE HITH O|F o= =HAHXEZEHH#I|F  (ICPEN: International
gzof sE g0l |E AMHZ2Z  TEAF|AL Consumer Protection and Enforcement Network)E= 2023
tSt7 e 2L SRSt EAE STSHA HA GO AH|ARtel  MEiZ  of=dt=  CHADEO st =X
oxdMoz EFHEZ JIEAII= HYFXA Hek(Status An el MAISHRACE.
Quo Bias)= TO| &&= RYOICL CHEAoHE Ao 2t H=Hel =7ts 0Fe=
2H|ZHe §ES FOISAX g Of ERQIO| AEDH A A et AME3EY SOM  ALAXOIA
D715 B (ESHE= 0| &otstol gMle EHEOl He At F=a W8S TS| L2l So/E AOof TCte=
2 RE AASHALEL 3R 2IRE Y2 SE5HY O|FE RSt QUCt 2[ZEL|OtFEQ| A AH[X}
2H|ALS] MEAZ HZA[Z|7|E oiCh O|3fet RER HAEEEHS S A|SH Atdg B 50|9f HE
2H|XtO|  AFE|E  ZH(Social Proof)S ZAst OHAHE ORI EES FAHZE FX|St QUCt 2022 & O[=2| o
T Efo|Ct, QIE{Yl M3t UAQl Vonage £ AHIA iR FEAE
O|M3 H JHX| |HOM EXO| CHRIfHS| |FYE oA sta, Moz E QHHE gio] AH|XtO| A sHX]|
O Chsta, FEo| mah AH[X} 7|BFA (R H ofaeS RO 1 A el msf HiY FHS
LAHOl DA ENX] O WO & 4= QUCE CRA| 2fsf 87| = 3 CHMoon & Goo, 2024). S Y2 B ZHX| &>
719 i HIEY, 2ot 29l ZAM oY S M3z 2381 ARe SXE Sl AIK . HH .22
FNSHA Qdota = 5= UCH AZEDE ofL|2t, ™ AMO| LX|GHA] Y= QS
Of7Hste  HRIO|H QL2 ZEMEO X7t
7t (Park, 2016)5tCt FA[SED QACE ZFEE LK E

4. Impact of Implementation of Dark Pattern

N ZaiE MH[AO TS BOAPES =75t CHRIjES
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Table 2: Main contents of the dark pattern ban bill
Main contents of the dark pattern ban law
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