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[Abstract]

This study is to identify the characteristics that incentive nudge, as a means for acquiring personal
information(mydata), should possess, which is becoming increasingly important in recent business
environment, and also to investigate how these characteristics of incentive nudge influence users' intentions
to provide mydata from an exploratory perspective. To achieve the research purposes, this study defined the
representative characteristics of incentive nudge(presentation, information, default, incentive, interactivity,
and affordance) through a review of previous researches. Based on this, a survey was conducted among
users who had experience providing mydata on various online sites in Korea. Using the final 117 survey
responses, various statistical analyses were conducted, and the results showed that presentation and
information among the characteristics of incentive nudge had a statistically significant impact on the
intention to provide mydata. From this, it can be concluded that from the perspective of online site users,
the design and content expression of incentive nudge positively influences the intention to provide mydata,

whereas excessive informativeness of the incentive nudge negatively affects the intention to provide mydata.
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I. Introduction
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II. Literature Review

1. Definition of incentive nudge
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3. Mydata provision intention
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4. The relationships between incentive nudge
characteristics and mydata provision intention
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III. Research Design

1. Research model and variables
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Table 1. Research variables
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Fig. 1. Research model

Variables

Items

Presentation

prel)
pre2)
pre3)
pre4)

Nudge should have relevant contents and items to enhance mydata acquisition.

Nudge should clearly state the purpose of mydata collection

and usage.

Nudge should engage to boost mydata acquisition effectiveness.
Nudge should follow a proper sequence and process for capturing mydata.

Information

inf1)
inf2)
inf3)

Nudge should explain how mydata will be used in the future.

Nudge should objectively present the benefits and concerns of providing mydata.
Nudge should inform users about feedback on their mydata usage.

Default
Char. of

def1
def2
def3

Nudge should display necessary details (biographical, financial, mental, etc.).
Nudge should provide specific methods and options for entering mydata.
Nudge should outline terms, conditions, and legal constraints for mydata entry.

incentive
nudge Incentive

inc2
inc3

)
)
)
inc1)
)
)
)

Nudge should offer various benefits and rewards to encourage mydata entry.
Nudge should provide additional personal or informational benefits.
Nudge should offer economic rewards (products, cash, points, etc.).
Nudge should provide rewards to motivate continued mydata entry.

Interactivity

int1) Nudge should facilitate good two-way communication.

int2
int3
int4

Nudge should include personalization to build user trust.
Nudge must deliver accurate and timely information.
Nudge should offer varied input and feedback options.

Affordance

aff2
aff3

)
)
)
aff1)
)
)
aff4)

Nudge should be voluntary and encourage mydata entry.

Nudge should include tools to make mydata entry easy and convenient.
Nudge should engage multiple senses to ensure awareness of the process.
Nudge should offer features like feedback to support mydata entry.

Mydata provision intention

mdi1
mdi2
mdi3

(
(
(
(
(
(
(
(
(
(
(
(
(
(inc4
(
(
(
(
(
(
(
(
(
(
(
(mdi4

Basic information

Sensitive information_Physical
Sensitive information_Property
Sensitive information_Mental
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2 Aol e Aptee
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2. Research methods and subjects
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(factor analysis), A12] &2 (reliability analysis), T
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-

r

3 HEA (multiple regression analysis) 9] EAIEAS
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IV. Statistical Analyses

1. Basic statistics of the sample

£ o] MRl SY ARISe) AREAR 54
< Table 2 % Table 32} Zt}. & A3o] H7A] SGA
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Table 2. Demographic characteristics of sample
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2(66.67%) 2 LIERITY.

Table 3. Internet usage environment and preferred
incentive nudge type

Variable Freq.(%)

Internet Wired internet 21(17.9)
environment Mobile internet 96(82.1)
Preferred incentive | Monetary / Time of day | 78(66.67)
nudge type Monetary / In the future | 39(33.33)

Variable Freq.(%)
Gender Male 79(67.5
Female 38(32.5
Teenager 28(23.9
Twenties 35(29.9
Age

Thirties

Over forties

A isit -
verage visits 20 times or less

er month -
P Over 20 times

General shopping

F tl i - -
requently using Streaming Services

(
(
(
(
(
10 times or less 42(35.9
(
(
(
(
(

li it
Online Site Others

2 Ao] H2A] SR 22}l AtoEofA QIAE]
8 SIR|9] ofmet S4d0] Fasttti AZsterte Aeet
ik Table 491 2t o2 F3l & o, AAEE x|
Heet 54 oM iAoz 231 d(presentation)t 7
H/d(information) 2210] ZF == AEad5S0] tisto
a3 YAstL Qs Aoz mofegict

Table 4. Perception on characteristics of incentive nudge

Items | Mean(SD) | Items | Mean(SD) | Items | Mean(SD)
prel | 5.56(1.28) | def1l 5.49(1.50) | int1 5.42(1.20)
pre2 | 5.92(1.23) | def2 | 5.73(1.21) | int2 | 5.58(1.22)
pre3 | 5.04(1.52) | def3 | 6.09(1.09) | int3 | 5.81(1.04)
pred | 5.49(1.20) | incl 5.81(1.23) | int4 | 5.68(1.23)
infl | 6.42(0.89) | inc2 | 5.54(1.27) | affl 5.49(1.30)
inf2 | 6.28(0.95) | inc3 | 5.71(1.25) | aff2 | 5.73(1.18)
inf3 | 5.96(1.09) | incd | 559(1.29) | aff3 | 5.25(1.22)

aff4 | 5.47(1.16)

2. Validity and reliability analysis

2 AolA ARESEL Q= AEAIPE BASHLAL Sk
Mgy 42 Aldiz vtgste JeAlE ERlshr] ¢
3l R1%% 7152 1.9%Heigenvalue) 1.0 0JAFS 71%
o=, QQIg|A WAl 2] A(Varimax)gAlo] 9t @
A S AAlSHITE gt QR1eAS Foll =& 57
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Table 5. Validity and reliability analysis

;6}

A
[e]
Y| wA oFEsh &

Ttems Factor | Factor | Factor | Factor | Factor | Factor
1 2 5 4 5 6
int] 81 | 15 | 5 | 21 | 13 | 11
int2 76 | b 9 | 18 | 4 | 16
int3 75 | 6 | 7 | 21 | a7 | 20
inta 69 | 16 | 13 | 33 | 29 | 8
incl 9 | 88 | 19 | 13 | 13 | 8
inc2 2 | 87 | -4 | 6 | 20 | .
inc3 9 | 84 | 15 | 6 | 12 | 8
inc4 34 57 23 .35 -4 3
inf1 a2 | a2 | 87 | a2 | 20 | a1
inf2 a7 | a0 | 79 | a4 | a2 | 28
inf3 4 | 20 | 75 | 13 | 14 | 35
affi 21 0 | 10 | 82 | .11 | .19
aff2 31 20 | 13 | 72 | 13 2
aff3 24 | 19 | 31 | 66 | 10 | 6
affd 37 | 7 0 | 61 2 | a0
prel .20 9 .20 2 .82 21
pre2 24 | 13 | 44 | 6 | 69 | -1
pre3 -4 21 =12 46 61 7
pred 31 | 33 | 34 | 16 | 57 | 6
def1 20 | 28 | 33 | 0 0 | 77
def2 0 | 4 3 | 36 RE
def3 28 | 2 | 36 | 6 19 | .64
Bigen | 4 040 | 1511 | 1204 | 2151 | 2678 | 1.888
value
% of Var.| 1 o301 14.730 | 10.630 | 12.080 | 12.300 | 11.260
Explained
Crogbj‘:h 8 | 87 | 88 | 8 | 78 | 77

3. Analysis of the relationships between

incentive nudge characteristics and mydata

provision intention

© AHollM
oo UfAl=

Ao Al
=2 a2

l‘[o Mr o

l_o]
o

| . O O Y
Al5ISiTH<Table 6> &), SA4Y}, 3] H2 Y
FZF 2.44, p-value 0.0297(p<0.05)00|A4 EAXC =

Sojujs 252 Uehjn

1.82A] 2HI9] o=

AlE| B 51x]9) E/do] ntotfol& A|
w s} W

Az molsl] stel el

9lom, Durbin Watsong)jo|

ElciAo] ec},

WAlo] £ FolA EAS A e

EH q%g o
diol8 Aol ARz [olel

OJME] Y| Alg.

ojRIA] gk Zo@ motegic
2 ATolq QAER Hxlo] mRA
2oj50f o]l

sk
[o 2N

ArQ A
=100

o]

S A9 A2 g}o]

BAATE QAIEE

ﬂ =] _9_0] ‘:(7(1

SEAN 3L

o] atoldjojEf |
sARCZ Rt &(p=0.05)

o2 sljAdet 4 9=, o]+ loannou et al[36]9] 01—‘,L73
se} leke @olm T3, QAL Hx|o] ArAol

3 =y oh QUIEL SRl R
o] }o1e] e} 5ol S DlAlE 4 F sffol]
& SRl QAE|E WAle) A 2F0] sl £
A9 oslz AEAIS AR ABolzd] Byl
IS F 4 5

o
CF 7} RRAJEE 1 9SS & 4 AT &, AAEE |
Rlo] MY 54 5 P43} ofojglo]g A3 =zte]
#Ho] EAR O Z gl

olgh 2 olojct
A7 Pdo]l A=A ofgfl9] <Table 7>1t Zt}.

Table 6. Multiple regression analysis result on the
relationships between incentive nudge characteristics
and mydata provision intention

Unstandardized Std. .

.. coeffici

coefficient ent
Model Standa C.R. | p-value

Beta rd Beta

® | ®
Constant | 4.290 | 0.915 <.0001
Present| 262 | 0.145 | 0212 | 201 | %0073
Myda ation **
ta I”ft‘i’;:‘a 0563 | 0.162 | -0.396 | -1.49 | 0007
psr::' Default | 0.181 | 0.136 | 0.153 | 1.60 | 0.1865
inten Incentive | 0.041 0.124 0.035 1.58 | 0.7397
tion I”fveisd 0117 | 0155 | -0.093 | 1.37 | 0.4512
Af;‘;;da 0151 | 0152 | 0121 | 1.48 | 0.3255

RZ= 117, Adjusted R*= .069, F= 2.44, Sig. F= .0297,
Durbin Watson= 1.8
® *P<0.05, **xP<0.01, ***P<0.001
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Table 7. Research hypothesis test result

. Test

Research hypothesis result
H1: The characteristics of incentive nudge will .
have a positive effect on the mydata provision partially
. . accepted
intention.
H1-1:The presentation of incentive nudge will
have a positive effect on the mydata provision | accepted
intention.
H1-2:The information of incentive nudge will
have a positive effect on the mydata provision | rejected
intention.
H1-3:The default of incentive nudge will have
a positive effect on the mydata provision | rejected
intention.
H1-4:The incentive of incentive nudge will have
a positive effect on the mydata provision | rejected
intention.
H1-5:The interactivity of incentive nudge will
have a positive effect on the mydata provision | rejected
intention.
H1-6:The affordance of incentive nudge will
have a positive effect on the mydata provision | rejected
intention.

V. Conclusions
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