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Abstract  

 

Background  

The advancement of Internet technology and the ability of companies to process large amounts 

of information has made it possible for marketers to communicate with their customers through 

customized measures, namely personalized advertising. One of the primary aspects that 

differentiates personalized advertising from traditional advertising is the collection and use of 

consumers’ personal information, which have presented marketers with numerous benefits and 

opportunities. However, this has also raised concerns among consumers regarding their privacy 

and the handling of their personal information. In this study, the attitudes of Generation Z will 

be examined regarding data privacy, personalization, and the commercial usage of their 

personal information, as well as how these attitudes may impact consumer behavior. 

 

Purpose   

The purpose of this study is to examine the attitudes of consumers towards personalized 

advertising and the commercial usage of personal consumer data, with the focus on consumers 

belonging to Generation Z. Issues regarding data privacy and personalization is explored, as 

well as how consumer attitudes towards the personalization of advertisements may impact 

consumer behavior in the digital environment. 

 

Method 

The positivistic approach was applied with the intention to draw conclusions about a population 

of people, namely Generation Z. A deductive approach was implemented to test an existing 

theory, the Theory of Planned Behavior (TPB) with the intention to examine whether 

Generation Z follows the trend found in the literature; namely that younger consumers 

(Millennials) are more positive towards personalized advertising and the sharing of personal 

data for commercial purposes than older generations. The empirical data was collected through 

a survey, which was later analyzed through statistical measures.   

 

Conclusion  

The results suggested a predominantly neutral attitude among the survey participants regarding 

personalized advertising and the sharing of personal data for commercial purposes. Moreover, 

a positive correlation between consumer attitudes and behavioral intention to interact with 
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personalized advertisements was detected. However, the correlation was found to be rather 

weak, indicating that consumer attitudes are not necessarily the strongest predictor of 

behavioral intention among Generation Z consumers in regards to personalized advertising. 
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1. Introduction  

_____________________________________________________________________________________ 

The following section will introduce the reader to the key concepts of the thesis and 

provide an overview of the research behind personalized advertising and consumers’ 

attitudes regarding data privacy. Moreover, problem discussion, purpose, research 

questions and lastly, delimitations will be presented. 

______________________________________________________________________ 

1.1 Background 

The advancement of Internet technology and the ability of companies to process large 

amounts of information have induced marketers to alter their traditional business 

practices (Baek & Morimoto, 2012; Yu, 2011). Traditionally, companies have interacted 

with their consumers through marketing channels such as radio, television, magazines, 

and billboards on a non-personal basis, thus exposing a large number of consumers to the 

same promotional messages, which have often been based on general preference and data. 

However, the ongoing digitalization has made it possible for marketers to communicate 

with their customers through customized measures, thus enabling tailored promotional 

messages to be targeted directly at individual consumers (Jernigan, Padon, Ross & 

Borzekowski, 2017; Todor, 2016). Furthermore, the Internet have induced significant 

changes in how humans behave and interact, as people now are able to connect with other 

people located across the globe without the need of travel, and can shop for goods without 

having to visit a physical store. They can also search for, acquire, and share information 

with thousands of people in an instant regardless of the current time and their current 

location. Thus, companies have been prompted to establish a presence online in order to 

accommodate to these changes and to effectively target their consumers (Todor, 2016). 

  

The increasing ability of companies to directly interact with their consumers through 

digital media platforms have enabled companies to collect accurate and specific consumer 

data by monitoring their consumers’ behavior and preferences when making purchases 

online. Such information can provide companies with valuable insights about their 

consumers, and can thus guide marketers in their marketing decisions and execution of 

marketing campaigns (Hofacker, Malthouse & Sultan, 2016). Furthermore, through the 
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access of consumer data on specific wants, needs and preferences, companies can 

efficiently and accurately tailor promotional messages and direct these toward individual 

consumers (Yu & Cude, 2009; Tucker, 2013; Bang & Wojdynski, 2016), which is a 

marketing practice called personalized advertising (Yu, 2011). One of the primary aspects 

that differentiates personalized advertising from traditional advertising is the extensive 

collection and use of consumers’ personal information (Yu, 2011; Bang & Wojdynski, 

2016; Todor, 2016) which has generated both positive and negative reactions among 

consumers. For instance, consumers have identified perceived utility as one of the main 

advantages of personalized advertising, which is derived from tailored offers and 

individual attention (Baek & Morimoto, 2012). The increased exposure to promotional 

messages that are tailored to the consumers’ individual needs and preferences can provide 

support through their customer-decision journey by reducing the time required to search 

through an entire product catalog in order to find a good suited to their preferences (Tran, 

2017). However, despite the positive reception, the acquisition of consumer data for 

commercial purposes has also resulted in consumers raising concerns about their privacy 

and the handling of their personal information (Hofacker et al., 2016). This have 

prompted consumers to avoid personalized advertising, as the collection of their personal 

information may be perceived as a threat towards their personal freedom (Baek & 

Morimoto, 2012; Yu, 2011). Furthermore, findings by a number of authors also suggest 

that privacy concerns among consumers can negatively affect their willingness to share 

their personal information (Dinev & Hart, 2006; Malhotra, Kim & Agarwal, 2004; 

Gurung & Raja, 2015), thus posing as a potential threat for personalized advertising. 

  

Although privacy concerns have the potential to impede marketers continued use of 

personalized advertising, a study conducted by the Direct Marketing Association in 2012 

and 2015 suggests that consumers are becoming more comfortable with sharing their 

personal information for commercial purposes. Particularly, the study indicated that 18-

24-year-olds (Millennials) were the most likely to hold a positive attitude toward this 

practice (Direct Marketing Association, 2015). These trends suggest that consumers’ 

attitudes towards data collection and usage for commercial purposes are shifting, and 

consumers are starting to adopt a more positive outlook towards this practice, particularly 

consumers belonging to the younger generational cohorts. However, research on the 

attitudes of these specific customers towards promotional messages using their personal 
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data is currently limited. A study on Millennials’ preferred digital marketing practices has 

been conducted by Smith (2011), but what is notably absent in the current literature is 

such research on the attitudes of consumers belonging to Generation Z, and, more 

specifically, attitudes towards personalized advertising and data privacy. 

1.2 Problem Discussion 

Although the current literature on consumer attitudes towards personalized advertising 

and privacy concerns is relatively extensive, such research have primarily examined the 

attitudes among the general population of consumers (Gurung & Raja, 2016; Tsai, 

Egelman, Cranor & Acqusti, 2011; Lee, Ahn & Bang, 2011; Jai & King, 2016). 

Furthermore, several studies about consumer data privacy are based on older research 

(Mayer, Davis & Schoorman, 1995; Malhotra et al., 2004; Dinev & Hart, 2006; Wang, 

Lee & Wang, 1998; Culnan & Armstrong, 1999), and thus, may not accurately reflect the 

current state of consumers’ attitudes towards data privacy. The rapid and ongoing 

advancements of Internet technologies have induced significant changes in human 

interaction and behavior (Smith, 2011; Todor, 2016), and as suggested by the Direct 

Marketing Association (2015), consumers are starting to develop a more positive attitude 

towards data exchange, particularly among younger consumers between the ages of 18 

and 24 (Millennials). However, there is currently limited evidence within the literature 

supporting this statement due to the lack of recent research on consumers’ attitudes 

towards data privacy and data exchange, particularly among younger consumers. 

Furthermore, little research on the attitudes of consumers in specific generational cohorts 

towards personalized advertising and privacy concerns have been conducted. In Smith’s 

(2011) study on Millennials and their preferred digital marketing strategies, the author’s 

reasoning behind the decision to study Millennials specifically was primarily due to their 

extensive use of digital technologies such as mobile phones and computers. Their 

familiarity with digitalized media has made this generational cohort an important factor 

in the growth of e-commerce (Smith, 2011), and it is thus of high relevance for marketers 

to investigate the attitudes and preferences of these Millennials towards different 

marketing practices in order to target them more efficiently. However, Millennials and 

their preferred marketing practices have already been examined by a number of authors 

to some extent (Smith, 2011; Pitta, 2012; Lu, Bock & Joseph, 2013; Thickstun, 2013). 

Meanwhile, the research conducted on the attitudes of the emerging young adults 
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belonging to Generation Z towards various digital marketing practices is currently 

limited. Similar to Millennials, consumers born in Generation Z (mid 90s and later) are 

characterized by their close association with digitalization (Priporas, Stylos & Fotiadis, 

2017; Dupont, 2015), thus indicating the relevance to study their attitudes towards 

companies’ marketing practices on digital channels. Furthermore, because there seems to 

be a shift in consumer attitudes towards data privacy, particularly among Millennials, it 

would be interesting to investigate whether these trends can be observed among the 

succeeding generation as well, namely Generation Z. 

  

But why study consumer attitudes? Attitudes can be defined as an individual’s positive 

or negative feelings towards engaging in a certain behavior (Gurung & Raja, 2015), and 

according to Ajzen (1991) and the Theory of Planned Behavior (TPB), attitudes is 

considered to be one of three highly accurate predictors of an individual’s intention to 

perform a certain behavior. Thus, information on consumer attitudes toward specific 

digital marketing practices can provide companies with valuable insights regarding how 

consumers may react to different marketing strategies, and how to best target them. 

1.3 Purpose 

The purpose of this study is to examine the attitudes of Generation Z consumers towards 

personalized advertising and the commercial usage of personal consumer data. Issues 

regarding data privacy and personalization will be explored, as well as how consumer 

attitudes towards the personalization of advertisements may impact consumer behavior 

in the digital environment. 

1.4 Research Questions 

Two research questions have been formulated for this thesis. These include: 

 

RQ1: What are the attitudes of consumers belonging to Generation Z towards 

personalized advertising? 

 

RQ2: Do consumer attitudes towards personalized advertising have a significant effect 

on intended consumer behavior? 
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1.5 Delimitations 

To be able to conduct a thorough and detailed research study, the following section will 

set the boundaries within the scope of the study. As stated in the purpose, this study will 

examine the consumer attitudes of Generation Z towards personalized advertising with 

the intention to determine the current state of those attitudes i.e. positive, neutral, or 

negative. The underlying factors and causes to these attitudes will only be briefly 

discussed, but is not the focal part of the study. The main objective is to examine 

consumer attitudes and the potential impact it may inflict on consumer behavior towards 

personalized promotional messages. 

 

In this study, the authors will not attempt to develop a new theory, but rather test 

hypotheses regarding the potential attitudes and behavior of Generation Z through 

quantitative measures. These hypotheses will be based on past research and existing 

theory, namely the Theory of Planned Behavior (TPB). Furthermore, only parts of the 

TPB framework will be utilized, as the focal point of this study is the attitude-behavior 

dynamic of consumers. 

 

Lastly, the study’s approach to define personalized advertising will be in a broader sense; 

literature on specific matters within personalized advertising, such as retargeting, 

personalized emails, personalized pre-roll advertising etc., will not be reviewed as it can 

cause confusion to the reader and induce additional discussion that is without importance 

to the research. Instead, “personalized advertising” will be used as an umbrella term, 

which includes a variety of marketing tactics that uses consumers’ personal information 

to promote offerings based on their individual preferences. 
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2. Frame of Reference  

_____________________________________________________________________________________ 

The purpose of this section is to provide the theoretical background regarding the 

concepts of digital marketing, personalized advertising, consumer privacy, attitudes and 

the demographic of interest, Generation Z. Firstly, the development of the frame of 

reference will be presented, followed by a description of the “Theory of Planned 

Behavior” which was chosen as the theoretical framework in this thesis.  

______________________________________________________________________ 

2.1 Developing the Frame of Reference 

To acquire a better understanding of the topics most relevant to this study, the authors 

adopted a systematic approach in their search for relevant academic sources and literature. 

According to Collis and Hussey (2014), the purpose of a literature review, or frame of 

reference, is to search for, collect, and read a large amount of relevant literature in order 

to acquire a greater understanding of the topic(s) of interest as well as the methodologies 

used in previous studies. 

  

In the initial stages of the development of the literature review, the authors first identified 

broad topics that could potentially be of high relevance to the research purpose. These 

included digital marketing, personalized advertising, data privacy, attitudes/consumer 

attitudes, and Generation Z, and were used as the primary keywords in the literature 

search. Furthermore, in order to set appropriate limits regarding the scope of the literature 

search, the authors aimed to only include sources that had been published from year 2000 

to present date in order to acquire information that was fairly recent, and thus would 

provide a more accurate representation of the current time. The underlying rationale for 

this decision was due to the rapid advancements in Internet technology that have occurred 

over the past years, which has prompted significant changes in how individuals as well 

as companies behave and interact. These advancements are ongoing, and people and 

companies are continuously adapting to new technological advancements (Todor, 2016). 

Thus, the authors deducted that “older” sources, such as those from the 80s and early 90s, 

would not accurately represent the present time; particularly in the fields of digital 

marketing and personalized advertising, which both are topics where digitalization and 
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Internet technologies play significant roles. However, the authors choose to not entirely 

exclude sources dated prior to year 2000 as valuable information were identified in those 

articles as well which aided the authors in acquiring a better understanding of the chosen 

topics. These sources were used with greater care, and the authors ensured their relevancy 

by identifying the frequency of citation in more recent studies. The main limitation set 

for the literature search was to use only peer-reviewed articles, with the exception of a 

few carefully chosen sources (e.g. Financial Times w.d.; Chaffey & Ellis-Chadwick, 

2016). 

  

In the search for relevant literature, the authors primarily utilized the database available 

through Jönköping University’s library called Primo. The keywords mentioned 

previously were used in isolation (e.g. digital marketing) as well as in combination (e.g. 

digital marketing personalized advertising), and a number of variations of the keywords 

were applied (e.g. personalized marketing, data privacy personalization) in order to 

identify relevant and useful sources for the study. Furthermore, the search engine allowed 

the authors to specify the time frame of publication of the articles (2000-2019), and 

provided the ability to filter out articles that had not been peer-reviewed, which eased the 

process significantly. In order to acquire a good understanding of whether the articles 

found were relevant for the study, the authors initially focused on the abstracts rather than 

the articles in their entirety. This provided the authors with a general idea of the content 

of each article while also ensuring time efficiency. 

  

After having identified a number of articles that were deemed to be relevant for the study, 

the authors initiated the reading and analysis of the found articles. During this process, it 

was evident that many of the previous studies had adopted a quantitative approach (e.g. 

Gurung & Raja, 2015; Smith, 2011; Yu & Cude, 2009; Yu, 2011; Direct Marketing 

Association, 2015). Furthermore, the authors were continuously searching for theoretical 

frameworks that could potentially be applied to their own study. The authors also 

analyzed the frame of references of the previous studies in order to find additional sources 

that could provide them with greater insights. The search for literature was ongoing 

throughout the whole process of constructing the literature review, as more information 

was revealed and greater insights were acquired. More relevant topics were discovered, 
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including e-commerce, trust, and risk, and a suitable theoretical framework was finally 

identified, namely the Theory of Planned Behavior (TPB). 

2.2 Digital Marketing 

The continuous and expanding advances in Internet technology and digitalization that 

have occurred over the past decades have resulted in numerous changes in human 

interaction and behavior. Consumers are now able to search for, acquire, and share 

information with people around the globe in an instant; at any time, from any place. 

Furthermore, these technological advancements have enabled consumers to enjoy 

numerous benefits such as interactivity (Todor, 2016), efficiency, convenience, access to 

more information, access to a broader range of products and services, and cost reduction 

(Tiago & Veríssimo, 2014). According to Kannan and Li (2017), digital technologies 

such as smartphones, smart products, and the Internet of Things (IoT) have indeed played 

a significant role in the transformation of consumers’ lives by encouraging the use of such 

technologies for everyday tasks. Thus, companies have been pressured to adapt to these 

changes and establish a presence online in order to continue to attract, connect, and 

interact with new customers as well as to retain current customers. The business and 

marketing landscape have truly shifted to become more digitalized, and as a result, many 

companies have started to use digital marketing to better reach their target markets 

(Smith, 2011). 

  

Digital marketing can be defined as the management of marketing activities through any 

digital technologies and media (Chaffey & Ellis-Chadwick, 2016). However, the term has 

evolved over time and is considered an umbrella term where the scope of the definition 

has expanded and now contains a number of different marketing tools and practices 

(Kannan & Li, 2017). This includes internet marketing, mobile phone marketing (SMS 

and MMS), social media marketing, display advertising, search engine marketing as well 

as other forms of marketing done through digital channels (Financial Times w.d.). The 

use of digital technologies has not only allowed companies to interact with their 

customers in a more personal manner through two-way communication where customers 

are able to directly respond to promotional messages (Kannan & Li, 2017), but has also 

enabled companies to collect accurate and specific customer data (Yu, 2011). The 

acquisition of such information can significantly benefit companies by guiding their 
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marketing decisions and execution of marketing campaigns (Hofacker et al., 2016), and 

have also granted companies the ability to tailor promotional messages targeted at 

individual consumers according to their specific wants, needs, and preferences (Yu & 

Cude, 2009; Tucker, 2013; Bang & Wojdynski, 2016). This customization of advertising 

messages that are directed toward individual consumers is called personalized advertising 

(Yu, 2011), and there are a number of potential benefits both companies and consumers 

may derive from this marketing strategy (Yu & Cude, 2009). 

2.3 Personalized Advertising 

Advertising, per definition, is “a paid non-personal communication by an identified 

sponsor, using mass media to persuade or influence an audience” (Richards & Curran, 

2002, p. 64). Traditionally, advertising has focused on mass communication, hence the 

concept of ‘non-personal’. However, with the rapid development of the Internet and 

information processing technologies, personalized advertising has the ability to focus on 

individual preferences and thus, the advertisement communicated is tailored to each 

consumer (Baek & Morimoto, 2012; Yu, 2011; Bleier & Eisenbeiss, 2015). The ability 

of marketers to exercise personalization of advertised messages is primarily due to the 

possibility to collect consumer data (Yu, 2011; Bang & Wojdynski, 2016). As a result, 

personalized advertising has altered the definition of advertising as it now includes 

customization of promotional messages to individual consumers, thus removing the non-

personal aspect of the definition (Yu, 2011; Yu & Cude, 2009).  

 

The focus on one-to-one communication between companies and individual consumers 

have created numerous opportunities for marketers, including the accessibility to target 

potential consumers, the ability to offer more precise advertising, and the capability to 

attain measurable consumer responses (Baek & Morimoto, 2012; Yu, 2011; Bang & 

Wojdynski, 2016). To elaborate on the latter statement, personalized advertising can lead 

to increased user involvement in the advertising process, and thus, marketers can develop 

more effective advertising campaigns from their consumer’s preferences (Pavlou & 

Stewart, 2000; Yuan & Tsao, 2003; Howard & Kerin, 2004; Yu, 2011).  

  

From a consumer perspective, personalized advertising is perceived as less negative in 

comparison to mass-communicated advertisements, and consumers are less skeptical 
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towards this marketing practice. The results of the positive attitudes are based on the 

perceived utility consumers experience from targeted advertisements. Since the 

advertisements are founded on consumers’ interests and preferences, consumers may 

perceive the messages as beneficial due to the personalized offers and individual 

attention. Moreover, when marketers use the name of the consumer in advertisements or, 

for instance, in personalized emails, the consumer’s attitude towards the advertisement is 

more favorable as the consumer may value the additional effort made by the companies. 

This, in turn, can lead to an improved perception towards the company (Baek & 

Morimoto, 2012; Yu, 2011). Moreover, as consumers are exposed to promotional 

messages that are based on their personal information and preferences, personalized 

advertising can minimize the time consumers must spend on finding the products they are 

looking for, thereby providing convenience and efficiency (Baek & Morimoto, 2012) 

 

Although personalized advertising can generate positive outcomes for consumers through 

tailored messages, there are instances where consumers will avoid personalized 

advertising due to the perception of a threat of personal freedom, which poses as a 

potential loss for marketers (Baek & Morimoto, 2012; Yu, 2011). Companies’ use of 

personalized advertising has also raised concerns about consumer privacy (Hofacker et 

al., 2016), which has been explored extensively in the current literature (Martin & 

Murphy, 2017; Dolnicar & Jordaan, 2006; Lee et al., 2011; Yu, 2011). 

 

The approaches in which companies collect consumer data varies. Data collection may 

occur when consumers willingly disclose information as applications are completed, 

phone-calls are made, credit cards are utilized in purchases, or when consumers visits 

websites (Rapp, Hill, Gaines & Wilson, 2009). To elaborate on the disclosure of credit 

card information during purchases, Chang, Chih, Liou & Yang (2016) states that most 

online transactions demand personal information i.e. name, address and credit card 

information when making a payment online. Since this report takes a viewpoint on 

personalized advertising in the online environment, a further augmentation on consumers’ 

presence on various websites and how companies collect consumer data using cookies 

follows.  
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2.3.1 Cookies 

One particular approach to data collection that help companies utilize personalized 

advertising effectively is through the use of cookies. Cookies are the result of 

developments in tracking and database technology, where marketers now are able to 

customize advertisement messages based on consumers’ interests and needs (Bang & 

Wojdynski, 2016). With cookies, marketers can provide its consumers with accurate 

product recommendations or personalization of web pages based on stored personal 

consumer data (Bang & Wojdynski, 2016; Wills & Zeljkovic, 2011). Data collected via 

cookies are stored on users’ devices, making it possible for marketers to monitor 

consumers’ browsing behavior. This includes past product selection and personal 

information such as name, address, phone number and postal code. Additionally, the data 

stored by cookies can be integrated into marketing strategies and thus, be improved. 

Lastly, cookies give the opportunity for cross-platform personalized advertising, thus 

allowing marketers to share the information about their consumers on numerous different 

sites and applications (Bang & Wojdynski, 2016). 

 

However, similarly to the concerns raised regarding personalized advertising, cookies and 

the tracking of consumers’ browsing behavior have also caused privacy concerns amongst 

consumers (Wills & Zeljkovic, 2011).  

2.4 Consumer Privacy 

The ability of companies to create personalized offers to individual consumers based on 

their personal information have, as mentioned, caused significant concerns for privacy 

among consumers. These concerns have created a personalization-privacy trade-off, 

prompting consumers to assess the benefits of receiving personalized offers based on their 

personal information versus the risk of disclosing such information (Lee et al., 2011). 

According to Gurung and Raja (2015), privacy concerns are considered one of the 

primary reasons consumers choose to not engage in electronic commerce transactions that 

requires their disclosure of personal information such as date of birth, social security 

number, telephone number, and credit card information. Thus, it is vital for companies to 

implement policies and processes that aim to ensure consumer privacy in order to succeed 

with their electronic commerce operations (Gurung & Raja, 2015; Wu, Huang, Yen & 

Popova, 2012; Wang et al., 1998; Culnan & Armstrong, 1999) However, as the collection 
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of consumer data can provide companies with important insights regarding their 

consumers’ preferences, which can help maximize sales and profits, managers face a 

challenging task of collecting sufficient consumer information without compromising the 

privacy of their consumers (Schwaig, Segars, Grover & Fiedler, 2013). Schwaig et al. 

(2013) argue that the collection of personal information can help companies gain a 

competitive edge, specifically in markets characterized by increased competition, 

saturation, and demanding consumers. In such circumstances, companies commonly 

choose to market new products and services to existing customers with the aim to increase 

the spending of each individual consumer. This to increase the profitability derived from 

each consumer. Another competitive response entail identifying and targeting niche 

markets where the objective is to satisfy individual consumers’ needs and wants. Both 

strategies require personal consumer data in order to identify the best markets for 

companies to sell their products and services (Schwaig et al., 2013). 

  

Previous findings within the literature suggests that privacy concerns generally have a 

negative effect on consumers’ willingness to share their personal information in online 

transactions (Dinev & Hart, 2006; Malhotra et al., 2004; Gurung & Raja, 2015). However, 

studies examining consumers’ attitudes towards privacy indicate that consumers possess 

different preferences regarding desired levels of privacy. A number of researchers (Jai & 

King, 2016; Rapp et., 2009; Jensen, Potts, Jensen, 2005; Direct Marketing Association, 

2015) have used a standard classification system to categorize consumers into three 

different categories based on their level of privacy concerns: privacy unconcerned, 

privacy pragmatists, and privacy fundamentalists. Privacy unconcerned refers to the 

consumers who, in simple terms, are unconcerned about the collection and use of their 

personal information. Privacy pragmatists are relatively receptive towards companies’ 

collection and use of their personal information, and are willing to disclose their personal 

data on a case-by-case basis depending on whether the benefit(s) they receive by doing 

so are sufficient. A number of studies suggests that the trade-off between personal 

information and rewards have gotten an increasing acceptance among consumers, 

indicating that more consumers are willing to exchange their privacy in return for rewards 

and services (Ridley-Siegert, 2015; Tsai et al., 2011). Even consumers who have raised 

concerns about privacy and disclosure of personal information in the past may act 

contradictory to their beliefs and exchange their privacy for rewards and discounts (Tsai 
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et al., 2011). However, on the opposite side of the spectrum, privacy fundamentalists refer 

to the group of consumers who are unwilling to share their personal information no matter 

the circumstances or the potential benefits they may receive, and thus, they possess the 

highest level of privacy concerns. One underlying assumption in many studies on 

consumer privacy concerns is that companies may be able to improve their performance 

by reducing consumer privacy concerns. The rationale is that, by diminishing privacy 

concerns, consumers are more induced to share their personal information which allows 

companies to better satisfy their consumers’ needs through personalized offers (Lee et al., 

2011). However, in order to address any consumer privacy concerns, managers must first 

identify what these concerns specifically entail. According to Gurung and Raja (2015), 

consumers commonly have concerns regarding the flow of information between the 

consumer and the websites they are visiting. Furthermore, they may have concerns 

regarding the websites’ management of their personal information. Awareness of 

companies’ data collection practices among consumers as well as awareness of whether 

their information is used for other purposes beyond the original transaction have shown 

to be the primary influences on the degree of privacy concerns consumers possess 

(Sheehan & Hoy, 2000; Gurung & Raja, 2015; Rapp et al., 2009). The control consumers 

perceive to have over their personal information has also shown to be a key element 

influencing consumer privacy concerns (Xu, Teo, Tan & Agarwal, 2012). These findings 

indicate that companies need to be transparent in how they collect and use their 

consumers’ personal information (e.g. privacy policies), and implement mechanisms that 

allow their consumers more control over their data (e.g. options to opt-in and opt-out of 

data collection) in order to reduce privacy concerns (Dinev & Hart, 2004; Sheehan & 

Hoy, 2000; Tucker, 2013; Bleier & Eisenbeiss, 2015). 

2.4.1 Risk 

Another topic frequently discussed within the issue of consumer privacy is that of risk. 

Generally, risk can be defined as “the uncertainty associated with the outcome of a 

decision” (Gurung & Raja, 2015, p. 351), and a particular category of risk that has shown 

to be related to consumer privacy concerns is transaction risk. Transaction risk refers to 

the uncertainty consumers may experience during the transaction process of whether 

something adverse and unanticipated may occur during the transaction process or not 

(Gurung & Raja, 2015). Transaction risk is closely related to privacy concerns as most 
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online transactions require the consumer’s personal information—such as name, address, 

and credit card information—during payment. Such disclosure can raise serious concerns 

among consumers about whether their personal will be hacked or used for other purposes 

than completing the transaction, thus mitigating their willingness to share their 

information (Chang et al., 2016). To reduce risk perception among customers, a number 

of authors have suggested that companies should create a sense of trust (Lee, Ahn, Song, 

& Ahn, 2018; Corbitt, Thanasankit, & Yi, 2003). 

2.4.2 Trust 

According to Gurung and Raja (2015), trust has been investigated by a number of 

researchers in the Information Systems field as well as in organizational studies which 

has resulted in numerous definitions. However, an integrative definition has been 

proposed by Mayer et al. (1995, p, 712): 

 

“[Trust] is the willingness of a party to be vulnerable to the actions of another party based 

on the expectation that the other will perform a particular action important to the trustor, 

irrespective of the ability to monitor or control that other party”. 

 

When conducting transactions online, consumers are considered trustors and online 

companies are assigned the role of the trustee. In such contexts, consumers are vulnerable 

because they provide personal and sensitive information about themselves. Furthermore, 

consumers also have limited abilities to directly observe companies’ use of their personal 

information. Thus, an inherent hesitation among consumers to disclose their personal 

information arise, and trust between the consumer and the company is therefore necessary 

in order to reduce consumer privacy concerns (Gurung & Raja, 2015). In the study 

conducted by the Direct Marketing Association in 2012 and 2015 on consumers’ attitudes 

toward data privacy, trust was shown to be the critical factor in consumers’ willingness 

to share their personal information (Direct Marketing Association, 2015). 

2.4.3 Awareness 

Although privacy concerns indeed seem to raise a significant threat towards consumers’ 

willingness to disclose their personal information for commercial purposes, the study 

conducted by the Direct Marketing Association in 2012 and 2015 shows that consumers 
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are increasingly becoming more comfortable with sharing their personal information 

(Ridley-Siegert, 2015). Comparing the reports from 2012 and 2015, the number of 

privacy fundamentalists among the respondents decreased from 31 percent in 2012 to 24 

percent in 2015. Although this drop occurred throughout all age groups, 18-24-year-olds 

were the least likely to hold this view in both 2012 and 2015. Furthermore, the number 

of consumers belonging to the group of privacy unconcerned rose from 16 percent in 2012 

to 22 percent in 2015, while the number of privacy fundamentalists stayed relatively 

stable with 53 percent of respondents categorized into this group in 2012 and 54 percent 

in 2015 (Direct Marketing Association, 2012; Direct Marketing Association, 2015). 

These trends indicate a steady shift of attitudes among consumers towards a more 

accepting outlook on companies’ collection and use of their personal data (Ridley-Siegert, 

2015). Furthermore, seven out of ten participants in the study agree with the statement 

that the sharing of personal information is a vital part of the modern economy, and 49 

percent state that they are more comfortable than ever before with disclosing their 

personal information for commercial purposes (Direct Marketing Association, 2015). 

Ridley-Siegert (2015) suggests that the growing acceptance among consumers towards 

data exchange is a result of their increased awareness of how and why personal consumer 

data is collected by companies. According to the Direct Marketing Association survey, 

two-thirds of participants agree or strongly agree with the statement that they are now 

more aware of this marketing practice and 46 percent of participants also stated that they 

had established an awareness of the draft for European Union’s General Data Protection 

Regulation (Direct Marketing Association, 2015). The GDPR officially came into force 

in May 2018 with the purpose to provide individuals with more control over their personal 

data (European Commission, w.d.). Companies doing business with consumers within the 

borders of the European Union are now required to acquire their consumers’ explicit 

consent before they can collect and use their personal data, which may, according to 

Krafft, Arden and Verhoef (2017), potentially impose serious restrictions for marketers 

wanting to target specific consumers with tailored promotional messages. 

2.5 Attitudes 

Data privacy concerns among consumers can be considered to reflect negative attitudes 

towards the collection and use of personal data for commercial purposes, and because 

consumer attitudes are of high importance in this study, a further elaboration regarding 
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attitudes will follow. An attitude can either be a positive or negative feeling an individual 

has toward engaging in a particular behavior, and are formed by prominent beliefs 

(Gurung & Raja, 2016). Attitudes can be divided into two categories, affective and 

cognitive attitude, where the latter is of particular interest in this study. Cognitive attitude 

is defined as “a rational evaluation of a behavior” (Boers, Zebregs, Hendriks & Van Den 

Putte, 2018, p. 430), meaning that individuals form their attitudes predominantly upon 

positive and negative beliefs regarding a certain behavior (Boers et al., 2018). 

2.5.1 Attitudes and Risk 

Research conducted by Chang et al. (2016) stated that consumers’ shopping behavior is 

influenced by cognitive attitudes, especially when it comes to online shopping as it is 

associated with more uncertainty and risk in comparison to traditional shopping. In 

particular, consumers perceive the disclosure of personal information, such as names and 

addresses, as an uncertainty when conducting online transactions (Gurung & Raja, 2015; 

Chang et al., 2016). In order to reduce the consumers’ feelings of uncertainty and risk, 

trust must be established. 

2.5.2 Attitudes and Trust 

There are studies that highlight the importance of trust in e-commerce and how it can 

influence consumers’ attitudes, primarily in regards to online shopping and consumers’ 

willingness to disclose their personal information (Martín & Camarero, 2008; Al-Debei, 

Akroush & Ashouri, 2015). To elaborate on the trust factor when managing a business 

online, trust is considered a key element for a successful online business. If trust is 

incorporated in the consumer’s mind, it eliminates their fear of personal data exploitation 

(Bleier & Eisenbeiss, 2015). A study by Bleier and Eisenbeiss (2015) highlighted the 

importance of trust when it comes to personalized advertising online. Their findings 

suggest that personalized advertisements can evoke a perceived threat to freedom of 

choice among consumers, which consequently can provoke privacy concerns. Thus, trust 

between the consumer and the company is essential in order to establish a sustainable and 

long-term relationship between the two parties. Trust is further highlighted in a study by 

McCole, Ramsey & Williams (2010), where the two concepts of fear and trust in e-

commerce is presented. The study emphasize that the concepts present a vital part in 

consumers’ attitudes when purchasing online. As the consumer is regarded as the decisive 
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factor in terms of whether a transaction will be made or not, it is important for the 

company to provide trust to the consumer in e-commerce interactions, as trust is described 

as vital in uncertain and risky situations. If the consumer has a high level of privacy and 

security concerns towards conducting a purchase online, the concept of fear will be 

present and thus hinder a purchase from taking place. To conclude the study by McCole 

et al. (2010), when consumers feel they can trust the company when purchasing online, 

their attitudes will be influenced positively. As suggested by several scholars (Dinev & 

Hart, 2004; Sheehan & Hoy, 2000; Tucker, 2013; Bleier & Eisenbeiss, 2015), trust can 

be established through policy transparency and mechanisms that allow consumers options 

in regards to the disclosure of their personal information, i.e. options to opt-in and opt-

out during the data exchange process.  

2.5.3 Resistance 

An individual’s attitude towards a specific matter is not definite. Attitudes can change, 

and one particular example of such attitude change is called ‘resistance’. Resistance is 

described as a result, a development, and a motivation of an attitude change, and the 

incentive to resist typically occur when individuals perceive that an existing attitude is 

under threat or is the target of unwanted influence (Baek & Morimoto, 2012). A vital part 

of resistance is reactance; when individuals perceive that one’s freedom of choice is 

limited or reduced, the reaction is a modification of an existing attitude to reaffirm their 

freedom of choice (Baek & Morimoto, 2012; Bleier & Eisenbeiss, 2015). Tucker (2013) 

and Bleier & Eisenbeiss (2015) elaborate on reactance and states that it is a motivational 

state where consumers resist coercive forces and thus, behave contrary to what is 

otherwise anticipated. Examples of reactance is when consumers perceive a personalized 

advertisement as a violation of their privacy, leading to resistance of the advertisement’s 

appeal, and when consumers respond negatively towards an advertisement (Tucker, 2013; 

Bleier & Eisenbeiss, 2015). 

  

According to Tucker (2013), the perception of personalized advertisements among 

consumers might be divided; some regard it as appealing due to its personalized nature 

whilst other might regard it as a violation of privacy. If consumers encounter a 

personalized advertisement and sense that their personal information is being used 

without their consent, an attitude change will occur, resulting in advertising avoidance 
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and skepticism. The less control a consumer believes it holds towards an advertisement 

based on their personal information, the more resistance towards it they will develop 

(Baek & Morimoto, 2012). 

2.6 Generation Z 

As the targeted demographic for this study is Generation Z, an examination of the existing 

research on this generational cohort will follow. According to Baek & Morimoto (2012), 

information on demographics obtained from consumer data can help marketers better 

satisfy the needs of their consumers. Therefore, research conducted on a specific 

consumer demographic, particularly one that was born in the midst of the digital era, can 

provide marketers with important insights regarding consumers’ attitudes toward the 

collection of their data through digital channels (Smith, 2011).  

 

Generation Z refers to the present young adults who were born in 1995 or later, and are 

characterized as well-educated, creative, and technologically aware (Priporas et al., 

2017). The transition from traditional media to new media is very evident in this 

generation, as this generation is often described as the digitalized generation, meaning 

that they were “born into a digital world” (Dupont, 2015, p. 19) where technology is used 

on a daily basis (Priporas, et al., 2017; Dupont, 2015). Southgate (2017) elaborates on the 

statement of a digitalized generation, meaning that Generation Z “is the first generation 

to have grown up with smartphones” (Southgate, 2017, p. 227). This transition of media 

has also induced a change in consumer behavior, where Generation Z’s consumer 

behavior is distinguished by an interest in new technologies, “a desire to feel safe” 

(Priporas et al., 2017, p. 376), and a demand of usability and faster communication 

(Priporas et al., 2017; Dupont, 2015). The change in consumer behavior differentiates 

Generation Z from earlier generations (namely Millennials and Baby Busters), where a 

study by Southgate (2017) found that Generation Z spend more time on mobile devices 

in comparison to traditional media such as TV, radio and newspapers. Information is more 

accessible on the Internet where approximately 74 percent of Generation Z devote more 

than one hour daily on their mobile devices. Furthermore, Generation Z regard their 

mobile devices as an important and vital part of their lives (Southgate, 2017; Dupont, 

2015). 
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From a business perspective, marketers should shift their attention from traditional media 

to digital media to seize the opportunity of the growing interest in digital media channels 

of the Generation Z. The study by Southgate (2017) suggested that Generation Z’s attitude 

towards online advertising were optimistic in comparison to earlier generations attitudes. 

However, Generation Z are more prone to skip and avoid ads on digital media when given 

the opportunity. These contradictory statements induce challenges on marketers and their 

marketing activities (Southgate, 2017). 

2.7 Theory of Planned Behavior 

As part of this study is to examine consumer attitudes towards personalized advertising 

and data privacy, as well as the effect such attitudes may inflict on consumer behavior, 

the authors have chosen to draw from the existing literature in order to identify a 

theoretical framework that highlights the relationship between attitudes and behavior. A 

number of theoretical frameworks that investigates attitudes and their correlation with 

behavior have been developed, including the Elaboration Likelihood Model (ELM) 

(Cacioppo & Petty, 1984) and the Theory of Reasoned Action (TRA) (Ajzen & Fishbein, 

1980). However, for this study, the authors have chosen to utilize the Theory of Planned 

Behavior (TPB) in order to assess consumers’ attitudes towards data privacy and 

personalized advertising, and how these attitudes may potentially affect their behavior in 

terms of how they interact with personalized promotional messages and whether they are 

willing to share their personal information for commercial purposes or not. 

 

The TPB is a theoretical framework that investigates, among other things, the effects of 

attitudes on intended behavior and has proven to accurately predict human behavior 

(Ajzen, 1991). The TPB has been applied to a number of studies, including studies about 

consumer adoption of e-commerce and digital marketing (George, 2004; Lim & 

Dubinsky, 2005; Pavlou & Fygenson, 2006), where the legitimacy of the framework has 

been confirmed and validated. According to the TPB, an individual’s intention to engage 

in a particular behavior has a significant impact on whether that individual will actually 

engage in the behavior or not, thereby making intentions to behave in a certain way an 

accurate predictor of actual behavior (Ajzen, 1991). The intention to behave in a certain 

way is further influenced by three factors, including the individual’s attitude toward the 

behavior, subjective norms, and the individual’s perceived behavioral control (Ajzen, 
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1991). As discussed previously, an individual’s attitude toward a behavior is defined as 

their positive or negative evaluation of that particular behavior (Taylor & Todd, 1995; 

Gurung & Raja, 2015), and is constituted by the individual’s strong beliefs about the 

consequential effects that will follow after having engaged in that behavior (Kim & 

Karpova, 2010). Subjective norms refer to the social pressures that are exerted from the 

individual’s social circle, or other people in their near vicinity, regarding the proper way 

to behave, while perceived behavioral control is the individual’s perception regarding the 

degree of ease and/or confidence in engaging in a particular behavior (Ajzen, 1991). 

According to Armitage and Conner (2001), an individual is more likely to adopt strong 

intentions to behave in a certain way if they hold a positive attitude toward the behavior, 

if the individual perceive that others believe that the behavior is positive and valid, and if 

the individual perceive that they possess a sense of control over the behavior. Although 

it is suggested that all three factors have a significant impact on individuals’ behavioral 

intentions, this study will primarily investigate the effects of consumer attitudes on 

behavioral intention in our empirical study. 

Figure 1 Theory of Planned Behavior  

 

Source: Ajzen (1991, p. 182) 
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2.7.1 Theory of Planned Behavior and Personalized Advertising 

The Theory of Planned Behavior (TPB) is an extension of the theoretical framework 

developed by Ajzen and Fishbein (1980) called the Theory of Reasoned Action (TRA), 

where the former has added the influence of perceived behavioral control on behavioral 

intention (Ajzen, 1991). As mentioned previously, consumers’ perceived control over 

their personal information have shown to be a key element influencing consumer privacy 

concerns (Xu et al., 2012), whereas consumer privacy concerns have had a negative 

influence on consumers’ willingness to share their personal information for commercial 

purposes (Dinev & Hart, 2006; Malhotra et al., 2004; Gurung & Raja, 2015). Thus, as 

companies’ ability to exercise personalized advertising is dependent on the acquisition of 

consumers’ personal information (Yu, 2011), consumer privacy concerns can potentially 

threaten the sustainability and continued utilization of this marketing practice. However, 

as suggested by a number of authors (Dinev & Hart, 2004; Sheehan & Hoy, 2000; Tucker, 

2013; Bleier & Eisenbeiss, 2015), such concerns can be combated through clear and 

transparent data handling policies as well as various mechanisms that allow consumers 

more control over their data. These findings are in line with those of Armitage and Conner 

(2001), who, as mentioned previously, suggest that individuals are more likely to adopt 

strong behavioral intentions if there is a clear sense of behavioral control. For example, 

if consumers feel like they have control over what type of personal data is shared and for 

what purposes the data is used, they may feel more induced to engage in the disclosure of 

their personal information for commercial purposes. Furthermore, if a consumer comes 

across a personalized promotional message that have used their personal information, and 

they have actively consented to the usage of their personal information for commercial 

purposes (indicating a sense of behavioral control), they may choose to interact with the 

personalized advertisement rather than avoid it. According to Baek & Morimoto (2012), 

if a consumer perceives to possess limited control over an advertisement that is based on 

their personal information, they are more likely to resist the personalized advertisement. 

 

Due to the limited scope of this study, an in-depth investigation of subjective norms 

among individual consumers will not be conducted. Rather, this study will examine the 

general norms that have been observed among individuals belonging to the targeted 

generational cohort, Generation Z, in regards to e-commerce and other types of online 

behavior. This information will be derived from the existing literature on Generation Z 



 

 

 

 

22 

which has been discussed previously in this study. 

 

 

2.8 Hypotheses 

Based on the purpose of this study as well as the findings from the frame of reference, the 

two following hypotheses have been formulated for statistical analysis: 

 

H1: Consumers belonging to Generation Z have positive attitudes towards 

personalized advertising and the sharing of personal data for commercial purposes 

 

H2: Consumer attitudes towards personalized advertising and the sharing of 

personal data for commercial purposes is an accurate predictor of intended “positive” 

interaction with personalized promotional messages 
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3. Methodology 

_____________________________________________________________________________________ 

The following section will introduce the chosen research paradigm and research design 

of this study. Since this thesis collected its primary data via a survey, a further explanation 

of the sampling and data collection will follow. Lastly, the data analysis is described. 

______________________________________________________________________ 

3.1 Research Paradigm 

There are two distinct philosophical paradigms that direct the researcher when conducting 

a research study: positivism and interpretivism (Collis & Hussey, 2014). In this study, the 

positivistic approach has been applied. By applying a positivistic approach, this study will 

examine “the world as full of objective “things” that can be studied and measured” 

(Woodwell, 2017, p. 19). Under positivism, every statement can be proven with logical 

and mathematical reasoning which indicates that the research adopts an objective 

approach (Collis & Hussey, 2014). Through this objective approach, this study will 

attempt to draw conclusions about a population of people and by that, seek out standard 

patterns within the segment of interest, i.e. Generation Z. In contrast to positivism, 

interpretivism adopts a subjective approach (Saunders, Lewis & Thornhill, 2009) and 

view humans as “social actors” with difference sets of understandings (Woodwell, 2017). 

  

As positivism rely on empirical findings (McPhail & Lourie, 2017), the research’s 

intention is to test the formulated hypotheses with the compiled empirical data (Bryman 

& Bell, 2017). The hypotheses in this study are based on past literature findings which 

suggest that younger consumers (Millennials) are more positive towards personalized 

advertising compared to older generations (Direct Marketing Association, 2015). The 

authors of this study believe that the social phenomenon still hold for Generation Z due 

to their familiarity with digitalization and technology. According to Collis & Hussey 

(2014), social phenomenon is indeed measurable. 
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3.2 Research Design 

3.2.1 Deductive Approach 

When conducting a research study, the relation between theory and practice can take 

different approaches. In this study, the deductive approach is implemented. Bryman & 

Bell (2017) define deductive research as the advancement of a theoretical structure in a 

study, where theories are tested through the collection and analysis of empirical data. The 

purpose is to test an existing theory rather than attempting to develop the theory further 

(Collis & Hussey, 2014; Creswell (2009). In a deductive study, the theory and the 

hypotheses are first established, and is then followed by the collection of empirical data, 

and once these steps have been executed, the results can be presented. The established 

hypotheses can either be confirmed or rejected; if the latter holds, the theory need to be 

reformulated (Bryman & Bell, 2017). If the research takes the opposite approach, 

meaning that it is initiated with observation, an inductive approach is adopted (Woodwell, 

2017). This study adopts a deductive approach as the authors believe that the results will 

follow the trend found in the literature; that younger consumers are more positive towards 

personalized advertising and the sharing of personal data for commercial purposes. 

Therefore, an already existing theory, namely the Theory of Planned Behavior (TPB), is 

tested with empirical observations. 

3.2.2 Quantitative Approach 

A quantitative research approach aims to address research questions by gathering 

quantitative data and later analyze it with statistical measures. Quantitative data can both 

be primary and secondary, and must be eligible for analysis with statistical methods 

(Collis & Hussey, 2014). In this study, a quantitative approach was applied as surveys 

were distributed with the intention to collect primary data from Generation Z. With 

quantitative data on consumer’s attitudes towards personalized advertising, it is possible 

to find relationships between variables using statistical methods. Anderson, Sweeney, 

Williams, Freeman & Shoesmith (2014) state that a relationship between two variables 

can be detected through a statistical method called regression analysis, where an equation 

is developed with an independent and a dependent variable. The intention of conducting 

a regression analysis in this study is primarily to find a relationship between consumers’ 

attitudes towards personalized advertising the sharing of personal data for commercial 
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purposes (independent variable), and their intention to interact with personalized 

promotional messages that are based on this information (dependent variable) in order to 

determine common traits and characteristics for Generation Z. This corresponds to the 

Theory of Planned Behavior (TPB), where ‘attitudes’, perceived behavioral control and 

subjective norms are regarded as independent variables and where ‘behavioral intentions’ 

are considered to be dependent variable. 

3.3 Survey 

The empirical data was collected through a survey which was distributed online among 

students at an upper secondary school. A survey is a method to retrieve and gather data 

from or about individuals to define, analyze, and explain their knowledge, attitudes, and 

behavior (Fink, 2003). The questions in a survey are based on variables that are founded 

on the research question(s) or the hypothesis(es) (Balnaves & Caputi, 2001); 

subsequently, an analysis of the surveys is conducted in order to find relationships 

between the variables (Bryman & Bell, 2017). The approach to reach participants online 

was chosen due to the convenience it provided for the researchers, as well as the teachers 

at the upper secondary school. Furthermore, online surveys are cheaper to distribute, the 

response time is shorter compared to mail surveys, and the data input is easier to manage 

since it is automatically handled, which in turn minimizes the risk of incorrect data 

(Bryman & Bell, 2017). Since the time frame for the data collection for this study was 

restricted and the research budget was set to be as minimal as possible, an online survey 

was considered the most convenient approach. 

  

The online survey was created using Google Forms (See Appendices 1 & 2). The two 

teachers at the upper secondary school were contacted via mail, who in turn forwarded 

the survey to their students. The survey was divided into two parts: a brief introduction 

and explanation of the survey, and then the questions. The first part of the survey included 

the purpose of the study and a short explanation of the topic, including an example. To 

obtain an overview of the participants’ demographics, the first two questions addressed 

the age and gender of the participants. The remaining questions were divided into three 

sub-categories (attitudes, control, and behavior) and consisted of statements were the 

participants could respond using a 5-point Likert scale (1: Very negative, 5: Very 
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positive). The survey was available from 26th to the 31st of March 2019 and generated 70 

responses. The overall response rate for all questions were 98,6 % (69 respondents). 

3.3.1 Survey Design 

The survey questions were formulated to correspond to the Theory of Planned Behavior 

(TPB). Furthermore, in order to ensure that the questions were valid for statistical 

measures, the 5-point Likert scale was implemented for all questions regarding attitudes 

and behavior. 

 

Questions based on attitudinal factors found in the frame of reference, including “general 

attitudes”, “control”, “trust”, and “awareness”, was incorporated into the survey in order 

to establish the independent variable (attitudes). Questions such as “On a scale of 1-5, 

how strong is your trust towards companies [...] ?” was included. For the dependent 

variable (intended behavior), questions that explored behavioral factors such as “click”, 

“buy”, “ignore”, and “block” were included. These questions were formulated as: “How 

likely is it that you click/buy/ignore/block an online advertisement based on your personal 

information or previous purchases?” In order for the researchers to distinguish between 

positive and negative attitudes towards personalized advertisements and how consumers 

choose to behave when a personalized advertisement is encountered, the behavioral 

factors were divided between “positive” (“click” and “buy”) and “negative” (“block” and 

“ignore”). 

3.3.2 Pilot Survey 

Before distributing the survey to the intended respondents, a pilot survey was completed. 

Bryman & Bell (2017) states that conducting a pilot study prior to the actual study can 

ensure that the questions hold a desirable standard, and that potential questions generating 

no diverse answers can be identified and removed.  

 

A pilot survey was distributed to acquaintances to the authors, namely family and friends, 

who belonged to Generation Z. The main intention of using close associates was to engage 

in a two-way conversation about the overall quality and fitness of the survey. The pilot 

survey generated 11 responses and upon finishing the survey, the participants were asked 

about the overall quality and if there were any questions that arose during the process of 
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fulfilling the survey. Their responses were noted and potential errors and confusions were 

consequently amended to establish the finalized survey. 

3.3.3 Sampling 

The chosen sampling method for this study was convenience sampling. Anderson et al. 

(2014) describes convenience sampling as a non-probability sampling method where 

participants are chosen based on accessibility and fitness, i.e. convenience for the 

research. According to Saunders et al. (2009), it is not possible to make generalizations 

about the population through a non-probability sample. Thus, the sample of this study 

may not be an accurate representation of the entire population of Generation Z consumers, 

and the statistical inferences made about the sample cannot be applied to the larger 

population either. However, Saunders et al. (2009) state that some generalizations can be 

made from a non-probability sample, although not statistically. 

 

The survey was sent to two teachers at a Swedish upper secondary school, who both were 

acquaintances of the researchers. The teachers did not participate in the study, but were 

asked to forward the survey to four random classes within the school. Since Generation 

Z were of interest in this study, upper secondary school students were considered as 

appropriate participants, as their ages varied between 16-21 years old. The oldest 

participant was born in 1998, resulting in a sample consisting of only Generation Z.  

3.3.4 Data Collection 

As discussed, the primary data collected for this study was obtained through the online 

survey, while the secondary data was retracted from the existing literature. The discussion 

regarding secondary data can be found in Section 2.1.  

 

To gather sufficient primary data for statistical analysis, the objective with the survey was 

to obtain at least 50 responses from individuals belonging to Generation Z. Thus, the 

survey was distributed to four random classes at an upper secondary school, which 

generated 70 responses total. 69 of participants fully completed the survey (98,6 % 

response rate), whereas the one incomplete survey was excluded from the sample. Since 

the only criteria for the choice of respondents was that they belonged to Generation Z, the 

decision to direct the survey to a Swedish upper secondary school was considered 
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reasonable. The teachers forwarded the survey during four different lectures to four 

different classes, and since all students had their own computers, the survey was 

accessible and finished during school hours. 

3.4 Data Analysis 

After having collected the primary data from the surveys, a systematic analysis of the data 

was conducted. According to Bryman & Bell (2017), a data analysis is conducted in order 

to discover patterns and to establish a comprehensive view of the collected data while 

simultaneously attempting to identify appropriate and relevant theories and concepts. 

When analyzing quantitative data from surveys, there are two strategies of analysis that 

the study can apply, namely descriptive and inferential statistics (Saunders et al, 2009). 

In this study, descriptive statistics have been applied. 

3.4.1 Descriptive Statistics 

Descriptive statistics is a statistical method that describe and compile quantitative data. 

Descriptive statistics can be compiled into graphical presentations, e.g. tables and charts, 

which can help detect obscure patterns (Collis & Hussey, 2014). Anderson et al. (2014) 

states that descriptive statistics is applied to present and summarize data in a simple and 

straightforward manner. The summarization of the data can be tabular, graphical, or 

numerical. This study will summarize the data using numerical measures, where measures 

for both a single variable, and multiple variables will be conducted. The chosen approach 

for the numerical summary measure for a single variable (attitudes) is location, where 

mean is the most utilized measure of location (Anderson et al., 2014). To explore the 

relationship between attitudes and intended behavior, simple linear regression will be 

applied. In order to facilitate the different analyses, the data will be managed in the 

software package SPSS Statistics. 

3.4.2 Mean Analysis 

In order to test the first hypothesis, the authors analyzed the means of the different data 

sets for each survey question (factor) relating to attitudes (Q3 to Q6). According to 

Anderson et al. (2014, p.48), “the mean provides a measure of central location for the 

data”, thus providing the average response from all survey participants for each question. 

Because the data set was initially categorical, the data had to be coded into numbers (1 to 

5) in SPSS, where 1 represented “very negative” / “very weak” / “very unconscious”, 5 
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represented “very positive” / “very strong” / “very conscious”, and 3 “neutral” / “neither 

unconscious or conscious”, thus making the data ordinal. The possible values each mean 

could take on ranged from 1 to 5, where values close to 1 indicated that participants, in 

average, had adopted a “negative” attitude, whereas values close to 5 indicated “positive” 

attitudes. Moreover, the standard deviation for each factor was analyzed in order to 

identify any variability within each data set. 

 

Because the mean only indicates the average value of each data set, this method can be 

perceived as rather trivial and simplistic. However, due to the limited knowledge and 

experience the authors currently possess of conducting a quantitative study of this scale, 

this approach was applied in order to reduce the potential of methodological errors that 

could have occurred if another approach was applied. 

3.4.3 Factor Analysis 

To test the second hypothesis of this study, the survey questions were formulated to 

correspond to several factors relating to the independent variable (attitudes) and 

dependent variable (behavioral intention). However, in order to conduct a regression 

analysis, factor analyses were first executed in order to establish the variables. 

 

Factor analysis is an applicable method when the amount of data must be decreased. By 

identifying underlying unobservable variables, also called latent variables, in the 

observed variables, so called manifested variables, researchers can create a more 

manageable data set (UCLA: Statistical Consulting Group, w.d.). By lumping together 

the questions regarding the different attitudinal factors, including “general attitudes”, 

“trust”, “control” and “awareness”, a new and inclusive variable was established (see 

Figure 2). The same process was conducted to establish the variable for “positive” 

intended behavior, including the factors “buy” and “click” (see Figure 3). 
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Figure 2 Attitudes Variable  

 

 

Figure 3 Positive Behavior Variable  

 

3.4.4 Regression Analysis 

To examine whether a relationship between consumer attitudes and behavioral intention 

exists, a simple linear regression analysis was conducted. The variables obtained from the 

factor analysis were utilized, with attitude being the independent variable, and behavioral 

intention the dependent variable. SPSS were utilized once again for this procedure, where 

the variables derived from the factor analysis were applied. Null and alternative 
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hypotheses were then formulated and tested at a α = 0.05 level of significance through a 

t-test. 

3.5 Ethics 

In order to ensure that the thesis uphold sufficient standards, several ethical issues was 

taken into consideration throughout the study. According to Collis and Hussey (2014), 

research ethics refer to the manner in which the research study have been conducted, and 

how the findings and the results of the study are presented. Saunders et al. (2009) 

highlights the importance of considering the ethical implications revolving data 

collection, both primary and secondary data, encouraging researchers to carefully plan 

how to gain access to data for their research studies without being intrusive. According 

to Bell and Bryman (2007), there are several ethical principles that should be taken into 

consideration when conducting a research study, including informed consent, anonymity, 

honesty and transparency, and misrepresentation. 

 

In order to ensure transparency between the researchers and the survey participants, the 

researchers provided a short description of the research study and its purpose at the very 

beginning of the survey. The intention with this description was to inform the participants 

about the study and why the researchers wanted to gather data from them specifically 

which ensured that the participants were aware and informed of what they consented to 

participate in. Moreover, the introductory description further highlighted the voluntary 

nature of the survey, allowing the participants to freely choose whether to partake in the 

survey or not as well as allowing them the ability to withdraw their participation at any 

time during the survey. Each question was marked as non-obligatory, which enabled the 

participants to skip questions they did not want to answer. According to Collis and Hussey 

(2014), voluntary participation is considered a vital ethical principle when conducting a 

research study, as using coercion to force people into taking part in the study may inflict 

harm or cause discomfort for the participants. Thus, the authors deemed it important to 

provide the potential participants with options to opt-in and opt-out. The introductory 

description also informed the participants about anonymity and confidentiality, ensuring 

that each individual’s identity remain anonymous and that their answers would not be 

used for any other purpose other than that stated in the survey. 
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As the data collected through the survey was quantitative data, it is suggested to examine 

the reliability of such data as well as the process of collecting the data in order to establish 

credibility of the research study (Collis & Hussey, 2014). This issue will be further 

discussed in the following section. 

3.5.1 Reliability 

In a research context, reliability is referred to as the ability to replicate a study several 

times and acquire similar and consistent results every time (Collis & Hussey, 2014; 

Saunders et al., 2009). Thus, a study is considered credible if a repeat study yields similar 

results as the original study (Collis & Hussey, 2014). According to Robson (2002), there 

are mainly four threats to reliability: participant error, participant bias, observer error, and 

observer bias. To avoid participant error and participant bias, the authors aimed to 

formulate the survey questions in a neutral matter that did not hint towards a particular 

“correct” answer, or an answer the participants would think the authors expected from 

them. For instance, although only the questions regarding behavior towards personalized 

advertising that involved “positive” interaction (Q7 and Q10) were used to establish the 

intended behavior-variable in the factor analysis, questions about “negative” interaction 

(Q8 and Q9) were included in the survey as well, although they were not used in the 

statistical analysis. Thus, both “negative” and “positive” questions regarding behavior 

were equally included. 

  

As there were two authors conducting this study, it is important to acknowledge the risk 

of obtaining two different interpretations of the empirical results. To avoid this, the 

authors collectively agreed on the scale of which each question in the survey would be 

measured, and what each answer would represent. The 5-point Likert scale was applied, 

which allowed the participants a good range of options, including both “negative” and 

“positive” options, as well as a neutral option. According to Croasmun and Ostrom 

(2011), a neutral response option allows participants to express that they do not 

necessarily have an opinion regarding certain matters included in the survey. In contrast 

to an odd-numbered Likert scale (like a 5-point scale), an even-numbered Likert scale 

(like a 4-point scale) that do not allow for a neutral option may pressure participants to 

express opinions that they do not necessarily possess. Due to the design of the scale, the 

absence of a neutral option sets an implicit expectation that the participants should have 
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an opinion despite them not having one, increasing the potential of response bias. Thus, 

the authors deemed it important to include a neutral option, recognizing that the 

participants may not have an expressed opinion on all matters. 

 

To further avoid observer error and observer bias, the authors consulted with a PhD 

candidate in statistics in order to get a better understanding of how to conduct the factor 

and regression analysis as well as how to interpret the results, which helped in ensuring 

that the calculations were done correctly. As mentioned, the statistical software package 

SPSS was used in this procedure which enabled automatic calculations. This ultimately 

reduced the risk of faulty calculations associated with human error. 
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4. Empirical Findings 

_____________________________________________________________________________________ 

In this section, the empirical findings from the distributed surveys will be presented. 

Firstly, the survey results will be presented descriptively and through tables. Secondly, 

the results from the mean analysis will be given, followed by the regression analysis 

approach.  

______________________________________________________________________ 

4.1 Survey Results 

The survey was completed by 70 students. The first question generated 56 responses (80% 

response rate), the following six questions generated 70 responses (100% response rate), 

and the last three questions generated 69 responses (98,6% response rate). However, in 

order to ease the data analysis process and to mitigate the risk of analysis errors, the 

missing data of the one individual who did not complete the entire survey was removed. 

Thus, only the data from the 69 completed surveys were included in the analysis. 

 

Question 1: How old are you? 

 

Age (Years) Quantity % 

16 10 18,2 % 

17 6 10,9 % 

18 24 43,6 % 

19 13 23,6 % 

20 1 1,8 % 

21 1 1,8 % 
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 55  

Table  1 Response distribution among survey respondents for Question 1 

 

Because the survey was distributed among upper secondary school classes, the authors 

made the assumption that all survey participants were born later than 1995, and thus 

belonged to Generation Z. Therefore, the response rate of 80% on the first question 

regarding age was largely disregarded, as most of the participants who did not respond to 

this question completed the remainder of the survey. Thus, their responses were included 

in the final data set. The only exception was one individual who did not complete the 

survey, who’s responses were entirely excluded from the data set. 

 

The results from Question 1 can be observed in Table 1. 

 

Question 2: Gender? 

 

Gender  Quantity % 

Man 32 46 % 

Woman  37 54 % 

Other Alternative 0 0 % 

 69  

Table  2 Response distribution among survey respondents for Question 2 

 

The majority of the respondents were female (54%) whereas 46% were male. A third 

option for this question was available (“another alternative”), which was not selected by 

any of the respondents. 

 

The results from Question 2 can be observed in Table 2. 
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Question 3: On a scale of 1-5, what is your attitude towards online advertisements that 

provide product recommendations based on your personal information or previous 

purchases? 

 

Scale (1-5) Quantity % 

1 - Very negative  8 11,6 % 

2 - Negative  17 24,6 % 

3 - Neutral 33 47,8 % 

4 - Positive 11 15,9 % 

5 - Very positive 0 0 % 

 69  

Table  3 Response distribution among survey respondents for Question 3 

 

Most of the participants expressed a neutral standpoint regarding the third question about 

general attitudes (47,8%). Only 15,9% of respondents expressed a “positive” attitude 

towards personal advertisements as the fifth option of “very positive” was not selected by 

the any of the respondents. A total of 36,2% of the respondents expressed having a 

negative attitude towards personalized advertising, with “negative” and “very negative” 

receiving a response rate of 24,6% and 11,6% respectively (see Table 3). 

 

Question 4: On a scale of 1-5, how strong is your trust towards companies, and their 

collection and use of your personal information for commercial purposes? 

 

Scale (1-5) Quantity % 

1 - Very weak 9 13,0 % 
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2 - Weak 24 34,8 % 

3 - Neutral 32 46,4 % 

4 - Strong 3 4,3 % 

5 - Very strong 1 1,4 % 

 69  

Table  4 Response distribution among survey respondents for Question 4 

 

Question 4 regarding trust received the strongest response rates for the options “weak” 

(34,8%) and “neutral” (46,4%). 12,9% chose “very weak”, 4,3% chose “strong”, and only 

1,4% of respondents expressed they had adopted a “very strong” sense of trust towards 

companies (see Table 4). 

 

Question 5: To what extent are you aware of why companies collect information about 

you as a consumer? 

 

Scale Quantity % 

1 – Very unconscious  9 13,0 % 

2 – Unconscious  21 30,4 % 

3 – Neither unconscious nor conscious 16 23,2 % 

4 – Conscious 18 26,1 % 

5 – Very conscious 5 7,2 % 

 69  

Table  5 Response distribution among survey respondents for Question 5 
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For Question 5 regarding awareness, the responses varied. “Unconscious” was chosen by 

the majority of respondents (30,4%) and “very conscious” was chosen the least (7,2%). 

The neutral option of “neither unconscious nor conscious” was chosen by 23,2% of 

respondents, and 26,1% of respondents chose “conscious”. “Very unconscious” 

represented 13,0% of responses (see Table 5). 

 

Question 6: To what extent are you aware of what rights you have as a consumer 

regarding the protection of personal data and integrity online? 

 

Scale Quantity % 

1 – Very unconscious  14 20,3 % 

2 – Unconscious  23 33,3 % 

3 – Neither unconscious nor conscious 19 27,5 % 

4 – Conscious 12 17,4 % 

5 – Very conscious 1 1,4 % 

 69  

Table  6 Response distribution among survey respondents for Question 6 

 

For Question 6 concerning control and awareness of rights regarding data control, a third 

of responses represented “unconscious” (33,3%). 20,3% of respondents expressed they 

were “very unconscious”, 27,5% choose “neither unconscious or conscious”, and 17,4% 

stated that they were “conscious”. Only 1,4% expressed that they were “very conscious” 

(see Table 6). 

 

Question 7: How likely is it that you CLICK on an online advertisement that provides 

product recommendations based on your personal information or previous purchases? 
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Scale Quantity % 

1 – Very unlikely  11 15,9 % 

2 – Unlikely  15 21,7 % 

3 – Neither unlikely nor likely 26 37,7 % 

4 – Likely 16 23,2 % 

5 – Very likely 1 1,4 % 

 70  

Table  7 Response distribution among survey respondents for Question 7 

 

The last section of survey questions addressed behavior and how consumers act towards 

personalized advertising. For Question 7, the majority of participants adopted a neutral 

standpoint (43,5%) by choosing “neither unlikely nor likely”. The least chosen option 

was “very likely” (1,4%). 15,9% expressed that they were “very unlikely” to click on a 

personalized advertisement, whereas 21,7% stated that they were “unlikely”. Lastly, 

23,2% of respondents chose the option of “likely” (see Table 7). 

 

Question 8: How likely is it that you IGNORE an online advertisement based on your 

personal information or previous purchases? 

 

Scale  Quantity % 

1 – Very unlikely  1 1,4 % 

2 – Unlikely  5 7,2 % 

3 – Neither unlikely nor likely 30 43,5 % 
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4 – Likely 14 20,3 % 

5 – Very likely 19 27,5 % 

 69  

Table  8 Response distribution among survey respondents for Question 8 

 

For Question 8, only 1,4% of respondents expressed that they were “very unlikely” to 

ignore a personalized advertisement, whereas 7,2% choose “unlikely”. The majority of 

respondents stated that they were “neither unlikely nor likely” (43,5%). 20,3% expressed 

that they were “likely” while 27,5% stated that they were “very likely” to ignore 

personalized advertisements (see Table 8). 

 

Question 9: How likely is it that you BLOCK an online advertisement based on your 

personal information or previous purchases? 

 

Scale Quantity % 

1 – Very unlikely  12 17,4 % 

2 – Unlikely  10 14,5 % 

3 – Neither unlikely nor likely 24 34,8 % 

4 – Likely 18 26,1 % 

5 – Very likely 5 7,2 % 

 69  

Table  9 Response distribution among survey respondents for Question 9 

 

For Question 9, the majority of respondents expressed that they were “neither unlikely 

nor likely” to block personalized advertisements (34,8%), followed by “likely” (26,1%) 
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and “very unlikely” (17,4%). 14,5% of respondents stated that they were “unlikely”, 

while 7,2% declared that they were “very likely” (see Table 9). 

 

Question 10: How likely is it that you BUY something through an online advertisement 

that has given you product recommendations based on your personal information or 

previous purchases? 

 

Scale  Quantity % 

1 – Very unlikely  15 21,7 % 

2 – Unlikely  19 27,5 % 

3 – Neither unlikely nor likely 30 43,5 % 

4 – Likely 5 7,2 % 

5 – Very likely 0 0 % 

 69  

Table  10 Response distribution among survey respondents for Question 10 

 

For the last question, the most frequent response was “neither unlikely nor likely” (43,5%) 

which was followed by “unlikely” (27,5%). 21,7% of respondents stated that they were 

“very unlikely” to buy something through a personalized advertisement, while 7,2% 

expressed that they were “likely”. None of the participants choose “very likely” (see 

Table 10). 

4.2 Mean Analysis Results 

The results from the mean analysis can be observed in Table 11, indicating that the means 

of each factor ranged between 2,46 and 2,84. For Question 3 regarding “general 

attitudes”, a mean of 2,68 indicated that the average response to this question was between 

“negative” and “neutral”, with a tendency towards “neutral”. Looking at Table 11, the 
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“maximum” for Question 3 was 4, indicating that the fifth option, “very positive”, was 

not chosen by any of the participants in the survey. The standard deviation for this factor 

was 0,883. 

 

Question 4 concerning the “trust” factor had a mean of 2,46 and a standard deviation of 

0,833, indicating that the average response was between “weak” and “neutral”. 

 

Question 5 regarding “awareness” had a mean of 2,84 and a standard deviation 1,171. 

The average response for this question was between “unconscious” and “neither 

unconscious nor conscious”, with a tendency to the latter. 

 

Question 6 concerning the “control” factor generated a mean of 2,46 and a standard 

deviation of 1,051, indicating that the average response to this question were between 

“unconscious” and “neither unconscious nor conscious”. 

 

Descriptive Statistics 

  N Minimum Maximum Mean 

Std. 

Deviation 

General Attitudes 69 1 4 2,68 ,883 

Trust 69 1 5 2,46 ,833 

Awareness 69 1 5 2,84 1,171 

Control 69 1 5 2,46 1,051 

Valid N (listwise) 69         

Table  11 Mean analysis results 

4.3 Regression Analysis Results 

The output generated from the simple linear regression analysis of the independent 

(attitudes) and dependent (behavioral intention) variables can be observed in Tables 12, 

13, and 14. 
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Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 ,262a ,069 ,055 ,97225068 

a. Predictors: (Constant), Attitudes 

Table  12 Model Summary of the simple linear regression analysis 

 

 

 

 

ANOVAa 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 4,667 1 4,667 4,937 ,030b 

Residual 63,333 67 ,945     

Total 68,000 68       

a. Dependent Variable: Positive_Behavior 

b. Predictors: (Constant), Attitudes 

 

Table  13 ANOVA table 
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardiz

ed 

Coefficien

ts 

t Sig. 

95,0% Confidence 

Interval for B 

B 

Std. 

Error Beta 

Lower 

Bound 

Upper 

Bound 

1 (Constan

t) 

4,759E-

17 

,117   ,000 1,000 -,234 ,234 

Attitude

s 

,262 ,118 ,262 2,222 ,030 ,027 ,497 

a. Dependent Variable: Positive_Behavior 

Table  14 Simple linear regression coefficients 

 

To test whether a relationship existed between attitudes and intended behavior, a t-test 

was conducted where the null (H0) and alternative (H1) hypotheses were stated as follows: 

 

H0: β1 = 0 

H1: β1 ≠ 0 

 

According to Anderson et al. (2014), the rejection of H0 in simple linear regression 

suggests that a significant relationship exists between the variables under examination. 

As a t-test was used, the rejection rule states that H0 should be rejected if p-value ≤ α 

(Anderson et al., 2014). With α = 0.05 and a p-value of 0.030 (see Table 13), it can be 

determined that 0.030 < 0.05. Thus, the authors conclude that attitudes towards 

personalized advertising and sharing of data is a reliable predictor of “positive” behavior 

towards personalized advertising, and that a significant statistical relationship exist 

between the two variables. However, the relationship is fairly weak as the sample 

correlation coefficient is 0.262 (see Table 14). According to Anderson et al. (2014), 

values of the sample correlation coefficient close to zero indicates that there is no linear 

relationship between the independent and dependent variables. 
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5. Analysis 

_____________________________________________________________________________________ 

Using the hypotheses as the starting point, the purpose of this section is to analyze and 

explain the results obtained from the survey by applying the theoretical findings covered 

in the frame of reference.   

______________________________________________________________________ 

5.1 Consumer Attitudes 

The first hypothesis was formulated for the purpose of examining whether consumers 

belonging to Generation Z have positive attitudes towards personalized advertising and 

the sharing of personal data for commercial purposes or not. The questions within the 

survey that addressed attitudes in particular include Questions 3 to 6, and the responses 

to these questions will be analyzed in this section. 

5.1.1 Attitudes  

Question 3 directly addressed the participants’ attitudes toward personalized advertising 

and the sharing of personal data for commercial purposes, asking them of their opinion 

on online advertisements that uses their personal information to provide them with 

product recommendations (personalized advertising). The results indicated that the 

majority of the participants adopted a neutral standpoint to the question (47,8 %), which 

suggests that they have no expressed opinions regarding this matter.  The next most 

frequent response to this question was “negative” (24,6 %), and collectively, the total 

response rate on the “negative” end of the spectrum (“very negative” and “negative”) was 

36,2 %. Only 15,9 % of respondents perceived personalized advertisements and the 

collection of personal data for commercial purposes as “positive”, whereas none choose 

“very positive”. Looking at these results, it is evident that the majority of participants’ 

attitudes reflect a more negative standpoint rather than positive. This argument is further 

strengthened by the mean analysis, which indicated that the average response for this 

question was between “negative” and “neutral” (mean = 2,68), with a tendency towards 

“neutral”. Overall, the results indicate a predominately neutral attitude among participants 

towards personalized advertisements and the sharing of personal data for commercial 

purposes, which do not support the first hypothesis formulated by the authors. The study 

by the Direct Marketing Association (2015) did indicate that consumers have become 
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more accepting towards the sharing of personal data for commercial purposes, but what 

it did not elaborate on was the “state” of this acceptance. Existing research on data privacy 

highlights the inherent reluctance many consumers have had (and may still have) towards 

the disclosure of their personal data for commercial purposes (Malhotra et al., 2004; 

Dinev & Hart, 2006; Gurung & Raja, 2015), indicating that an overall negative outlook 

on the practice among consumers have existed for years. Thus, a sudden change among 

consumers, from being very skeptical and “negative” towards the practice to being very 

accepting and “positive”, seem unlikely. A more gradual change of attitudes would 

perhaps be more logical, and thus, a neutral stance may indeed reflect that consumers are 

moving to a more accepting outlook. However, one-third of participants expressed that 

they have adopted some level of skepticism towards personalized advertising and the 

sharing of personal information for commercial purposes (“negative” and “very 

negative”), indicating that far from all survey participants are moving in the “positive” 

direction. 

 

However, simply asking the participants about their overall attitude toward personalized 

advertising may not be sufficient in order to obtain an accurate understanding of the 

participants’ attitudes towards personalized advertising as additional factors, including 

risk, trust, awareness, and control, are important aspects of consumer attitudes as well. 

5.1.2 Trust  

Question 4 addresses the issue of trust, asking the participants about their levels of trust 

towards companies’ collection and use of their personal data for commercial purposes. 

Again, the majority of participants adopted a neutral standpoint (46,4 %), but something 

that was particularly notable was the response rates for “weak” (34,8 %) and “very weak” 

(13,0 %). Collectively, the “weak” end of the spectrum constituted 47,8 % of the total 

responses, suggesting that almost half of the participants feel a sense of distrust towards 

companies’ collection and use of their personal data. A mean of 2,46 for this factor 

suggest that the average response was again somewhere between “weak” and “neutral”, 

with a slight tendency towards “weak”. This sense of distrust can be adverse for 

companies wanting to target consumers belonging to Generation Z on digital platforms, 

as a lack of trust can negatively affect consumers’ willingness to disclose their personal 

information for commercial purposes (Chang et al., 2016), thus inhibiting the efficiency 
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of personalized advertising. Findings of Priporas et al. (2017) also suggests that 

Generation Z in particular value a sense of safety online, which may put pressure on 

companies to ensure that their young consumers’ personal data is handled correctly in 

order to establish trust. However, the predominant frequency of “neutral” responses from 

the survey slightly contradicts these findings, as such a response indicates that the 

participants do not have an opinion regarding the matter of trust towards companies. This 

suggests that the participants may not consider trust as an important factor in regards to 

data exchange and data privacy, which also contradicts the findings from the Direct 

Marketing Association (2015), who found that trust was the most critical factor in 

consumers’ willingness to share their personal information. However, this observation is 

far from applicable to the entire sample, as more than half of participants did express they 

had an opinion regarding trust by not providing a “neutral” response. 

5.1.3 Awareness 

Related to trust is the issue of awareness, and both Question 5 and 6 in the survey aim to 

deal with this matter. Question 5 relates to the participants’ awareness of why companies 

collect personal information about them as consumers, where 30,4 % of respondents 

stated that they were “unconscious”. However, 26,1 % of respondents stated that they 

were “conscious”, indicating an almost equal divide of conscious and unconscious 

participants. 23,2 % expressed the neutral stance of “neither unconscious or conscious”, 

suggesting that a large portion of participants may be slightly familiar with the practice, 

but merely on a superficial level. Only 7,2 % of respondents stated that they were “very 

conscious” while the response rate for “very unconscious” constituted 13,0 %. The mean 

of 2,84 suggest that the average response to this question was somewhere between 

“unconscious” and “neither unconscious or conscious”, with a tendency towards the 

latter. The standard deviation of 1,171 indicates that some variability in the responses 

occurred, which can be further observed in Table 5. In particular, the response rates for 

“conscious” (26,1%), “neither unconscious nor conscious” (23,2%), and “unconscious” 

(30,4%) were quite evenly distributed compared to the other questions regarding 

attitudes. Furthermore, the response rates for “very unconscious” and “very conscious” 

were 13,0% and 7,2% respectively. These findings suggest that the participants possess 

varying levels of awareness regarding companies’ underlying purpose of collecting and 

using consumers’ personal data, with no clear indication of an absolute sense of 
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awareness among the participants. In fact, “unconscious” and “very unconscious” 

collectively represents 43,4% of responses, meaning that a large portion of participants 

still remain unaware. As suggested by Gurung and Raja (2015), low consumer awareness 

of companies’ data collection practices and limited abilities to directly observe 

companies’ collection and use of personal data can create risk perceptions among 

consumers, thus inhibiting their willingness to disclose their personal information. 

Therefore, it is vital for companies to establish trust between them and their consumers 

in order to sustain the continued use of personalized advertising. To achieve this, a 

number of authors (Dinev & Hart, 2004; Sheehan & Hoy, 2000; Tucker, 2013; Bleier & 

Eisenbeiss, 2015) suggest that companies should be open and transparent about their data 

acquisition practices, as it will contribute to increased awareness among their consumers. 

Furthermore, transparency can help companies establish trust with their consumers, as it 

allows consumers to understand how their data is being handled despite them being 

unable to directly observe the data handling processes. 

5.1.4 Control 

Question 6 addresses the issue of awareness as well as control simultaneously by asking 

the participants about their awareness regarding the rights they possess in terms of data 

protection and control. According to Xu et al. (2012), the perceived control consumers 

believe to possess over their personal information can significantly influence consumer 

privacy concerns. The less control consumers perceive to have over their personal 

information, the more privacy concerns and distrust they will develop. The survey results 

indicated that most participants are “unconscious” of the data protection legislation, with 

a response rate of 33,3%. The second most frequent response was “neither unconscious 

nor conscious” (27,5%), which was followed by “very unconscious” (20,3%). The mean 

of 2,46 indicated that the average response was between “unconscious” and “neither 

unconscious nor conscious”, with a slight tendency towards “unconscious”. However, 

similar to the previous question (Q5), some variability in the responses could be observed, 

with a standard deviation of 1,051. In particular, a fairly even distribution of responses 

among “very unconscious”, “unconscious”, “neither unconscious or conscious”, and 

“conscious” was identified (see Table 6), indicating that the participants are aware of the 

data protection legislation on significantly varying levels. Overall, more than half of 

participants (53,6%) expressed that they were unaware about the legislation in some sense 
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(“unconscious” and “very unconscious”), indicating that there may be a perceived lack of 

control regarding their personal data in data exchange contexts. According to Baek and 

Morimoto (2012), perceived lack of control over their personal data may induce resistance 

towards personalized advertising among consumers, thus posing as a potential threat 

towards this marketing practice. 

5.2 Attitudes and Intended Behavior 

The second hypothesis was formulated for the purpose of examining whether consumer 

attitudes towards personalized advertising and the sharing of personal data for 

commercial purposes is an accurate predictor of intended “positive” interaction, with 

personalized promotional messages. The hypothesis was formulated using the Theory of 

Planned Behavior (TPB), where the questions regarding attitudes (Q3 to Q6) and the 

questions regarding “positive” behaviors (Q7 “click” and Q10 “buy”), were examined 

against each other in a simple linear regression analysis in order to establish whether a 

potential relationship exists between the two variables. 

 

Looking at the results (see Table 12, 13, and 14), it is evident that the model tested in the 

simple linear regression analysis seem to follow the TPB framework, as the results 

suggest that there is indeed a relationship between attitudes and intended behavior. Thus, 

the more positive the attitudes of Generation Z consumers towards personalized 

advertising and the sharing of personal data for commercial purposes, the more likely 

they are to interact with personalized promotional messages. However, the relationship is 

rather weak, with a sample correlation coefficient of 0,262. Values of the sample 

correlation coefficient close to zero indicates that no relationship between the variables 

under study exists, indicating that attitudes only have a small impact on intended 

behavior. Since this study only considered the effect of consumer attitudes towards 

intended behavior, excluding two factors from the TPB framework (subjective norms and 

perceived behavioral control), the use of only one of the predictive factors to behavioral 

intention in the regression analysis could potentially explain the weak correlation. 

Furthermore, the authors failed to include a factor relating to the behavioral variable that 

addressed consumers’ willingness to share personal data for commercial purposes in the 

regression analysis, and only included factors relating to consumers’ willingness to 

interact (“buy” and “click”) with personalized advertisements. A vital aspect of 
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personalized advertising is the consumers’ act of actively disclosing their personal 

information, and not having included that particular factor into the behavioral variable 

could potentially affect the results as well.  

 

However, another explanation for the weak correlation is also provided by the literature, 

which highlights the somewhat contradictory attitudes and behavior that can be observed 

among Generation Z. In the study of Southgate (2017), it was found that Generation Z’s 

attitude towards online advertising were optimistic in comparison to earlier generations 

attitudes. Simultaneously, however, Southgate (2017) further elaborates on the tendency 

of Generation Z to skip and avoid advertisements on digital media when given the 

opportunity. These findings contradict part of the TPB framework, as it indicates that 

positive attitudes do not induce positive behavior. Rather, the attitude-behavior dynamic 

seems to be contradictory, suggesting that attitudes do not have a significant impact on 

intended behavior. Contradictory behaviors and attitudes have further been highlighted in 

studies by Ridley-Siegert (2015) and Tsai et al. (2011), who suggest that there is 

increasing acceptance among consumers regarding the trade-off between the exchange of 

personal information for rewards, even by consumers who have expressed privacy 

concerns. This indicates that consumers who raises privacy concerns regarding their 

personal information may act against their beliefs and exchange their personal data for 

some kind of reward. These findings could possibly be applicable to the results of this 

study as well, as a weak correlation could indicate that attitudes alone do not predict 

behavioral intention in all, or if even most, cases, and that the contradictory attitude-

behavior dynamic could occur in some instances among Generation Z consumers. 
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6. Conclusion 

_____________________________________________________________________________________ 

In the following section, conclusions regarding the analysis will be presented.  

______________________________________________________________________ 

Looking at the survey questions associated with attitudes collectively, it is clear that the 

survey participants have adopted a predominantly neutral stance towards personalized 

advertising and the sharing of personal data for commercial purposes. Although a few 

questions generated mixed results (e.g. Q5 and Q6), no factor indicated that the “positive” 

end of the response scale was the dominant one. Thus, it cannot be concluded that 

consumers belonging to Generation Z have positive attitudes towards personalized 

advertising and the sharing of their personal data for commercial purposes. Therefore, the 

first hypothesis is rejected. As for the first research question, the authors conclude the 

following: 

 

RQ1: Consumers belonging to Generation Z have a predominantly neutral attitude 

towards personalized advertising.  

 

Although the results indicate that a predominately positive stance towards personalized 

advertising cannot be observed throughout the sample, findings in the literature suggests 

that personalized advertising is more accepted and appealing than traditional mass-

communication practices (Bang and Wojdynski, 2016; Baek & Morimoto, 2012; Yu, 

2011), and that Generation Z have a more positive attitude towards online advertising 

compared to earlier generations (Southgate, 2017). However, this shift towards a more 

positive approach towards personalized advertising does not necessarily indicate that the 

young consumers are entirely “positive” towards the practice. Rather, it could perhaps 

represent an increased acceptance among the younger generation towards data exchange 

being a vital part of the modern economy, as suggested by the Direct Marketing 

Association (2015). Priporas (2017) and Dupont (2015) have described Generation Z as 

digitally and technologically aware individuals who have established a strong presence 

online, indicating that the exposure to digital marketing messages, including personalized 

advertising, may be an integral part of their lives. Rather than forming an opinion 

regarding the issues of personalized advertising or resisting it, the consumers may have 
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merely accepted it as part of life in the online environment, which could explain the 

survey participants’ predominantly neutral stance in regards to the majority of the factors 

included in the survey. 

 

In regards to the second hypothesis, a correlation between consumer attitudes towards 

personalized advertising and the sharing of personal data and behavioral intention to 

interact with personalized advertisements was detected which leads to the acceptance of 

the hypothesis. This finding further strengthens part of the Theory of Planned Behavior 

(TPB) framework, namely that attitudes are a good predictor of behavioral intention. 

However, due to the weakness of the correlation, it can be concluded that attitudes are not 

necessarily the strongest predictor of behavioral intention among Generation Z consumers 

in regards to personalized advertising, and that a contradictory dynamic between attitudes 

and behavior may occur in some instances. In order words, consumers who have adopted 

a predominantly “positive” attitude towards personalized advertising and the sharing of 

personal data for commercial purposes may engage in “negative” behavior towards 

personalized advertising despite their optimism, and vice versa. Although the survey 

results provide limited opportunities to confirm this conclusion for certain, similar 

observations among Generation Z have been provided in the literature. 

 

Regarding the second research questions, the authors conclude the following: 

 

RQ2: Consumer attitudes towards personalized advertising have an effect on behavioral 

intention although it is not particularly strong.  
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7. Discussion 

_____________________________________________________________________________________ 

In the last section, a discussion regarding theoretical and practical implications will be 

presented. Furthermore, the study’s limitations will be discussed and suggestions for 

future research will conclude this thesis.     

______________________________________________________________________ 

7.1 Theoretical Implications 

Because statistical procedures that may not be considered particularly credible were 

implemented in this research study, the authors acknowledge that this thesis may not 

provide the existing literature with new fundamental insights and perspectives that will 

lead to significant theoretical implications. Rather, the study has mostly highlighted the 

relevancy of personalized advertising, and the importance to further investigate the topic. 

As suggested by several authors (Baek & Morimoto, 2012; Yu, 2011; Bang & Wojdynski, 

2016), personalized advertising can provide companies with a number of benefits, 

including efficient targeting and increased user involvement, and due to technological 

advances, the practice is becoming more sophisticated. However, if consumers are not 

receptive to these kinds of promotional messages, the payoff of implementing 

personalized advertising may not be sufficient. Thus, research on what affects consumers’ 

receptiveness towards personalized advertising can provide companies with valuable 

insights on how to better implement personalized advertising in their marketing strategies.  

 

Although research on consumer attitudes towards personalized advertising have been 

conducted in the past (Yu, 2009; Baek & Morimoto, 2012), a somewhat new perspective 

was implemented in this study, as Generation Z were the exclusive target for this research. 

The findings of this study support parts of the existing literature on Generation Z, in 

particular the contradictory dynamic between attitudes and behavior, which strengthens 

the reliability and validity of those past findings. 

 

Furthermore, the results indicated that the relationship between attitudes and behavioral 

intention was rather weak. Although this could be due to the absence of the other 

predictive variables included in the Theory of Planned Behavior framework and/or 
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methodological error, future research on what other variables could potentially affect 

consumer behavior towards personalized advertising could further explore this issue. 

7.2 Practical Implications 

The researchers believe that the findings provided in this study can provide marketers 

with important insights regarding personalized advertising, and how companies can 

approach the implementation of personalized advertising when the intended target market 

belongs to Generation Z. In particular, these findings highlight the various issues 

marketers should take into consideration in order to ensure the efficiency of such a 

marketing practices. Currently, Generation Z seem to have adopted a predominantly 

neutral stance towards personalized advertising and the sharing of personal data for 

commercial purposes which, as will be discussed in Section 7.3., can have different 

meanings. However, the authors have concluded that this neutral stance may indicate that 

consumers are slowly moving towards a more positive direction in terms of data 

exchange, and have accepted personalized advertisements and the disclosure of personal 

information for commercial purposes as part of a modern lifestyle.  

 

Although the responses for most of the survey questions were predominantly neutral, 

some skepticism among Generation Z could be noted as well. This suggests that 

companies still have a long way to go in regards of convincing the younger consumers of 

the beneficial aspects of this marketing practice and the utility it could provide its targets. 

In particular, a notable finding provided by the survey was the apparent lack of trust 

among the younger consumers towards companies, which is something companies 

wanting to utilize personalized advertising should take into consideration. Furthermore, 

as the findings suggested that consumer attitudes alone do not seem to have a significant 

impact on intended behavior, merely evoking positive attitudes towards personalized 

advertising and the disclosure of personal information for commercial purposes may not 

be enough in order to induce “positive” interaction (“click” or “buy”) with personalized 

advertising. Thus, companies should explore other factors that could affect behavioral 

intention. 
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7.3 Limitations 

Although the researchers prepared and organized the structure of this research to ensure 

a thorough and well-prepared study, a number of limitations and shortcomings did occur 

throughout this study. 

 

As mentioned, the chosen theoretical framework (the Theory of Planned Behavior) was 

simplified and excluded two of the three predictive variables, namely subjective norms 

and perceived behavioral control. The researchers believe this could have made an impact 

on the results, and consequently, the final findings and conclusions. In particular, the 

authors cannot confirm nor reject the credibility of the framework in its entirety through 

this study, as only one predictive variable and its impact on behavioral intention was 

examined. In order to get a more accurate prediction of behavioral intention towards 

personalized advertising among consumers through the TPB, the other two variables must 

be taken into consideration. 

 

Most of the shortcomings and weak point of this study were derived from the survey; both 

in terms of how it was developed as well as the results obtained from the survey. 

Specifically, due to the authors’ limited experience in developing a survey suitable for 

statistical inference and regression analysis, some of the survey questions were quite 

poorly formulated. Moreover, the amount of questions related to each factor were limited, 

and additional questions could have been included in order to develop more nuanced and 

accurate variables. In particular, a factor regarding consumers’ willingness to disclose 

their personal information should have been included in the behavioral variable, which 

the authors did not realize until the statistical analysis. 

 

Another limitation relating to the survey was the use of the Likert-scale. Although the 5-

point scale provided the survey participants with a somewhat nuanced range of options, 

it could still be considered rather limiting as the available options may not have reflected 

the participants’ true opinions. The neutral middle-option also caused confusion among 

the authors, as it was quite difficult to interpret the neutral response to some questions, in 

particular those questions relating to behavior. The majority of the participants expressed 

neutral standpoints on almost all questions, which could indicate that they did not have 

any opinions regarding the subject, that they did not want to disclose their true opinions, 
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or that they simply did not care about filling out the survey. If the research study had 

adopted an inductive and qualitative approach, which was the initial research approach, 

there would have been greater opportunities for the authors to ask follow-up questions, 

and thus gain a better understanding about what the participants truly wanted to convey. 

 

Furthermore, the decision to adopt a quantitative approach also meant that statistical 

measures had to be implemented in order to interpret the results, which caused significant 

difficulties for the researchers as their prior experience of conducting a quantitative 

research study of this scale was limited. Moreover, the level of statistical knowledge the 

researchers possessed was fairly low, and paired with the time constraint associated with 

writing a bachelor thesis, it became difficult to accomplish a well-executed statistical 

analysis.  

 

Lastly, the sample size of 69 survey participants was fairly small and may not accurately 

represent the entire target population of Generation Z consumers. Furthermore, due to the 

decision to only examine Swedish consumers as well as to use convenience sampling 

(non-probability sampling) for gathering primary data, generalizations from the sample 

results could not be made to the larger population. 

7.4 Suggestions for Future Research 

Drawing from the findings, implications, and limitations found in this thesis, suggestions 

for future research will follow. 

 

First, due to the small sample size of this study, a future study should aim to acquire a 

bigger and more inclusive sample in order to capture a more accurate representation of 

the Generation Z population. This could be achieved by expanding the geographical 

range, as well as by using a probability sampling method. In addition to acquiring a more 

representative sample, probability sampling allows for making generalizations about the 

population through statistical inferences (Saunders et al., 2009), which could result in 

more meaningful theoretical and practical implications. Furthermore, if the survey 

method is to be applied, additional questions should be included for each factor to get 

more accurate variables for “attitude” and “behavioral intention”. 
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In contrast of conducting a quantitative study, a future study could adopt a qualitative 

approach in order to acquire a better understanding of the attitudes and the behaviors of 

Generation Z, as well as the underlying factors that have contributed to the current state 

of those attitudes and behaviors. In addition to the factors found in the existing literature, 

additional factors could perhaps be discovered through qualitative means. As many 

qualitative methods, including focus groups and interviews, allow for the researcher to 

ask follow-up questions, a more in-depth understanding of consumers’ attitudes and the 

factors that contribute to those attitudes could be acquired. 

Finally, another future quantitative study could attempt to explore the relationships 

between the factors that constitute consumer attitudes towards personalized advertising 

and the sharing of personal data (e.g. “trust”, “risk”, “control”), to examine how they 

impact each other and what factor(s) may have the greatest impact on consumer attitudes. 

Furthermore, in order to utilize the entirety of the Theory of Planned Behavior to predict 

younger consumers’ behavioral intention towards personalized advertising and the 

disclosure of personal information for commercial purposes, all three predictive variables 

(attitudes, subjective norms, and perceived behavioral control) could be implemented in 

order to determine whether the framework is applicable to Generation Z in such 

commercial contexts. 
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Appendices 

Appendix 1: Survey in Swedish 

Hej! 

Vi vill genom denna enkät undersöka konsumenters attityder gentemot digitala 

marknadsföringsmetoder som använder personlig information i syfte att personifiera och 

anpassa reklam för den enskilde konsumenten. Med personlig information syftar vi på 

namn, ålder, adress, telefonnummer med mera, och även information om den enskilde 

individens intressen och behov. 

 

Vi har valt att begränsa vår studie till den demografiska gruppen “Generation Z” som 

omfattar alla individer födda år 1995 och senare. Varför vi har valt att genomföra denna 

studie är för att ta reda på vad dagens unga konsumenter tycker och tänker om de moderna 

marknadsföringsmetoderna företag använder sig av för att nå ut till sina kunder. 

 

Ett exempel på personifiering av reklam är när du surfar på en webbplats som använder 

sig av cookies. Om du godkänner webbplatsens cookies och tittar på olika produkter men 

väljer sedan att surfa vidare på andra webbplatser, exempelvis Facebook, kan reklam dyka 

upp på det varor och artiklar du just tittat på. 

 

Vi vill rikta ett stort tack till alla er som medverkar, då era svar kommer hjälpa oss 

betydligt mycket i vårt examensarbete. Till sist vill vi nämna att medverkan är frivillig 

och för er som väljer att medverka så kommer era svar behandlas konfidentiellt och 

anonymt. 

 

1. Hur gammal är du? 

 

2. Kön? 

- Man 

- Kvinna 

- Annat alternativ 

 

Attityder 
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Följande frågor innefattar frågor angående konsumenters attityder  

 

3. På en skala 1–5, vad är din inställning mot webbannonser som ger 

produktrekommendationer baserad på din personliga information eller tidigare 

köp? 

 

 

 

4. På en skala 1–5, hur starkt är ditt förtroende gentemot företag, och deras samling 

och användning av din personliga information för kommersiella ändamål? 

 

 

 

Kontroll 

Följande frågor innefattar frågor angående kontroll och medvetenhet  

 

5. I hur stor utsträckning är du medveten om varför företag samlar information om 

dig som konsument? 
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6. I hur stor utsträckning är du medveten om vilka rättigheter du har som 

konsument gällande skydd av personuppgifter och integritet på nätet? 

 

 

 

Beteende 

Följande frågor innefattar frågor angående konsumenters beteende 

 

7. Hur stor är sannolikheten att du KLICKAR på en webbannons som ger 

produktrekommendationer baserad på din personliga information eller tidigare 

köp? 
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8. Hur stor är sannolikheten att du IGNORERAR en webbannons baserad på din 

personliga information eller tidigare köp? 

 

 

 

9. Hur stor är sannolikheten att du BLOCKERAR en webbannons baserad på din 

personliga information eller tidigare köp? 

 

 

 



 

 

 

 

71 

10. Hur stor är sannolikheten att du KÖPER något genom en webbannons som har 

gett dig produktrekommendationer baserad på din personliga information eller 

tidigare köp? 

 

 

 

Tack för din medverkan! 
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Appendix 2: Survey in English 

 

Hi! 

Through this survey, we want to examine consumer attitudes towards digital marketing 

practices that use personal information in order to personalize and customize advertising 

for the individual consumer. With personal information, we refer to name, age, address, 

telephone number etc., and also information about the individual's interests and needs. 

 

We have chosen to limit our study to the demographic group "Generation Z", which 

includes all individuals born in 1995 and later. Why we have chosen to carry out this 

study is to learn about what today's young consumers think and feel about the modern 

marketing methods companies use to reach out to their customers. 

 

An example of personalization of advertising is when you browse a website that uses 

cookies. If you accept the site's cookies and look at different products but then choose to 

browse further on other websites, such as Facebook, advertising of the goods and products 

you just looked at can appear. 

 

We would like to thank all of you who participate, as your answers will help us 

considerably in our thesis work. Finally, we want to mention that participation is 

voluntary and for those of you who choose to participate, your answers will be treated 

confidentially and anonymously. 

 

1.    How old are you? 

  

2.    Gender? 

  

Man 

Woman 

Other Alternative 

 

Attitudes 
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The following section includes questions about consumer attitudes 

  

3.    On a scale of 1-5, what is your attitude towards online advertisements that provide 

product recommendations based on your personal information or previous purchases? 

  

1 – Very negative 

2 – Negative  

3 – Neutral 

4 – Positive 

5 – Very positive 

  

4.    On a scale of 1-5, how strong is your trust towards companies, and their collection 

and use of your personal information for commercial purposes? 

  

1 – Very weak  

2 – Weak  

3 – Neutral 

4 – Strong 

5 – Very strong 

 

Control 

 

The following questions include control and awareness issues 

 

5.    To what extent are you aware of why companies collect information about you 

as a consumer? 

  

1 – Very unconscious 

2 – Unconscious  

3 – Neither unconscious nor conscious 

4 – Conscious 

5 – Very conscious 
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6.    To what extent are you aware of what rights you have as a consumer regarding 

the protection of personal data and integrity online? 

  

1 – Very unconscious 

2 – Unconscious  

3 – Neither unconscious nor conscious 

4 – Conscious 

5 – Very conscious 

 

Behavior 

 

The following questions include consumer behavior issues 

  

7.    How likely is it that you CLICK on an online advertisement that provides product 

recommendations based on your personal information or previous purchases? 

  

1 – Very unlikely 

2 – Unlikely 

3 – Neither unlikely nor likely 

4 – Likely 

5 – Very likely 

  

8.    How likely is it that you IGNORE an online advertisement based on your personal 

information or previous purchases? 

  

1 – Very unlikely 

2 – Unlikely 

3 – Neither unlikely nor likely 

4 – Likely 

5 – Very likely 

  

9.    How likely is it that you BLOCK an online advertisement based on your personal 

information or previous purchases? 
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1 – Very unlikely 

2 – Unlikely 

3 – Neither unlikely nor likely 

4 – Likely 

5 – Very likely 

  

10.  How likely is it that you BUY something through an online advertisement that 

has given you product recommendations based on your personal information or 

previous purchases? 

  

1 – Very unlikely 

2 – Unlikely 

3 – Neither unlikely nor likely 

4 – Likely 

5 – Very likely 

 

Thanks for your participation! 
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