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Abstract

As consumers are moving towards a digital media-consuming world, advertisers follow with ever
more sophisticated marketing tools to utilize the new technological potentials to reach their
audiences. With the large amounts of data available to track campaign performance and attribute
success based on digital interactions with consumers, the speed at which a brand needs to adapt to

this new context has consequences for brand management.

With all this data available, marketers are able to steer their campaigns to target potential
customers that have visited their website with banner ads on any website they visit subsequently,

be it news sites, social networks, cooking or DIY sites etc.

This media buying strategy, called retargeting, has proven to be extremely efficient from a ROI
perspective, but might have negative consequences in terms of consumers becoming aware of these
targeted ads. Due to this awareness, some consumers might infer that a persuasive attempt to make

them buy from a brand is being deployed which activates a consumer’s persuasion knowledge.

Via a retargeting experiment, this study explores this consequence and how consumers are affected

by retargeting from an attitudinal and persuasive perspective.

The findings confirm this hypothesized consequence as persuasion knowledge is found to be
activated to a higher degree for respondents that are treated with a high frequency of targeted ads
during the experiment where they are compared with a group which receives low frequency and a
control group which receives none targeted ads. Furthermore, qualitative data about the
respondents’ beliefs and opinions about retargeting are analyzed to explore the triggers and pitfalls

of retargeting.

The findings from this study have implications for research within digital advertising as it proves the
applicability of attitude theory and persuasion knowledge as well as both managerial implication for
campaign execution and brand management as negative consequences of retargeting are

discovered.

Keywords: Retargeting, Programmatic Buying, Persuasion Knowledge, Theory of Reasoned Action,

Mere Exposure Effect, Effective Frequency, Online Consumer Behavior, Internet Advertising
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Introduction

Today’s digital landscape is growing exponentially with new technological business opportunities
such as Uber, AirBnB and Snapchat opening up at an unprecedented pace and being valued at

astronomical sums within few years of existence (Pascale, 2014).

The ad tech industry is part of this boom, as it is fueling the growth of many of these companies by
presenting new media for advertisers to reach their audiences. Most noteworthy, this is facilitated
via the conglomerates of Google and Facebook, which respectively are generating 89.5% and 90.5%
of the revenue from advertising, but also together with lots of other ad tech vendors (see appendix
1 for an overview). This development has major implications for how brands are built via digital

advertising and therefore calls for further explorative studies in this new research corridor.

From a practical perspective, the increasing complexity has made the role of marketing managers
more demanding and non-transparent when facing decisions about optimal media budget

allocation (WARC, 2014).

The nature of online media is quantitative and, thereby, all media-spend is measurable to some
degree. Consequently, the focus of many digital marketers is drawn towards metrics such as click
through rates (CTR), last click attribution and campaign ROl when deciding which channels represent

the optimal media plan (Lewis, Rao & Lewis 2014; Cheong, Gregorio & Kim 2010).

Retargeting, which is a tactic used by advertisers to target users who have visited their homepage
with banner ads on the subsequent websites they visit, often proves to be one of the media buying

tactics performing best when looking at ROl metrics in the media plan evaluation.

A consumer will typically experience this tactic when surfing the web where a product or brand ad
impression from a recently visited homepage will appear at a high frequency. The same ad
impressions will, in some cases, relentlessly appear whether the consumer is reading the news,

checking Facebook or looking at the weather forecast, as examples.

This tactic is made possible through a new advertising technology called programmatic buying,
which is growing rapidly and is forecasted to represent 60% of all digital ad spend by 2017 (WARC,
2014).



Several concerns related to retargeting have been raised by researchers and media experts who
claim that brand deteriorating effects are risked as potential customers may feel stalked by this
aggressive campaign tactic although its immediate ROl is promising (Tucker, 2011; Berendt, Giinther

& Spiekermann, 2005; Ponemon Institute, 2010).

Another issue with retargeting is its intrusion on society and “the right to be left alone” (Acquisti &
Spiekermann, 2011). This is also a concern shared by the ad tech industry, which among several
individual initiatives have provided the opportunity for users to opt out of their default data
collecting permission which provides data for retargeting via the AdChoices service (see appendix

2).

Furthermore, targeted online ads have under certain conditions been found to activate the concept
of persuasion knowledge when retargeting becomes too intrusive (Goldfarb & Tucker, 2011) which
may indicate that potential customers are lost behind the promising ROI facade. Valid questions to
ask in relation to this are whether a retargeting campaign only targets individuals that have shown
a high interest in the advertised brand, what is the value added of the campaign and are some of

these highly interested consumers getting second thoughts after being intensively retargeted?

However, due to the yet early days of online advertising many of these concerns are poorly
supported by data; especially in relation to brand measures and what effect retargeting can have
on the customers who are allegedly not interested in or annoyed by the repeated targeted ads, and

in relation to how their attitude towards purchasing from the advertised brand is affected.



Research questions

In response to the uncertainties and potential risks of new advertising technology introduced above,
this study will investigate the brand specific implications, in terms of attitudinal and behavioral
parameters, of targeted high-frequency exposure caused by different retargeting tactics. This leads

to the research question of the study which is:

“What is the effect of retargeting on behavioral brand attitudes and persuasion knowledge of

people who are intensively retargeted?”

To answer this, attitudes of individuals who have been exposed to retargeting of different degrees
need to be studied across product categories to document an aggregate and comparable effect.
Furthermore, the concept of persuasion knowledge needs to be further investigated as this concept
could potentially be an accurate indicator of the privacy sphere breach that some people may feel

when the same ad, keeps showing up due to retargeting.
This leads to the following sub-questions:

i. ~ How does retargeting affect attitude toward recommending brand x?

ii.  To what extent is persuasion knowledge activated by means of retargeting?
iii. ~ How does persuasion knowledge affect attitude toward recommending brand
x?

iv.  How does different frequency of retargeting rates affect attitudes and

persuasion knowledge?

v.  What triggers awareness about retargeting and how is it perceived and

reacted to by consumers?



Definitions of key terms

Impression: a term used for quantifying the number of banner exposures — as an example a

campaign can be evaluated by how many impressions it delivered within a target audience.

Conversion: a conversion is typically a desired action that results from a campaign (e.g. a hotel
booking, newsletter sign-up, lead, order confirmation etc.). It will often be used to evaluate the
performance of a campaign by looking at the last banner interaction before the conversion occurred
which can either be a banner click (post-click conversion) or a banner impression (post-view

conversion).

Click through rate (CTR): a metric used to measure the effectiveness of a banner by calculating the
percentage of banners that are clicked on. A benchmark for conventional desktop banners is 0.1%

i.e. 1 click out of 1,000 impressions.

Display: a term used for desktop banner advertising as opposed to online mobile and video

advertising.

Viewability: a metric used to describe the amount of impressions that were displayed within the
viewable area of a browser window. The industry standard is that 50% of a banner must be “in-

screen” for 1 continuous second before it can be counted as viewable.
Theory of Reasoned Action (TRA): an attitude model developed by Aijzen & Fishbein (1980).

Persuasion Knowledge Model (PKM): a model developed by Friestad & Wright (1994) to predict

how consumers react to persuasive attempts in advertising.

Mere exposure effect: a theory developed by Zajonic (1968) to describe how exposure of any object

can improve a person’s preference toward that object.

Programmatic Buying: an advertising technology used to buy ad impressions. When a person enters
a web-page, an auction takes place within 100 milliseconds where different advertisers bid for

winning an ad placement on that page to serve their ad when the page loads.



Background

The idea behind this study derives from the researcher’s job as a digital media trader at a media
agency, where knowledge about the ROI and effectiveness behind retargeting campaigns sparked
the wondering if the numbers left out some of the bigger picture, especially in relation to a branding

perspective.

Within this job, many clients (i.e. represented as marketing managers) have asked similar questions
as this study will try to answer, in relation to their concerns about excessive use of retargeting and

the consequences of targeting their core customers at high frequencies.

As a media agency’s role is to advice clients in the media buying strategy, there is as such no risk of
bias toward proving whether retargeting is good or bad from what is being studied in this master

thesis.

Furthermore, this study has been carried out without receiving any support nor data from the media
agency and brands involved, as it from the beginning to end has been the researchers own project.
This means that there are no external stakeholders who have been granted influence to shape the

project in any direction or been given the right to censor the findings or conclusion.



Contributions and Positioning

As answering this research questions has relevance to both academia in terms of exploring
advertising and consumer behavior in a digital context, and managerial relevance for the marketing
managers that needs data to support their judgements about retargeting, the following will present

the study’s contribution and positioning from these two perspectives.

Theoretical relevance

So far online advertising research is arguably in a premature state where corporations such as
Google, Oracle, ComScore etc. have taken the lead in understanding consumer behavior in the
digital ecosystem ahead of most research (Lewis et al., 2013). Most academic research in this field
has used laboratory settings to construct experiments, as examples, some studies have manipulated
content on downloaded websites or programmed games and quizzes to understand online
consumer behavior in a controlled environment and used fictional brands as stimuli (Edwards, Li &
Lee, 2013; Lambrecht & Tucker, 2013; Hervet, Guérard, Tremblay & Chtourou, 2011). Many of these
studies can be criticized for not providing realistic conditions for the participants and for being

outdated due to the rapid development of online advertising.

Furthermore, most of this research arguably lacks practical insights about online consumer behavior
and measurements. As an example, one of the most frequently referenced studies (151 cited
references according to Google Scholar) concerns pop-up ads (Edwards, Li & Lee, 2005), that today
are far less frequent in online media and could be argued to have an entirely different obtrusiveness
effect than the most common display ads - the Interactive Advertising Bureau (IAB) standard formats

of 160x600, 300x250, 728x90 pixels - that are placed around and in between content.

Another concern with existing studies of online advertising is the question of advertising
incremental value and the issue of respondent exogeneity (Lewis et al., 2013). As the point at which
a consumer is targeted usually derives from a genuine interest in a brand or a topic, e.g. when
visiting a travel agency homepage or a travel blog in the planning process of a vacation, the

consumer will naturally have a high affinity for travel before being exposed to a travel ad, making



the effect of the ad difficult to measure and to compare with a control group. From a research
perspective, this makes the framing of respondents a key criteria in order to obtain valid data that
can be used to document and to isolate the contribution of advertising towards “low-funnel”, i.e.

high intent, consumers via retargeting.
This precaution is in some cases overlooked in current research as exemplified in this quote:

“Measuring the online sales impact of an online ad or a paid-search campaign in which
a company pays to have its link appear at the top of a page of search results is
straightforward: We determine who has viewed the ad, then compare online purchases

made by those who have and those who have not seen it.”
M. Abraham, 2008. Harvard Business Review

As Lewis et al. (2013) points out, this statement leads to sample bias as specific search behavior
typically is a result of awareness about the product which triggered the search query and that a user
that sees a search ad thereby has a much higher inferred probability of purchasing than the general
population who did not see the ad. As a contribution to the validity of current theory, this, and other

sampling issues of online advertising will be confronted in this study.

Although some studies of online display advertising have measured brand indicators such as
awareness, preference and purchase intent (Lambrecht & Tucker, 2013; Baron, Brouwer & Garbayo,
2014; Tutaj & Reijmarsdal, 2012), this has been done for either a single brand and/or in a controlled

environment which questions the generalizability.

Another thing that has been neglected in online advertising research is the impact of frequency. As
more precise targeting possibilities now are available to plan for an effective and differentiated

frequency for each potential customer, a gap in this research area currently exist.

Given this lack of research, this study will provide cross category empirical data from a realistic

browsing test environment.
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Managerial relevance

Marketing managers are lacking clear guidance in media mix decisions and are in most cases subject
to use of gut feeling about retargeting. Many who are new to this tool are skeptical and fear brand
deteriorating effects caused by high frequency of targeted ads, or that they will not be able to
control which websites their brand appear (since retargeting only focus on targeting the user, and
not the context) or that colliding ads will waste budgets as a retargeting tactic in some cases can
cause several of the same ads to appear on one page due to targeting intensity (WARC, 2014). Yet,
of 598 marketing managers asked, the consensus about the efficiency of targeting seems to be clear

as shown in figure 1:

Figure 1 - Most important factor behind a successful advertising campaign

24%

Targeting

Creativity 18%

16%

Visibility

Resonance of message
Bold & simple adverts 10%

Audience ‘interaction’

Personalisation

-

Budget

Other I 1% Base: 598 responses

Figure 2 — Most important factor behind a successful advertising campaign

Source: WARC, 2014

Furthermore, in a survey among 90 organizations constituting a total annual media budget of
$150m, made by Ponemon Institute, more than 70% of the CMO’s that participated in the survey

agreed that targeted online ads increase marketing and sales performance.
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On the other hand, the same CMOs estimated that only 1,8% of their marketing budget was

currently spent on targeted/behavioral online ads as seen in figure 2.

Figure 2 — Average budget for marketing, online advertising and behaviorally targeted advertising

($1,000,000 omitted)
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Source: Ponemon Institute, 2013

This number is expected to increase, but a clear contradiction currently exists between these two
statistics, which is why this field needs to be investigated further from a managerial perspective,

and to challenge the doubts that is holding the CMO’s back from using this technology.
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Theory and Concepts

As this study seeks to investigate online consumer behavior, several theoretical concepts are worth
discussing in relation to building hypotheses and designing a questionnaire for the experiment that

will be carried out in this study.

First, relevant research on online advertising needs to be identified and discussed. Second, as
attitude formation is the object of measurement, a clear stance on how brand attitudes are
perceived and measured in this study is necessary. Third, as persuasion knowledge appears to be a
valid parameter to answer the research question, a definition of this concept and how it can be
applied to this study will need to be discussed. Fourth, a brief discussion of effective frequency is
required in order to legitimate the value/effect on attitude change and behavior attributed by

retargeting.

Online advertising research and the effect of advertisement exposure

To be able to study the effect of retargeting, it is first important to understand if online banner

advertising even has an effect on consumers decision-making and which types of effects are present.

Advertising, whether being in the form of print media, TV commercials or online ads, can from a
theoretical perspective be defined as a paid persuasive communication attempt (Richards & Curran,
2002). Following this, advertising relies on some underlying principles that will determine its
effectiveness. McGuire’s Information Processing Paradigm (1976) describes this effectiveness from
a probability perspective which arguably captures the overall dynamics of advertising’s

effectiveness and its success rate.

McGuire uses the sequential formula P(p) x P(a) x P(c) x P(y) x P(r) x P(b) = behavior, where:
P(p) = Probability of being presented to a message

P(a) = Probability of paying attention to the message communication

P(c) = Probability of comprehending the message communication

13



P(y) = Probability of yielding to the message communication
P(r) = Probability of retaining the intention

P(b) = Probability of behaving

As this formula suggest, even in a very optimistic scenario where each of McGuire’s steps had a 50%
probability of occurring (P = 0.5°) only 1.56% of the people receiving this message or ad would end
up acting on the message, as e.g. could be buying a product, signing up for a test drive or changing

attitude towards a brand or its positioning etc.

This ground principle within advertising has its applicability to online display ads as well. Here the
steps are further granulated and divided into specific actions and events, as an example the action
of paying attention to an ad and then clicking on it which will be discussed in the following. One last
remark to McGuire’s Information Processing Paradigm in perspective of online advertising is that
retargeting typically is deployed to increase the probability of the last steps being successful as e.g.
retaining top of mind brand awareness in the final steps of a purchase decision can prove to be a

very efficient communication tactic.

Following this, an easy way to determine if a banner ad has an effect is to look at how often it is
clicked out of all the ad impressions that are being served for a campaign, however, with average
click through rates of 0,1% for display ads (,), i.e. the percentage of display ads that are being clicked,
it does seem questionable if people even notice these ads. Adding to this, that 8 percent of internet
users account for 85 percent of banner ad clicks (ComScore, 2009). So although clicks are an easy to
understand metric, since an ad must have been noticed if it was clicked, clicks are at the same time
unreliable as frequent “clickers” will skew any sample. Furthermore, clicks are sometimes mistaken
as in the case of e.g. intrusive formats that expand over editorial content will have unintentional
clicks. Similarly, clicks from smartphones also often happens accidentally which has been coined as

the phenomenon “fat fingers effect” (Adams, 2013) adding additional measurement errors.

In comparison to display ads, text ads on Google have an average click through rate of 2,0% (Google,

2010), i.e. 20 times higher than the average for banner ads.

14



Since Google as the leading online media organisation attributes the advertising value to the last ad
clicked before a purchase is made as a standard measure, it becomes questionable to online
marketers when looking at this difference in click through rates if display advertising even has a cost

effective role in creating advertising value.

Another issue with display advertising raised is the proposed “banner blindness” phenomenon that
suggests consumers are subconsciously avoiding looking at banner ads (Hervet, Guérard &

Tremblay, 2011).

Furthermore, retargeting is a controversial topic in terms of attribution, since targeting people who
are already interested in buying a product leaves the question if they would have bought the
product in any case, so no wonder the ROl of retargeting campaigns looks good. And more
importantly, if retargeting may have caused a negative impact in cases where the person targeted
decides not to buy the product because she/he felt forced to act or stalked by a continuous flow of

ads.
This leads to the discussion of what has so far been investigated within online display advertising.

Lewis, Rao & Riley (2013) has used an econometric approach to document if display ads even have
an effect on sales. Luckily this is the case although the measurable effects are marginal, with high
standard deviation error margins, and with several measurement problems encountered. Their
study uses campaign data from Yahoo alone which leaves out campaign interactions that the
sampled users might have been exposed to elsewhere, requiring high amounts of campaign data to
establish significance and prove an aggregate effect. Some external factors from this study are,
however, relevant to consider. Activity bias, which is based on the difference between people who
spend a lot of their leisure time online and people who does not, may explain difference in
preference and awareness as some brands are e.g. more heavily advertised online than offline, and
is arguably a source of bias in any online advertising study. It is based on the following two premises

(Lewis et. al, 2013):

a. since one has to be browsing online to see ads, those browsing more actively on a given day

are more likely to see your ad
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b. active browsers tend to do more of everything online, including buying goods, clicking links

and signing up for services

This finding is supported by the brand-building study conducted by Draganska, Hartmann &
Stanglein (2014) where lift in awareness attributed by display ads are found to be lower for active
online users than for people that e.g. mostly consume TV, making activity bias a relevant control

variable.

Baron, Brouwer & Garbayo (2014) find that full-screen interactive formats, which are often
considered interruptive as they expand over the editorial content of a web page, delivers highest
likability and scores highest on brand connection compared to other display formats. They also find
that brand recall increases and that different full-screen interactive formats and standard display ad
formats (IAB formats) increase ad likeability and purchase intent. Translating this finding into the
proposed problems with retargeting, the question of what it takes before ads becomes intrusive or

interrupting, as retargeting ads may be considered, remains unclear based on this study.

Another indirect effect appears to be search queries that are found to be triggered by banner ads.
Lewis, Rao & Riley (2011) finds a lift in search propensity of 5.4% for brand relevant keyword search
gueries among users exposed compared to users who were not exposed in another Yahoo
experiment. For people that are being retargeted, this lift is significantly higher according to a study
made by ComScore (2010) that over a 4 week period of retargeting saw an average lift of 1,046% in

branded search queries among the people being retargeted by banner ads.

Recently, several eye-tracking studies have investigated how much attention is paid to banner ads
and measured the resulting memory, comprehension of message and attitude towards the
advertised brand (Chatterjee 2008; Lee & Ahn 2014; Hervert et. al 2011; Wang, Shih & Peracchio
2013; Barreto, 2013). Most interestingly, all these eye-tracking studies share the consensus that
the majority of ads are actually viewed and thereby rejects the postulated banner blindness
syndrome - e.g. as found by Hervert et. al (2011) that 82% of participants attending their experiment

fixated on at least one of the four banner ads per webpage.

Although most banner ads are viewed for a short while, Wang et. al (2013) find that even at

subliminal fixation levels (i.e. when the exposure duration is less than 50 miliseconds) banner ads

16



may act as perceptual primes which enhance consumer preference for the advertised brands in their
experiment. This effect is found due to the processing fluency model which suggests that the mere

exposure effect of ads can shape positive associations to a stimuli (Wang et. al, 2013).

Zajonic (1968) introduced the theory behind the mere exposure effect, which has since then been
exhaustively tested and proven robust across different experimental conditions (Bornstein &

D’Agostino, 1992).

In short, this theory predicts that exposure of any object affects preference toward that object, and
that frequent exposure builds up this effect. As mentioned, this effect has been proven applicable
across different research areas, and in relation to its relevancy for this study, it has been found to

affect attitude formation (Grush, 1976).

Bornstein & D’Agostino (1992) tested this for stimuli at supraliminal (500 milliseconds) and
subliminal (5 milliseconds) levels using polygons, photographs and Welsh figures (a pool of 400
figures developed for personality tests by Welsh & Barron in 1949) as stimuli. In these experiments,
they found liking to increase by up to 25% for respondents that were exposed twenty times under
the subliminal condition of the experiment compared to those that only received one exposure (the
respondent groups were divided into stimulus exposure frequencies of 0, 1, 5, 10 and 20). This is a
significant increase considering that those respondents were not even able to re-call any of the

exposures, see figure 3 below for a summary of Bornstein & D’Agostino’s findings.

Yoo, Bang & Kim (2009) confirms this finding with their experiment about the repetition-variation
hypothesis applied to South Korean fashion brands. Although the effect is lower on the measured
variables as the respondents are familiar with the brands prior to the experiment in contrast to using

polygons, Welsh figures etc., the results still point in the same direction.
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Figure 3 — Summary of findings from Bornstein & D’Agostino’s eye tracking experiment*
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Source: Copy of figures presented in the article by Bornstein & D’Agostino (1992)

*N = 120 undergraduates. All their findings were found significant at p-values ranging from p = .001 to p =
.07

In the case of retargeting, the effect of repeated exposure may have a positive effect from this
perspective. Interestingly, if a high proportion of the advertising value is considered to derive from
a perceptual prime rather than from communicating a deeper message to resonate with consumers
at the right time in the right context, retargeting may truly prove to be an effective communication

tactic, also from a branding perspective.

Fixation duration, however, is an obstacle that needs to be attended to some degree in order to
maximize the usefulness of these insights, as shorter fixation time seems to be more effective than
longer from a liking perspective. Across several of the eye-tracking studies, a reverse U shaped
relation between fixation duration and liking was found (Bornstein & D’Agostino, 1992; Wang et. al,

2013; Lee & Ahn, 2014). This relation still requires further research to explain, although the current
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explanation relates to a postulated boredom effect, i.e. that the respondents of those studies at
some point become negative in their evaluation when the stimuli is repeated too many times

(Bornstein & D’Agostino, 1992).

Yet, in Bornstein & D’Agostino’s study (1992), memory variables scored higher for longer fixation

duration, which could have different implications for a practical use.

Currently, an increasing focus within the industry evolves around viewability measurement as a
large proportion of the banner ads bought are never viewable (AdExchanger, 2015). This will for
instance be the case if a page loads with a banner at the bottom which the user might never see if
she/he does not scroll down. The IAB standard for a viewable ad impression is defined as 50 percent
of the banner must be in-screen for at least one second, however, the industry benchmark is
currently at 50.1% viewability for publishers and 39.9% for Ad Networks and Exchanges (Integral Ad
Science, 2015). Interestingly, what the industry and the eye-tracking researchers are investigating
seems to be going in two different directions when the end goal could be to define measurements

for advertising quality and thereby come closer to prove the value of an ad impression.

From a liking perspective, Bornstein & D’Agostino’s (1992) study also has implications for how the
industry determines the value of ad impressions based on their viewability standard, since instances
of subliminal levels of eye-fixation in fact may be possible outside the ‘one second’ threshold, which
in the case of their study seem to be more effective than longer fixation duration. This is in part also
recognized by the industry where e.g. Sherrill Mane, SVP of research, analytics and measurement at
the IAB, states that viewability does not tell you if an ad was effective or not, rather it tells you

something about the opportunity for an ad to be seen (AdExchanger, 2015).

Leading forward, banner ads does provide advertising value in several ways. Although not much
attention is paid to these ads, the mere exposure effect clearly has an impact as attitudes are
affected by banner ads even when they are not recalled (Wang et. al, 2013) which supports that

retargeting can have a positive impact on attitudes.
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Brand attitudes

Measuring attitudes toward brands have been a frequently studied topic in consumer behavior due
to attitudes’ strong causal relation with prediction of behavior (Olson & Mitchell, 1981). Attitudes
have been used to quantify the so called components of brand equity (Keller, 1993) with measures
such as liking, preference considerations etc. Other researchers have studied attitudes from a
relational perspective of how consumers form relationships with their preferred brands (Fournier &
Yao, 1997; Roberts, 2004) which similarly has been suggested to explain consumption. Although
these interpretations all seem relevant to study, the brand attitudes studied in this case are
concerned with the behavioral aspect in order to document an effect on behavior from retargeting
activities. Emotional and cognitive brand attitudes may well be linked to behavior, however,
predicting behavior is more specifically linked to the attitude toward performing a behavior (Aijzen

& Fishbein, 1980), e.g. the attitude towards buying a new coffee machine.

However, cognitions are important in determining attitude towards behavior in terms of beliefs, e.g.
a question to determine a person’s attitude toward buying a specific vacuum cleaner could be

formulated:
Buying vacuum cleaner x would save me time cleaning

Strongly agree Strongly disagree

Worth noting is that formulating such specific question is typically based on the manufacturer's
opinion of the most important benefits of the product, and should according to Ajzen & Fishbein
(1980) rather be formulated based on consumer’s salient beliefs. Carrying on, while the semantics
of the questions can be characterized as evaluative, Breckler & Wiggins (1989) finds significant
difference between evaluative and affective formulation in measuring attitude. An affective

formulation could sound like this:
Buying vacuum cleaner x would make me happy

Strongly agree Strongly disagree
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Following this, these two types of formulations should not coexist in a questionnaire, which is

considered in the research design process of this study’s experiment.

Behavioral attitudes are in a simplified perspective determined by the expected positive/negative
consequences of the outcome of performing the behavior which is further affected by the normative
prescriptions of significant others, each with relative importance weights (Ajzen & Fishbein, 1980)

as defined in the Theory of Reasoned Action (TRA):

Figure 4 — The Theory of Reasoned Action (TRA)

The person’s belief that
the behavior leads to
certain outcomes and E—
his/her evaluations of
these outcomes

Aftitude toward the
behavior

Relative importance of
attitudinal and normative Intention —> Behavior
considerations

The person’s beliefs that
specific individuals or
groups think he/she
should or should not
perform the behavior and
his/her motivation to
comply with the specific
referents

— Subjective norm

Source: replication of the original TRA model in “Understanding Attitudes and Predicting Social

Behavior”, Ajzen & Fishbein (1980)

Although Ajzen (1985) later modified the model to become the Theory of Planned Behavior (TPB) in
order to account for Perceived Behavioral Control (PBC), this addition may not necessarily improve
the predictability of the model when studying online consumer behavior. Hansen, Jensen & Solgaard
(2003) tested the difference between the TRA and TPB approaches in the case of online grocery

buying intention and found no significant predictability from adding PBC. Most significant in
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predicting behavior in their study, i.e. buyer intention (BI), was the subjective (SN). This may be due
to the fact that grocery shopping to a large degree is a collective decision and significant others
thereby have a lot to say, however, it is noteworthy that PBC did not add any significant predicting

power.

With the TRA approach toward brand attitudes, it becomes more transparent to measure whether
retargeting has a positive or negative impact in the consumer decision making from a brand attitude
perspective. This is not to say that affective attitude measures such as liking or preference are
irrelevant, but that the impact of retargeting on brand attitudes is best measured in terms of
correlation by using behavioral intent as the unit of analysis in order to understand an effect closely

linked to advertising value, e.g. added sales.

Although TRA may be criticized for not accounting for attitudes shifting in relevance over different
stages of the purchase decision (Semon, 1969), consumers that are being retargeted are considered
to be close to making a decision, i.e. beyond the awareness and need-recognition stage as they have
visited the brand homepage before being retargeted. This leads to the assumption that by
measuring attitude towards recommending buying brand x, the predictability of the model will

remain constant in terms of attitudes measured.

To summarize the implications of the TRA for this study, the following two hypotheses are put

forward:
Hé6: attitude towards recommend brand x is positively correlated with brand recommendation intent
H7: subjective norm is positively correlated with brand recommendation intent

Which will be used to answer sub-question i.

Persuasion knowledge

The Persuasion Knowledge Model (PKM) was developed in order to describe and predict consumer’s
response to persuasive tactics deployed by advertisers. The theory claims that consumers may

obtain knowledge about persuasion attempts, when ulterior motives from an influencing agent
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become accessible, and use this in their evaluation of the agent’s (or advertiser’s) communicated
message. This knowledge can e.g. affect a consumer to devalue or discount information that relates
to an advertised product, thereby affecting the consumer’s attitude negatively as well as their
purchase intent (Campbell, 1999). Worth noting is that the inference of persuasion made by the
consumer is merely an intuitive perception (or guess) of the motives behind a message and is not
necessarily an accurate analysis of what is really happening in the situation (Campbell & Kirmani,

2000).

The theory was developed by Friestad & Wright (1994), and has since then been used as a measure

in 89 articles according to a recent literature review by Ham, Nelson & Das (2015).

Although 13 scales was developed by Friestad & Wirght to measure persuasion knowledge, none of
the 89 subsequent studies has used this guideline, instead, each study has used their own developed
context specific measurements to investigate persuasion knowledge which illustrates the novelty of

research within this area (Ham et. al, 2015).

However, some studies has used a scale developed by Obermiller & Spangenberg (1998) that
measures advertisement skepticism, which, although being conceptually different from persuasion
knowledge, captures the inference of manipulative intent (IMI) that has its similarities to persuasion

knowledge.

As with persuasion knowledge, the level of IMI being activated also depends on the cognitive
capacity the consumer has available during a persuasive attempt. As an example of this influence,
Hossain & Saini (2014) found that cognitive capacity was higher in the evening, and thereby found

higher ad skepticism among their respondents during the evening in their study (see figure 5).
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Figure 5 — Ad skepticism measured during the day
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Source: Hossain & Saini (2014), N = 94 under graduates, note that y-axis begins at 3.7 and not 0

To conclude the dynamics of PKM, the point at which persuasion knowledge activates seems to
depend on both the accessibility, i.e. awareness, about a persuasion attempt, and on the above-
mentioned cognitive capacity available to process the message (Campbell & Kirmani, 2000) as

shown in figure 6:

Figure 6 — A process model of consumers’ use of persuasion knowledge
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Source: Campbell & Kirmani, 2000
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However, if a consumer has extensive topic knowledge (Kachersky & Kim, 2011) about the value of
a product, persuasion knowledge is found only to have limited impact on attitudes and behavior,
which has to be considered in the selection of products and respondents in an experiment when

measuring persuasion knowledge.

In relation to retargeting, persuasion knowledge becomes interesting to study as by definition this
communication tactic is an attempt to persuade consumers to reconsider a brand or a specific
product - after having visited a homepage without placing an order - and can thereby be

characterized as a persuasive attempt made by the advertising agent.

Goldfarb & Tucker (2011) investigated retargeting and the relation between accessibility and
inference of persuasion motives as shown in figure 6. By combining retargeting with contextual
targeting, i.e. making the ad’s targeting more obvious by matching the context of a webpage with
the advertised brand, they show that persuasion knowledge is higher when retargeting becomes

too obvious.

Similarly, Lambrecht & Tucker (2013) finds dynamic content optimized banner ads (DCO) that in
their experiment display specific hotels a consumer has been looking at on a hotel brand’s website
to affect privacy concerns, as a proxy for persuasion knowledge, to a higher degree than generic

banner ads from the same hotel brand.

Tutaj & Van Reijmersdal (2012) finds persuasion knowledge to be higher among respondents that
were exposed to targeted banner ads compared to similar native ads, i.e. ads that are integrated in
the editorial content, further pointing toward that cognitive accessibility of persuasive attempts

have a positive relation with persuasion knowledge.
Based on this research, the following hypotheses are suggested:

H5: persuasion knowledge is negatively related with attitude towards

recommending brand x

He6: persuasion knowledge is higher for respondents that are being exposed to a

low frequency of targeted ads
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H7: persuasion knowledge is highest for respondents being exposed to a high

frequency of targeted ads

Reactance theory has also been applied in the study of online pop-up ads (Edwards, Li & Lee, 2005),
which persuasion knowledge arguably is inspired by. However, Lambrecht & Tucker (2013) tests for
both reactance and persuasion knowledge in their study, but find no significant change of reactance
among their respondents. Reactance may thereby be excluded on the basis of their study although
reactance might be worth studying in other aspects of online advertising. Measuring reactance
effectively, of course, depends on how the questionnaire is formulated in order to capture these
variables, but for the simplicity sake, focus will be emphasized on persuasion knowledge in this

study.

Furthermore, it is expected that another variable that can affect accessibility of a persuasive attempt
is the frequency at which a targeted ad appears in a browsing session, which will be discussed in the

following, as high frequency is expected to enable accessibility to PKM.

These hypotheses will be used to answer sub-questions ii and jii.

Effective frequency

In traditional media planning, much effort is put into determining the optimal campaign frequency
which is estimated as a static figure or interval (Krugman, 1972). The effective frequency is based
on the principle of the S-shaped advertising response curve (see figure 7), where a certain number
of exposures are required to break through the media noise before an ad will have an impact
whereas at a certain frequency this effect starts to wear out and adding additional exposures (or ad

spend) will be less effective (Jones, 1995).
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Figure 7 — The advertising response curve
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Since programmatic buying enables advertisers to apply behavioral data and control frequency

down to each individual reached, some aspects of frequency are worth reevaluating.

Indeed, the advertising effect will possibly start to wear out after exposure number 5 for a given
consumer, however, the top 100 individuals that are most likely to convert based on retargeting
segmentation data, are still relatively inexpensive to reach with a frequency above 50. This means
that the worn out effect at this frequency still is valuable due to the high probability of conversions

occurring among these individuals.

Yet, in order to determine the effective frequency, attribution is a prerequisite that divides
marketers. Although conversions can be linked to ad exposure and ad clicks in online advertising,
the choice of metric has significant impact on establishing an optimal frequency. The following two
frequency distribution graphs from two retargeting campaigns displays this issue, where the first
attributes all credit to the last ad click before the conversion (i.e. the sale) as metric (PC = post-click)

while the second uses last ad impression (PV = post-view).

The blue line illustrates frequency buckets where e.g. 24.000 unique users received one ad
impression and so on, the green line shows the number of conversions in each of these frequency

buckets. The last bucket captures users who have received a frequency of 50 and above.
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Figure 8 — Post-view conversions and unique user count per frequency bucket
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Clearly, the frequency distribution seems somewhat optimal for figure 8 where conversions
relatively follows the size of the impression buckets, indicating that the right users received the right
amount of impressions. The 8.000 most valuable users that received >50 frequency also provided a
relative high conversion rate, so overall a good result in terms of frequency distribution when using

post-view conversions as a metric.

Had post-click conversions been the metric as in figure 9, the frequency distribution would not have
been as optimal. This is mainly due to the fact that ads must be clicked before a post-click
conversions is counted, recall that the proportionate benchmark for clicked display ads is 0,1%,

making post-click conversions rare.

Figure 9 — Post-click conversions and unique user count per frequency bucket
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Therefore, although retargeting provides interesting avenues of sophisticated targeting possibilities,
the divided measurement approaches of online attribution remains an obstacle when e.g.

determining the effective frequency.

In sum, frequency is an interesting variable to test in an experiment regardless of attribution issues
described. As targeting the right users with the right message via retargeting seems to be effective,

it leads to the following hypothesis:

H4: one targeted impression per page view has a positive impact on attitude

toward recommending brand x

However, it might be the case that too high frequency can be perceived as annoying or lead to ad
irritation and thereby affect attitudes negatively (Greyser, 1970; Tsang & Liang, 2004) if every page

view is covered with suspiciously targeted ads. Given this, the hypothesis follows:

H3: high frequency exposure has a negative impact on attitude towards

recommending brand x

That negative brand attitudes may be formed due to overexposure is hypothesized mainly based on
the study by Greyser (1970), this effect may, however, be canceled by the mere exposure effect
which can make it difficult to measure exactly how ad irritation works. Additionally, the frequency
of repeated targeted ads that is required to trigger irritation for an individual is difficult to forecast
and may be enhanced by variables such as creative execution and message of the ad. In the
experimental nature of this study, high frequency is proposed as four targeted ads that in the

experiment will appear on three consecutive web pages as part of the stimuli.

Furthermore, H3 and H4 will be used to answer sub-question iv.
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Theoretical framework

As a result of the theory discussed and the proposed hypotheses, the research model has been
designed based on TRA with the addition of stimuli conditions and the external variable of
Persuasion Knowledge. The control variables, as mentioned, are Activity Bias and Online Ad

Irritation. The overview of the hypotheses can be found in figure 10:

Figure 10 — Hypotheses about retargeting
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TRA and not TPB is used as the basis of the research model as no significant model improvement

was found from adding PBC according to the e-commerce study made by Hansen, Jensen & Solgaard

(2003).

It is also worth noting that PBC, would it have been part of the model, is expected to be stable across
these three relatively involving purchase decisions that are being examined in the experiment which

is described in the following chapter.
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Methodology

The first question that needs to be asked before conducting this study may well be one of the most
difficult to answer which is; “how can the effect of retargeting objectively be compared and
measured?”. As will be discussed in the following, there does not exist a perfect way of doing this,
and the studies that so far have tried to measure the effect of targeted online ads have done so with
different methods which can all be criticized from different aspects. Thus, the aim of the following
methodology is to account for as many of these measurement aspects as possible by providing a

type of framing that have not been used in this research context before.

Experiment - a randomized control trial

Due to several limitations of investigating retargeting in a realistic setting, the study will rely on an
experiment being carried out designed as a randomized control trial in order to measure a relative
effect between different treatment groups. This is done in order to facilitate some critical

measurement problems which are discussed in the following.

First of all, although endless measurement opportunities exists within online advertising, measuring
the exact value each retargeting ad impression attributes to a consumer’s brand perception or

probability of converting is rather complicated as described earlier.

Furthermore, as each consumer is tracked prior to a conversions it appears that every consumer has
a distinctive path through touch points of paid and organic ad and brand interactions. Below is an
example of how such paths to conversions (or leads) could look for an advertiser based on campaign

tracking (see table 1).

Adding to this that the consumer typically will encounter retargeting on different devices, i.e. cross-
device, an initial interaction could be on a smartphone, then on a tablet and later on a desktop etc.,
it makes keeping track of the different interactions problematic. Not to mention all offline

interactions a consumer may encounter during this journey which are not measured.
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For a marketer, the diversity of these paths and their endless combinations are difficult to act upon.
It is especially difficult to make clear evaluations of the different advertising channels’ performance
based on these paths which often ends with the assumption that the last paid interaction before
the conversion receives full credit. Similar to the interactions within a soccer team where the striker

typically will receive most credit for the goals scored, although every player might have contributed.

The first path in table X.X serves as an example of the attribution problem for display advertising, as
a user in this case sees four display ads and then clicks on an affiliate ad (which can be anything from
a Google search ad, price comparison site ad, e-mail marketing ad etc.). Here the “last interaction”

method discounts any value the display ads might have added prior.

Table 1 - Path-To-Conversion example (last 5 interactions)

Last 5 Interactions B2 Leads (Standard)

Display In-Screen Impression -> Display In-Screen Impression -> Display In-Screen Impression -> Display In-Screen Impression -> Affiliate Click
Direct -> Display In-Screen Impression -> Display In-Screen Impression -> Display In-Screen Impression -> Direct

Natural Search Generic -> Natural Search Generic -> Natural Search Generic -> Direct

Affiliate Click -> Affiliate Click

PPC Brand Click -> Natural Search Generic -> Natural Search Generic

Natural Search Generic -> Natural Search Generic -> PPC Brand Click

PPC Generic Click -> Natural Search Generic -> Natural Search Generic

Display Click -> Display Click -> Display Click

Natural Search Generic -> PPC Generic Click -> Natural Search Generic

Display Click -> Display Click -> Display Click -> Display Click -> Display Click

PPC Brand Click -> PPC Brand Click -> Natural Search Generic

Display In-Screen Impression -> Display In-Screen Impression -> Direct -> Display In-Screen Impression -> Direct

Referrer Other -> PPC Brand Click

Display In-Screen Impression -> Display In-Screen Impression -> Display In-Screen Impression -> Display In-Screen Impression -> Display Click
Natural Search Generic -> Natural Search Generic -> PPC Generic Click -> Natural Search Generic -> Natural Search Generic

Display In-Screen Impression -> Display In-Screen Impression -> Display In-Screen Impression -> Display In-Screen Impression -> PPC Generic Click
PPC Brand Click -> Display In-Screen Impression -> PPC Brand Click

Display In-Screen Impression -> Display In-Screen Impression -> Display In-Screen Impression -> Display In-Screen Impression -> Referrer Other
PPC Brand Click -> PPC Brand Click -> Direct

Direct -> Display In-Screen Impression -> Direct

PPC Brand Click -> PPC Brand Click -> PPC Brand Click

Natural Search Brand -> Natural Search Brand

PPC Generic Click -> PPC Generic Click -> Natural Search Generic

Natural Search Generic -> Direct -> Direct -> Direct

Direct -> Direct -> Direct -> Display In-Screen Impression -> Direct

Natural Search Generic -> Natural Search Generic -> Natural Search Generic -> PPC Brand Click -> PPC Brand Click

Natural Search Generic -> Natural Search Generic -> Natural Search Generic -> PPC Brand Click -> Natural Search Generic

Referrer Other -> PPC Generic Click -> PPC Generic Click -> PPC Generic Click -> PPC Generic Click
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This complexity also adds to the issue of user comparability, since measuring the effect retargeting
has on users to some extent is dependent on their prior path and how far they are in their consumer

journey.
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Making a real life experiment based on this premise would require a sample of potential consumers
that all were at the same stage in their paths with similar prior exposure, which from a practical
perspective would be unfeasible to acquire in terms of obtaining a statistically significant sample

and control group.

This has clear implications for the choice of methodology for this study as to how the effect of
retargeting can be measured. From this perspective; the premise in any retargeting experiment

must be set as similar as possible for respondents in order for data to be comparable.

Data collection and sampling technique

As a heterogeneous sample is desirable in order for the data to be representative, the aim of the
respondent recruiting process was based on covering the demographic composition of the Danish
online population. The latest data suggests that 90% of the Danish population is online based on
Nielsen and Schrgder’s report (2014), suggesting that the actual population demographics of
Denmark is very similar to the online population. In order to achieve this composition, age and
gender was asked at the beginning of the questionnaire, and along the sampling process these

different age and gender quotes were distributed equally to the different experiment groups.

Respondents with professional experience within digital advertising were excluded from the sample

due to their expected knowledge and awareness of retargeting which would lead to sample bias.

As a result, the following sample composition was collected as seen in table 2 and figure 11

Table 2 - Sample Gender Compositions

Cumulative
Frequency | Percent Valid Percent Percent
Valid Female 39 46,4 46,4 46,4
Male 45 53,6 53,6 100,0
Total 84 100,0 100,0
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Figure 11 — Sample Population Pyramid
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In the initial data collecting phase, respondents were recruited in order to test the user-friendliness
and reliability of the questionnaire and experiment — these respondents are not counted in the final

sample.

From here, adjustments to the questionnaire were made, and respondents were recruited via email
and a Facebook event. As the Facebook event was made public, any person that attended would by
default share their participation in the event with their network and thereby provide a reach beyond

the friend invitations sent out to begin with.

The questionnaire was also posted on a local resident Facebook page with 1,800 members, which

accounted for the largest contribution with 28 of the responses.

Control variables

Several variables are worth controlling for in the experiment. Since activity bias may have impact on
the result, a question related to weekly/daily online dwell time was asked at the beginning of the

guestionnaire to control for activity bias in the results. In this case, respondents with high online
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usage were expected to have been more exposed to the selected ads which may lead them to have

had higher predetermined preferences than compared to respondents with low online usage.

As was discussed in the attitude paragraph, the formulation of attitude related questions are based

on evaluative characteristics in order to ensure conformity in the results.

As a final control variable, ad irritation is included in order to detect potential bias in the results

from respondents that in general are more annoyed by online advertising than others.

Since this study concerns banner advertising, it is stressed that the respondent should not base their
evaluation of ad irritation on streaming services such as YouTube and Spotify etc., as these may
enforce greater irritation than banner ads since exposure in many cases are forced. As an example;
YouTube serves “non-skippable” ads where a 15 second commercial needs to be viewed before the
content will load, and as another example, the free version of Spotify interrupts streaming with
radio ads. These types of forced exposure may cause higher or different ad irritation than the banner

ads and are due to this kept out of the study to avoid answers that are not related to banner ads.

Apart from the overall control variables, the potential bias that may exist for respondents that have
personal knowledge about the three products is also taken into consideration. After the participants
provided feedback answers to the three purchase decisions, a question was asked if they did own a

Circolo, Sony Xperia Z3+ or had traveled with Lufthansa within the last 6 months.

Browsing experiment design

In order to facilitate a common premise for the respondents prior to stimuli, the experiment is
centered on the outcome of brand recommendation to the respondents’ aunt which is at a specific

stage in three different purchase decisions.

More specifically, after having filled the initial information on demographics and internet usage, the
respondents were asked to imagine that their “not so internet-savvy” aunt had asked them to help

her out with three purchase decisions.
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The three things the aunt is looking to order is a capsule coffee machine (Circolo by Nestlé Dolce
Gusto), a new smartphone (a Sony Xperia Z3+) and a flight ticket to USA (with Lufthansa) which she

has made some research for online.

As part of this research the aunt has been looking at different review sites. She therefore wants to
show a few things that she have been looking at during her research, and wishes a second opinion

based on this content.

These three products/services have been selected as they all require some level of involvement to
buy, which is necessary for retargeting to be activated —i.e. based on the assumption that with low
involvement decisions the advertiser will rarely have enough data to retarget consumers. Another
criterion for choosing these three products/services is that they represent three different
categories, which will generate more generalizable results than if only one category had been

investigated.

Via the questionnaire a link to a browsing simulation is provided where the respondents is able to

go through nine web pages with instructions that have been selected by the aunt.

In order to limit cognitive capacity so that the respondents would not pay too much attention to the
ads, they were asked to look at specific phrases in the presented review web pages in relation to

the aunt’s research. These phrases were marked with red squares as in the example below.

The marking may impose a less realistic condition, but the advantage of this, apart from the above
argument, is to minimize the respondent dropout rate during the experiment, as the experiment
includes nine full-page reviews that might have become too tedious and time consuming for the

respondents to read from start to end (see exhibit 1).
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Exhibit 1 — mock up from the experiment showing the use of red highlighting square
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Framing and the external party premise of including “the aunt”

Mainly, the “aunt framing” has been chosen to minimize bias from the respondent’ personal
preferences and supposedly un-present needs for the selected products and to have respondents

consider actual purchase decisions for a person (the aunt) that have these needs, as an external

party.

Furthermore, this method was chosen to simulate retargeting as it is expected to appear when a

person is in a decisive stage of looking for information about specific products/services. And, in the
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case of the experiment, is being retargeted from recently visited brand homepages, as would be the

case in broad terms for a real online decision journey setting.

Experiment conditions

As the experiment conditions are aimed at being as similar to the conditions under which a
consumer most likely would experience retargeting, the experiment is based on a plausible decision

journey, during which, different alternatives are evaluated.

There exists many different models to describe the online consumer journey, and for good reason,
as each journey often is a unique combination of different touch points in different sequences. One
overall thing to say about online consumer journeys is that a consumer moves from being in a
passive stage until some kind of trigger happens and the consumer become more active in his/her
behavior as a need is recognized. This active phase can include different search activities as different
alternatives are being evaluated which often will include a visit to the considered brand’s
homepage. Furthermore, decisions will often also be based on independent sources such as review
sites, price comparison sites etc. (Edelman, 2010), which is why 9 review sites are selected for the

experiment browsing session.

To simulate the three conditions that the respondents are placed in, three browsing simulations are

created each with different frequency of retargeted ads.

Table 3 provides an overview of these three conditions, where each web page has room for 1-3 ad
placements and have a specific context, e.g. a travel or a review site. For further details please see

Appendix 3:
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Table 3 - Conditions of the experiment

Conditions Web page 1 Web page 2 Web page 3 Web page 4 Web page 5 Web page 6 Web page 7 Web page 8 Web page 9|Total

Ad placements 2 1 2 2 2 1 3 2 2 17
Page context Capsule coffee review site Smartphone review site Airline review site

Group 1 - high frequency

- Nestlé Circolo ad 2 1 1 0 0 0 0 0 0 4
- Sony Xperia Z3+ad ] 0 0 2 1 1 0 0 o 4
- Lufthansa ad 0 0 0 0 0 0 2 1 1 4
Group 2 - low frequency

- Nestlé Circolo ad 0 1 0 0 0 0 0 0 ] 1
- Sony Xperia Z3+ad 0 0 0] 0 1 0] 0 0 1] 1
- Lufthansa ad 0 0 0 0 0 0 0 1 0 1
Group 3 - control No targeted ads

After the browsing tour, the respondents were asked attitudinal questions in relation to
recommending three brands that the aunt was considering (see appendix 3), in relation to attitude

towards recommending each brand, subjective norm and recommendation intent.

Following this, persuasion knowledge is measured by asking respondents questions about privacy

concerns online and their opinion about targeted ads.

The participants were asked about their overall impression of targeted ads and how these ads affect

their behavior online and their relation to the brands behind the targeted ads.
Questions related to ad irritation was also included to be used as a control variable.

At the end of the questionnaire, three open-ended questions were asked in relation to the
respondents own opinion about targeted ads, how their online browsing is affected as they know

companies are tracking them, and how they perceive the brands that use this advertising tactic.

This was done in order to gain a qualitative data pool which can be used to verify if, indeed,
persuasion knowledge and frequency are primary or significant concerns to plan for and to see

which further topics needs to be investigated.
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Considerations for using the Likert scale

Following the approach used in the TRA model (Aijzen & Fishbein, 1980), the questionnaire for this
study uses a 5-point Likert scale for the research model related questions. These questions are based
on a proposed sentence followed by the options ranging from strongly disagree to strongly agree

with that sentence.

As the responses generated from a Likert scale in this case are ordinal values, i.e. categories with a
ranking order, a general concern with this measurement method is that the absolute value between

each category is unknown.

As an example, it is not possible to predict if the distance between “agree” to “strongly agree” is the
same as the distance between “disagree” to “strongly disagree” and whether each respondent
perceives the distance the same way (Jensen & Knudsen, 2009). This is a compromise, which is
required to make in order to measure attitudes, as these by nature are difficult to accurately
guantify. One thing that can improve the reliability of the Likert scale results is the response order.
According to studies made in the US, a suggested tendency for respondents to read the question

from left to right has been found (Chan, 1991; Friedman, Herskovitz & Pollack 1994).

Furthermore, mixing the order of the scale in different questions from negative to positive
evaluation options will generate biased results, suggesting that a consistent scaling order system is

most appropriate.

Since respondents tend to have an easier time agreeing with a statement than taking a stand against
the proposed sentence (Chan, 1991), the positive options are placed to the right to ensure that
respondent will first consider the negative options before the positive, as respondents are expected

to read the options from left to right.

It could also be argued that consistent scaling order may cause “survey fatigue”, i.e. a well-
documented phenomenon that occurs when respondents get tired of answering a long
guestionnaire (Lavrakas, 2008). However, the downside of designing a questionnaire with mixed

sequences, i.e. from positive to negative and negative to positive, would be that respondents might
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become confused, and since the length of the questionnaire requires roughly 10 minutes to

complete the risk of survey fatigue should be limited in comparison to a longer survey.

Based on this and the above arguments, a consistent order is chosen from negative to positive

options.

Questionnaire design summary

Following the above described design, the questionnaire is divided into four parts as shown in figure

12.

The sequence of questions have been design to minimize ques that could impact answers and
perception of stimuli. As an example, the ads are not mentioned until attitudes, SN and Bl questions
have been asked. Questions about ad irritation are also moved to the last part of the questionnaire,

as well as the open questions about how the data collection by advertisers is perceived etc.
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Figure 12 — Questionnaire design summary

e Introduction to questionnaire
e Demographics questions
eInternet usage questions (activity bias)

e Experiment breif
e Experiment
e Experiment debrief

¢ Attitude and Subjective Norm questions for each brand
e Brand familarity question
eBehavioral intent question

ePart IV brief \
¢ Ad notice in the experiment

o |f yes: opinion about ads design, annoyance and relevance
¢ Opinion about online tracking of browsing behavior
e Awareness of data collection, concern for privacy, notice of targeted ads
*General opinion about online ads
¢ Open questions
*Opinion about data collection by advertisers
eHow it affects your online browsing behavior
eHow do you perceive brands that use this tactic excessively J

It was expected that the shifting between experiment and questionnaire that is required in part Il
would be an obstacle that would affect the response rate negatively, but is a crucial part required
in the experiment in order to answer the research question making it a necessary tradeoff between

guality and quantity in the sample size.

Perspectives on methodology

Several studies of online consumer behavior rely on interpretivistic methods as they investigates

concepts from consumer behavior such as Online Brand Communities (Kim, Phelps & Lee, 2013),

42



hedonic vs. utilitarian online shoppers (Lim, 2014), word-of-mouth in social networks (Kozinets,

Valck, Wojnicki & Wilner, 2010) etc.

This is quite a contrast to the methods used in programmatic advertising. In some cases, algorithms
are designed to calculate the probability that a person will click an ad and convert afterwards based
on up to 14,000 parameters (Eckersley, 2010). These could include time of day, time since last
unfinished basket visit, previous interactions with campaign ads, predicted in-screen time for the ad
on auction, plugins and fonts installed in browser, screen resolution, geography based on IP,

semantic analysis of the site where the ad is served and the list goes on.

The significant difference between how researchers are studying online consumer behavior and
how the industry systematically works with big data to understand consumers does not have to
exclude one or the other in gaining a deeper understanding of how ads affect brand perception. It
is, however, important for this study to measure an effect, which leads to a more explanatory and

positivistic approach for the quantitative analysis that will follow the data collection.

As the last part of the questionnaire investigates how consumers become aware and respond to
retargeting via open ended questions, a more explorative data sample is also used. This is included
to answer sub-question V (“What triggers awareness about retargeting and how is it perceived and

reacted to by consumers?”) and is also used to guide future studies.

This data is especially relevant to discover sources of the potential negative effects retargeting can
have on consumers, apart from persuasion knowledge, which is why the three open ended
guestions might lead to a different pattern in how a negative experience is triggered and how it may

affect behavior.

As respondents were asked to provide anecdotal answers to summarize these experiences, a coding
of these answers is included to structure and analyze the data. Accordingly, the analysis of the
gualitative beliefs and attitudes about retargeting will open up for a less explanatory and more

interpretive analysis of these answers.
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Data sorting

Following the sampling of the questionnaires, some precautions are taken to ensure the usefulness
of the data input for the analyses and to minimize sample bias. To achieve this, adjustments for

control variables as well as valid responses are made to sort the data.

The control variables that were found relevant under the theoretical framework are activity bias

and online ad irritation which in the following will be analyzed for their impact on the results.

As respondents with recent personal experience with the products/service are considered biased,
their responses in relation to the product and service related questions are excluded, which for the
TRA questions (attitude, subjective norm and behavioral intent) results in the following valid sample

which is summarized in table 4.

Table 4 — Sample bias sorting

Group N
control Circolo TRA responses | 27
Sony TRA responses 28
Lufthansa TRA 4
responses
Valid N (listwise) 23

high frequency Circolo TRA responses | 25
Sony TRA responses 24

Lufthansa TRA 29
responses
Valid N (listwise) 21

low frequency  Circolo TRA responses |30
Sony TRA responses 31

Lufthansa TRA 7
responses
Valid N (listwise) 26

Based on this, some answers from 14 out of 85 respondents are excluded in the questions related
to those of the products they had recent personal experience with. Although it is difficult so say

from a statistically significant standpoint if these answers were biased, it is noteworthy that most
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of these respondents were found to be have higher attitude scores than the means for those

products, which supports the decision of an exclusion of those answers.

Control variables adjustments

Concerning activity bias, it was proposed that high browsing activity would have a positive effect on
responses for those respondents who browse more than others as suggested by Lewis, Rao & Riley

(2013).

This relates to the fact that if a person browses more than the average, this person will be relatively
more exposed to brands that advertise online, leading to more positive attitudes towards those

brands than for those that are less active online.

To check for activity bias, a correlation between attitude towards recommending each product and

hours spent browsing per week is calculated with the following results:

Table 5 — Correlation of browsing hours per week and attitude towards recommending brands

Circolo A Sony A Lufthansa A
Spearman’s rho Browsing hours per week Correlation
Coefficient =075 103 -006
3ig. (2-tailed) 503 352 A58
N g2 83 73

As indicated, no significant correlation was found which might be due to the relative high browsing
activity that was found among most respondents — 75% of the sample claimed to spend more than

14 hours browsing per week (see appendix 4 for more detailed results).
Following this, activity bias is not considered as a valid control variable for the following results.

Another proposed control variable was the online ad irritation. This was measured via a question of
general perceived irritation of online ads. After correlating these answers with attitudes towards
the products/service in the experiment, no significant correlations were either found as shown in

table 6.
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Table 6 — Correlation of ad irritation and attitude towards recommending brands

Circolo Attitude Sony Aftitude | Lufthansa Attitude

Spearman’s rho  Ad irritation Cnrrele!tmn 181 023 021
Coefficient

Sig. (2-tailed) ,099 834 847

M g4 a4 a4

Interestingly, of the 22 respondents that stated highest ad irritation (the “very annoying” option) in

the questionnaire, only three were placed in the high frequency group and splitting out the

correlations by group did not improve the correlation results.

As a consequence of the lack of correlation, online ad irritation is discarded as a control variable

that is relevant to adjust for in this study. For complete results of responses in relation to ad

irritation, see appendix 5.
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Findings

In the following part, the findings of the experiment will be presented. As the goal of the experiment
has been to test the hypotheses to answer the research question, the first part of this chapter will

go through the data on each hypothesis with related statistics.

Since the findings of this study also include qualitative data from the last three questions in the

guestionnaire, the second part of this chapter will include findings from these replies.

The questionnaire was made in Danish, which for the purpose of this study has been translated in
the following. For the Danish version of the questionnaire see appendix 3, here a link to the actual

guestionnaire and experiment is also provided.

Findings part |

The aim of part | is to answer the sub-questions | to IV (see page 6) as all these questions relates to

the hypotheses proposed in the research model (figure 10).

For the data analysis, IBM Statistics SPSS 22 and Microsoft Excel’s Data Analysis application was

used.

Hypotheses testing — H1 and H2 (partly supported)

In order to investigate H1 and H2 (see below), a mean comparison is made between the control-,
low frequency- and high frequency groups. To remind what these hypotheses state, the following
box with H1 and H2 is included below. This box will also be included for the following hypothesis

tests.

H1: persuasion knowledge is higher for respondents that are being exposed to a low

frequency of targeted ads

H2: persuasion knowledge is highest for respondents being exposed to a high frequency of

targeted ads
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In the questionnaire, three questions were asked to measure Persuasion Knowledge. By
comparing the mean response of each question by group, the following results are found

(see table 7).

Recall that there does not exist a standard for measuring persuasion knowledge, leading
researches to create their own context related questions that can be considered to
capture the inference of manipulative intent (IMI) as was described in the theoretical
framework. Thus, the following three questions were selected for the purpose and context

of this experiment.

In order to later be able to compare the results from these questions with other similar
studies of persuasion knowledge, the question about privacy concern is included, as the
same question was asked in Lambrecht and Tucker’ study of retargeting (2013) in relation
to persuasion knowledge. Lambrecht and Tucker (2013), however, uses the survey
platform “Mechanical Turk” in their sampling, which typically will provide respondents
from third world countries to answer a questionnaire for 20 cents and as a result their
data should be treated with caution, despite their results being peer reviewed and

published in the Journal of Marketing.

Table 7 — H1 and H2 data on Persuasion Knowledge

Groups To what extent do you agree with these statements?

[When browsing the [T am concerned for my
1 = strongly disagree web I usually notice ads private data when [When browsing the
5 = strongly agree that keep appearing] browsing the web] web I don't notice ads]
control 4,07 3,07 3,61
low frequency 4,19 3,19 3,26
high frequency 4,44 3,24 2,96
Total mean 4,23 3,17 3,29

As cognitive capacity is under the same condition for each group, the main effect on
persuasion knowledge derives from accessibility, which is manipulated by the number of

targeted ads each group receives in the experiment.
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As mentioned, the three questions asked all relates to accessibility in the Persuasion

Knowledge Model, but in a context of online targeted ads.

Although the differences are relatively small between each group, it is noteworthy that the
mean response follow the same order for each question from low to high accessibility from
the control to low frequency to high frequency group. Most notable is the difference in the
last question where the mean is 18% lower for the high frequency group than the control
group in relation to how much the respondents agrees with the statement “when browsing

the web | don’t notice ads”.

The question now becomes if the difference between the mean of the control and high
frequency group is significant which can be tested via an independent sample t-test with
equal variance assumed. The null-hypothesis in this case states that there is no significant

difference between the means of the two independent groups.

The results of such test is presented in table 8 and 9.

Table 8 — Group statistics of t-test

Group Statistics

Std. Error
Group N Mean Std. Deviation Mean
"When control
browsing the 28 3,607 1,2274 ,2320
web | don't
notice ads" high
frequency 25 2,960 1,2741 ,2548

Based on the initial results, the difference in standard deviations between the groups appear to be
small which indicates a sound basis for using the two independent samples t-test with assumed

equal variance.

The homogeneity of variance assumption is further accounted for by Levene’s test which
returns a high p value (0.768) as seen in table 9, thereby discarding that the variance is

unequal.
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Table 9 — t-test: Two independent samples assuming equal variance

Independent Samples Test

Levene's Test for Equality
of Variances

t-test for Equality of Means

Sig. (2- Mean
F Sig. t df tailed) Difference

"When Equal
browsing the  variances 088 768 1,882 51 066 6471
web I don't  assumed ' ' ' ' '
notice ads"

Equal

variances 1,878 49,837 ,066

not assumed

Concerning the t-test, a t value of 1.882 is found which result in a p value of 0.066.
Depending on which confidence interval is used to test the null-hypothesis, this p value can

either reject the null-hypothesis at 0.1 confidence level or confirm it at 0.05 or 0.01 levels.

When comparing means between other groups there are not found any significant
difference at 0.1 confidence level leaving this result to be the closest to rejecting the null-

hypothesis.

Before running these statistical tests of the means, H1 and H2 could arguably be confirmed,
since they are true based on the difference in means for each group in relation to every
guestion. However, only H2 is statistically confirmed by a t-test as a significant difference
only was found between the control and high frequency group for the question of “when

browsing the web | don’t notice ads” with a high confidence level of 0.1.

This leads H1 and H2 to be partly supported based on the difference in means and the one

case of significant difference between groups.

Hypotheses testing — H3 and H4 (partly supported)

The next hypotheses tested relates to the proposed impact of frequency on the

respondents’ attitude toward recommending each of the three brands in the experiment.
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H3: high frequency exposure has a negative impact on attitude towards recommending

brand x

H4: one targeted impression per page view (i.e. low frequency) has a positive impact on

attitude toward recommending brand x

With the similar procedure as for the test of H1 and H2, a comparison of group means is
required to test these hypotheses, the mean attitudes for each group by brand is shown in

table 10.

Table 10 - Frequency’s impact on brand attitudes

Row Labels Average of Circolo Attitude Average of Sony Attitude Average of Lufthansa Attitude
control 2,67 3,07 3,92
high frequency 2,36 3,33 3,77
low frequency 3,13 2,97 3,89
Grand Total 2,74 3,11 3,86

As the mean values does not follow a clear pattern a cross the groups as was seen in the
comparative analysis of H1 and H2, it is questionable if a generalizable conclusion can be

made concerning frequency’s impact on brand attitudes in the case of retargeting.
Some explanations for these mixed results are worth considering:

1. The smallest variation between the groups is found for Lufthansa which has a
relatively high attitude score across each group. Due to this high score it might
be the case that the effect of the stimuli is too low to be measureable after O-
4 targeted ads as a pre-existing favorable attitude is dominating the
respondents’ replies

2. The Circolo ad contains a promotion message which at high frequency might
strengthen the perception of persuasion compared to a branding ad, as it has
a “call to action” element that might increase accessibility for persuasion

knowledge as will be shown in the following hypothesis test. This could explain
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why the means in the case of Circolo follows the expected pattern from
control to high frequency group

3. The Sony ad contains a branding related message, and might be more difficult
to identify as an ad because of the white background in the image that makes
it blend in to the review sites more discrete than the other ads. In that case
the stimuli of the ad might be less eye-catching and thereby provide shorter
fixation time that may have a positive effect subconsciously where the mere
exposure effect is amplified by frequency which could explain the highest

attitude score for the group that received high frequency of the Sony ad

As these explanations are plausible, yet un-supported, a definite confirmation of H3 and
H4 across all three brands is not valid. However, H3 and H4 are supported in the case of
Circolo based on the comparative mean data, which leads to a partial confirmation of

these hypotheses.

To dig a bit further in case of Circolo, it is again worth looking at the difference between
means for this product which can be tested for significance. This is done by testing the
null-hypothesis of zero variance between the three groups and there attitude towards
Circolo. In fact, this might be interesting to test for the other products as well. Thus, the
independent sample t-test is performed to compare each group’s mean attitude within
each product. As a result, the p-values for each of these comparisons is shown in table11
(see appendix 6 for all calculations and results of this test apart from the two-tailed p-

values).

Table 11 - t-tests of independent samples based on groups and attitude scores*

P values A C Circolo |A LF Circolo |A HF Circolo |A C Sony |A LF Sony |A HF Sony |A C Lufthansa |A LF Lufthansa |A HF Lufthansa

A C Circolo

A LF Circolo 0,118

A HF Circolo 0,317 0,014

A C Sony

A LF Sony 0,736

A HF Sony 0,383

[=]
[
(%1
L

A C Lufthansa

A LF Lufthansa 0,921

A HF Lufthansa 0,627 0,680
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*Table 11 uses abbreviations for attitude (“A”), group (control, low frequency, high
frequency are abbreviated “C”, “LF” and “HF”) followed by product. As mentioned,

comparisons between groups are only made within each product.

As can be seen form table 11, the null-hypothesis of zero variance between samples can
only be rejected in the comparison of the mean attitude in the low and high frequency
groups of Circolo at 0.05 confidence level (p-value of 0.014) which supports H3. The
comparison between low frequency and the control group is close to reaching a confidence

level of 0.1 but is slightly off, which otherwise had added validity to H4.

With this extra check, H3 and H4 are still only partly supported as the hypotheses only

passes the significance test in the case of Circolo.

Hypotheses testing — H5 (partly supported)

In order to answer this study’s research question, H5 is a critical test to see if retargeting
can have a negative impact on brand attitudes via triggering persuasion knowledge

(attitudes are abbreviated to “A” in the tables).

H5: persuasion knowledge is negatively related with attitude towards recommending

brand x

To test this hypothesis, a correlation is calculated between the Persuasion Knowledge
guestions and brand attitudes (see table 12). The use of Spearman’s correlation is chosen
because of the issue of distance between the ordinal values which are expected not to
behave linearly. Due to this, Spearman’s correlation is chosen instead of Pearson’s as it
uses a monotonic function, i.e. a function between ordered sets which is applicable to

ordinal values (Jensen & Knudsen, 2009).
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Table 12 - Correlation between persuasion knowledge and brand attitudes

Circolo A Sony A Lufthansa A
Spearman’s rho [When browsing the web Correlation
| usually notice ads that  Coefficient ~070 054 073
keep appearing] Sig. (2-tailed) BET 56 547
[lam concerned farmy  Correlation .
private data when Coefficient -250 026 123
browsing the web] Sig. (2-tailed) 037 829 312
[When browsing the web Correlation
| don't notice ads] Coeflicient ~002 ~089 ~030
3ig. (2-tailed) 088 A62 4549

*Correlation is significant at the .05 level (2-tailed).

As seen in table 12 a significant negative correlation is found between attitude towards

recommending Circolo and the second question about persuasion knowledge: “l am

concerned for my private data when browsing the web”. This correlation is found when

analyzing the entire sample, but since the high frequency group seemed to be affected

relatively more based on the mean attitude, a correlation just for this group is included

below to examine this further (see table 13).

Table 13 — Correlation between persuasion knowledge and brand attitudes (high

frequency group)

Circolo A Sony A Lufthansa A

Spearman’s rho [When browsing the web Correlation 097 931 145

| usually notice ads that  Coefficient ' ' '

keep appearing Sig. (2-tailed) BO7 2683 489

[lam concerned farmy  Correlation .

private data when Coefficient -412 029 304

browsing the web] Sig. (2-tailed) 041 802 140

[When browsing the web Caorrelation

| dont notice ads] Coefficient 022 033 145

Sig. (2-tailed) 016 B854 490

*Correlation is significant at the .05 level (2-tailed).
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With the group specific sample adding a higher negative correlation is found at -0.412
which is significant at 0.05 confidence level. With this result, it appears that the Circolo ad
provides a higher level of accessibility compared to the other ads, which makes the effect
of Persuasion Knowledge more apparent and measurable. Although this is not the case
for the other brands, the hypothesis is partly supported as a significant negative

correlation was found for the Circolo ad.

Hypotheses testing — H6 (supported)

As part of designing of the research model has been to apply the Theory of Reasoned
Action approach, H6 examines the predictability of behavioral intent (BI) as a result of
attitude toward the behavior (A). In this case, Bl is the measured intent of the respondents
to recommend each of the products/services in the experiment while A is the attitude

towards this behavior.

Hé6: attitude towards recommend brand x is positively correlated with brand recommendation intent

In order to establish if this hypothesis is supported, a correlation between attitude and behavioral

intent is measured across the sample by brand (see table 14).

Table 14 - Correlation between brand attitudes (A) and brand recommendation intent (BI)

Bl Circolo Bl Sony Bl Lufthansa

Spearman's rho  Circolo A Caorrelation
Coeflicient

Sig. (2-tailed) 000

7507

Sony A Caorrelation
Coefficient

Sig. (2-tailed) 000

831

Lufthansa A Correlation
Coeflicient

Sig. (2-tailed) ,000

7007

**Correlation is significant at the .01 level (2-tailed).
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Since relatively strong correlations are found across each brand for attitude and behavioral intent,

with significance at 0.01 level, H6 is confirmed.

Hypotheses testing — H7 (supported)

Similar to H6, the link between subjective norm (SN) and behavioral intent (BI) is investigated to

establish the predictability of applying the TRA to the research model.

H7: subjective norm is positively correlated with brand recommendation intent

Following the same method as used for testing H6, a correlation is calculated between subjective

norm and behavioral intent for each brand (see table 15).

Table 15 — Correlation between subjective norm (SN) and brand recommendation intent (BI)

Bl Circolo Bl Sony Bl Lufthansa

Spearman’s rho Circolo SN Correlation
Coefficient

Sig. (2-tailed) 000

5017

Sony SN Correlation
Coefficient

Sig. (2-tailed) 000

489

Lufthansa SN Correlation
Coefficient

Sig. (2-tailed) 000

5787

**Correlation is significant at the .01 level (2-tailed).

Since all correlations are found to be significant at the 0.01 level, H7 is confirmed, which concludes

the research model and the applicability of the TRA design.
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Findings part Il

This part of the findings will answer the last of the sub-questions, i.e. sub-questions V: “What

triggers awareness about retargeting and how is it perceived and reacted to by the consumer?”.

Due to the exploratory nature of this question, several ways of presenting the findings will be

included in this part to provide a holistic answer to the sub-question.

First off, to answer this question, it is worth looking at to what extent the ads were noticed in the

three groups as this would be the first step in triggering conscious awareness about retargeting.

Figure 13 shows the result by group of how many respondents that noticed ads in the experiment.

Figure 13 — Responses to “did you notice any ads in the experiment?” by group

High frequency Low frequency Control
group group group

e O

= Yes = No = Yes = No = Yes = No

As shown, the majority of respondents did not notice any ads throughout the nine web pages and
17 ad placements that were shown in the experiment. This finding is in line with the results from
another similar study (Hervet et. al, 2011), where as low as 26% of the participants recalled ads in
an experiment with 8 web pages. These percentages does of course not say anything about how
much attention was paid to the ads as this might have been the case even though the respondents

does not recall them.
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Worth noting is the high re-call rate for the control group. One explanation could be related to the
dummy ads that were used under this condition that might have been more eye-catching than the

retargeting ads. A sample of these dummy ads can be found in appendix 7.

However, when comparing the high frequency group with the low frequency group a clear
difference is present, suggesting that retargeting does trigger awareness and attention to ads to a

higher degree at a relatively higher frequency.

More specifically, there might be particular episodes outside the experiment where this awareness
is triggered due to other factors than high frequency exposure. This requires open-ended questions

to explore which is why the responses of the last three questions has been coded accordingly.

Throughout the three questions, the respondents were encouraged to use examples of episodes
where they had experienced retargeting. If a specific product or brand was mentioned, this was
coded. A total of twenty respondents (23% of the sample) were able to provide product or brand

related examples. As a result of this coding process see table 16.

Table 16 — Product and Brand codes from the open ended questions

Row Labels Count of brand/product mention
Zalando

clothing
Bootz.com

flight ticket
automotive
accessories

Audi

baby stuff

bicycle equipment
Camera bag

car rental

coat

Den BI& Avis
dietary supplements
Elgiganten

Ellos

hotels.com
madress

MBA education
Merell sandals
momondo
Nicehair

Opel

public service

e e T T e e T T T e O e e O e e e e = S B S S I SVING,

9]
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Punkt1
Sarenza
shoes
Trustpilot

=R e e

Apart from a few brands and products a great diversity seem to exist between which episodes are
recalled by the respondents. However, some patterns are visible which requires further sorting to
clarify. As a result, the codes are comprised into brand and product meta codes, i.e. categories,

which provides the following distribution as found in table 17.

Table 17 — Meta codes (categories) from the open ended questions

Row Labels Count of Category
Clothing

Automotive

-
N

Travel
Electronics
Personal care
Education
Furniture

Public service

H = = B2 N W A~ U

Sport

As it appears, clothing related episodes were recalled most frequently. As one of the respondents
mentions, this might be due to the product specific banners that are used by the clothing

ecommerce sites, in this case Bootz.com:

“It can be really annoying and boundary-crossing. Bootz are especially annoying to show up

everywhere with ads for a specific piece of clothing, which | earlier had looked at on their webpage...”

Source: Respondent [7/28/2015 18:26:35]

The type of banner the respondent is mentioning is called Dynamic Creative Optimization (DCO) as
these type of banners are designed in real time based on the specific products a consumer has

looked at on a webpage. The respondent’s clear description of the episode might be possible due
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to the very personal type of banner a DCO presents which may attract more attention, and even
suspicion (Lambrecht & Tucker, 2013), than more generic retargeting banner ads (AdOps Insider,

2011).

This leads to the second part of sub-question V which relates to how consumers perceive

retargeting.

Since a general opinion among the respondents would answer this part of the question, a semantic
analysis of each response was conducted in order to categorize responses into general opinions
ranging from “very negative” to “positive” (“very positive” was not found applicable to any of the
answers). As the questions vary, and this categorization is not applicable for question two, the

findings of this analysis are presented per question.

The first of the three questions (Q1) reads:

“What is your opinion about the fact that data about your online behavior is being collected and

used to present you with targeted ads?”

See table 18 for the responses.

Table 18 — Semantic analysis of Q1 responses

Row Labels Count of Q1 evaluations %o
positive 26 31%
inconclusive 21 25%
negative 30 36%
very negative 3 4%
(blank) 4 5%
Grand Total 84 100%

As these results show, there appears to be three larger groups of opinions with the addition of a
few respondents that were very negative in their response. As an overall finding it is interesting to
see that the majority of the respondents does not clearly state to have a negative attitude towards

data collection for the purpose of targeted ads, i.e. retargeting.
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In addition to these groupings, a thematic coding approach was used to identify which topics the
respondents discussed in their answers to Q1. The results of this analysis can be found in table 19

that includes the ten most frequent codes, see appendix 8 for the full list.

Table 19 — Thematic codes of Q1 responses (10 most frequent codes)

Row Labels Count of Q1 codes

relevant ads 13
annoying 12
frightening 7
understandable 5
free content 4
helpful 4
right to be left alone 4
already bought product 3
possibility to opt out 3
Adblocker 2

From the positive themes, the most frequent code from these responses is that relevant ads are
more interesting to receive as a consumer. Free content was also mentioned as a positive outcome
although it is not directly linked to allowing the data collection. Some respondents found it helpful
to have promotions appear in ads from brands they often buy from, and that these ads makes the
evaluation of alternatives more easy. Some respondents also claimed to be understandable to why

companies are using this advertising technology.

From the negative themes, annoyance was most frequently mentioned in different variations as an
opinion toward the question. Several respondents found it “frightening” that their data is being
collected, which might have something to do with a lack of understanding of how this type of data
collection works, i.e. how it is collected, stored and used. As an extreme example, one respondent
mentioned that since the questionnaire was made in the survey tool Google Forms, all the data
would eventually be used by Google for advertising purposes later on which is an example of the

data paranoia that some people are affected by, likely due to episodes such as the NSA scandal.

In the second of the three questions (Q2), the respondents were asked:
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“Being aware that this data is being collected for advertising purposes, have you intentionally

browsed the web in a different way than what you normally would?”

This was asked to explore what reactions that the awareness about data collection might evoke. In
order to create an overview of these codes, the responses were first categorized according to

whether this awareness had any effect on browsing behavior at all. See table 20. for the results.

Table 20 — Response to Q2 coded by effect on browsing behavior

Row Labels Count of Q2 codes %
Inconclusive 3 4%
No 51 61%
Yes 27 32%
(blank) 3 4%
Grand Total 84 100%

As shown in table x.x, a relatively large group (32%) were affected in their browsing as they were
aware that data is being collected. This is an important finding in relation to what consumer’s
attitude toward retargeting might result in. As more specific examples were provided, an additional

coding was made to map out the responses, see table 21.

Table 21 — Response to Q2 coded by examples of reactive behavior

Row Labels Count of Q2 codes % of total sample
cookie deletion 11 13%
Adblock 7 8%
incognito browsing 5 6%
change browser 2 2%
price discrimination 2 2%
avoid competitions 1 1%
cookie deletion not related to ads 1 1%
lack of technical knowledge 1 1%
only want data collection that favors me 1 1%
opt out 1 1%
Grand Total 32 38%
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Most commonly mentioned was deletion of cookies as a way to avoid annoying ads or as a general

browser hygiene action.

Adblock was mentioned by seven respondents as a tool they use to block ads from loading when
browsing the web. This is slightly below the estimates for the Danish population where it is
estimated that 17% of the population uses a type of ad blocker according to Opeepls
(Markedsfgring, 2014), while another, more recent survey by Danske Medier measured 14 % of the
population to use a type of ad blocker (Danske Medier, 2015). As these were open ended questions
it might of course have been the case that not all respondents that use ad blocker mentioned it,
also, age and gender was according to Opeepls survey a determining factor as especially young

males represented a high proportion of Adblock users.

Furthermore, a few respondents mentioned that they expected to be price discriminated if they
searched for a specific flight which might be a legit concern as many ecommerce sites such as e.g.
Amazon has been caught in differentiating prices for each consumer based on different data about

the consumer (Forbes, 2014).
In the final of the three open ended questions (Q3) the respondents were asked the following:
“How do you perceive those brands that aggressively follow you with their ads?”

Although this question may bias the replies due to the negative wording, its goal was to help the
respondent elicit the situation at which retargeting might become too intrusive and to see what

stated effect this might have on the respondent’s attitude toward the brand involved.

Similar to Q1 the responses were first coded based on a semantic analysis ranging from “very

negative” to “positive” as can be seen in table 22.
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Table 22 — Semantic analysis of Q3 responses

Row Labels Count of Q3 evaluations %
Positive 12 14%
Inconclusive 32 38%
Negative 32 38%
Very negative 5 6%
(blank) 3 4%
Grand Total 84 100%

Following this, a large group of respondents appears to have a negative perception of aggressive
retargeting. However, this leads to the question of what defines ‘aggressive retargeting’, as the
observed brand attitudes in the high frequency condition groups did not score significantly lower

across all brands compared to the low frequency group in part | of the findings.

When comparing these results to another survey made in the US asking respondent how they in
general felt about brands that used retargeting (Adroit, 2014) the number of negative responses
seem to be slightly higher, which might be due to the negative formulation (see appendix 9 for

results of the US survey).

Again, more specific codes about how exactly aggressive retargeting is perceived is useful to answer

the sub-question. In table 23, a thematic coding is presented similar to that of Q1.

Table 23 - Thematic codes of Q3 responses (top 10 most frequent codes)

Row Labels Count of Q3 codes % of total sample

annoying 14 17%
have not experienced it 13 15%
does not affect me 12 14%
professionalism 4 5%
has opposite effect 3 4%
understandable 3 4%
makes the brand seem cheap 2 2%
give consumers space to choose 2 2%
manipulative 1 1%
gotten used to it 1 1%
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Most frequently, respondent found the brands that use aggressive retargeting tactics to be annoying

while at least 15% of the sample stated they had never experienced retargeting.

A significant part of the respondents claimed that this type of advertising did not have an effect on

their purchase decision whereas the remaining responses were quite diverse.

Interestingly, two respondent mentioned that they perceived the brands that use retargeting as
“cheap” which might be worth to investigate further. This could explain the lack of retargeting being
used by luxury brands such as Gucci, Louis Vuitton etc., as they might fear this kind of response

among their consumers where it could be devastating for their brand equity.
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Summary of findings

Prior to presenting the findings it was established that the proposed control variables of activity bias
and ad irritations were not providing a significant impact on the findings of this study, and they were

as a result excluded.

From the findings presented in part | evidence is found in favor of the proposed hypotheses which
appear to have been relevant to investigate as all of them were either fully or partly supported.
Persuasion Knowledge was found to be activated and in a way that could be manipulated by
accessibility — in line with what the PKM theory suggest — which in the experiment was controlled
by frequency. Although Persuasion Knowledge only was found to have a significant negative impact
on the measured attitudes in the case of Circolo, the hypothesis was partly supported which is an
important finding to answer the research question. The Circolo ads in particular proved to be
relevant for this experiment across each of the hypotheses when other products did not produce as

strong results.

As a summary of the results in part |, the research model is re-introduced below (figure 13) with the

status of each hypothesis tested.

Figure 13 — Research model with findings

Stimuli conditions (C1-3) Attitude toward behavior Behavioural intent

»| Persuasion Knowledge
H,(+) partly supported
C1: High frequency H,(++) partly supported H.(-) partly supported

exposure

Y

Attitude toward Brand
recommending recommendation
H,(+) partly supported brand intent

L C2: Low frequency | M(-)partly supported

exposure

H_(+) supported

C3: No targeted ad
exposure (control)

H.(+) supported

Subjective norm
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Concerning the findings in part Il, it became clear based on the responses that retargeting ads are
being noticed more when they continue to appear with a targeted message. This may of course be
due to the effect of “breaking through the noise” of ads online, but also seems to be related to the
targeting of these ads when comparing the low and high frequency groups’ responses to whether

they noticed any ads in the experiment.

Also from the second part of the findings, it became clear that the kind of ‘retargeting’ the
respondents were able to recall to a great degree related to shopping sites such as Zalando and
Bootz. Following this, there seems to be quite different opinions about whether the use of
retargeting is perceived positively or negatively by the respondents, as the largest group of

responses were neither positive nor negative towards the use of data for targeted ads.

When comparing the quantitative and qualitative data on the attitude towards retargeting, it also
becomes questionable how much reliability should be granted to the negative comments in the
open ended questions. This is because the high frequency group did not seem to be performing far
worse than the control group on the attitudes towards recommending the brands, and since the

most negative responses came from respondents in the control group.

Validity of findings

In this study both quantitative and qualitative data have been analyzed in various ways and applied
to a hypothesized research model. Due to this dynamic approach it is important to keep track of
what is being measured and how it helps answer the research question. This is especially the case
since retargeting by its nature is difficult to observe and examine in a realistic environment, which

is why a discussion of the validity of the findings is required.

Concerning content validity, i.e. if the questionnaire provides adequate coverage of the research
guestion (Saunders, Lewis & Thornhill, 2009), the premise of the experiment in the light of the

results is worth discussing.

As the issues with placing respondents in a realistic retargeting situation lead to a setup where the

respondent should imagine that their aunt needed advice for three purchase decisions, some trade-
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offs were made between how the questionnaire was perceived and the usefulness of the answers.
It is clear that the perception of advising an aunt may seem abstract and generate confusion among
some respondents. Based on the results, it is however, perceived as a successful priming method as
the effects being measured yielded significantly different results among the three groups of
respondents. Since the questionnaire was conducted, it has also been confirmed via conversation
with respondents, that the idea of referring to the aunt was correctly understood during the
experiment, yet it did not reveal the intentions behind the prime, which was to secure a common

premise for evaluating each brand based on the aunt’s current needs.

Adding further perspective to content validity, the inclusion of different brands in the study made
ground for the research question to be studied in different contexts. This research design yielded a
diversified data output for the analysis and helped to answer the research question, which proved

useful as the different brands gave different results yet similar tendencies in the hypotheses tests.

Another thing to discuss in relation to content validity is the use of ordinal values. As the purpose of
this study is to measure an effect, the results depends on the type of values produced as the output.
Although ordinal values does not make sense to describe mathematically, they have the clear
advantage of giving respondents a comparative set of options to describe their opinion. Since the
effect then can be found in the comparative approach to analyzing this data, the findings are
considered as valid indications of the respondent’s opinions and attitudes measured in relation to

answering the research question.

The underlying construct of Persuasion Knowledge and how it should be measured in relation to
retargeting, is also relevant to discuss concerning content validity. As the concept of Persuasion
Knowledge still is developing, there are not yet clear guidelines as to how it should be measured
(Campbell, 2000). The theory circles around the point at which a consumer becomes aware of a

persuasive attempt which can by initiated by various emotions and environmental triggers.

The TRA also needs to be addressed in terms of construct validity. Although correlations were
strongest for this part of the research model, a general critique of TRA is the similarity between how
guestions are formulated and thereby understood by respondents as this might be part of the
reason behind the seemingly good fit of the model. Especially between attitude towards behavior
and behavioral intent, similarities between these question formulations do exist. However,
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subjective norm that arguably is quite different still had a high significant correlation with behavioral
intent which serves supports the validity. Furthermore, considerations were also made to overcome

this bias of the model as evaluative formulations were consistently used.

A question related to privacy concern was used in this study as it proved effective in the Lambrecht
& Tucker (2013) experiment which these findings can be compared with. Also, questions related to
if the ads were being noticed were used to measure persuasion knowledge as an add-on to existing
measurements ques which seemed to provide similar results when comparing the mean values of
the three groups of respondents. This suggests that accessibility is in fact captured by asking
respondents these types of questions which may be considered for future studies of retargeting as

a valid construct.

Concerning predictive validity, i.e. the predictability of the research model based on correlations,
the TRA variables of attitude towards behavior and subjective norm proved to have the strongest
predictive power in the research model with their prediction of behavioral intent as was shown in

the correlation tables presented in the findings part I.

Ad irritation was found not to have a significant predictive power related to brand attitudes which
is an interesting “non-finding” although it contradicts the predictive validity of including this control
variable in the research model to begin with. The same goes for activity bias, which might be due to
the relatively high browsing time across respondents — it might be possible that had the sample
been more diversified among browsing hours per week this control variable would potentially have

added predictive value.

The predictive validity related to H5 was only partly supported as Circolo was the only brand that

established a significant negative correlation at 0.05 confidence level as hypothesized.

Preece (1982), among other statisticians, point out the pitfalls of relying on a paired samples t-test,
and the fact that if a result is found to be statistically significant it is considered as a universal truth.
Although a p-value of 0.01 sound promising it does not say anything about the probability that a
result is due to chance (Preece, 1982). Neither does it provide basis for a rational inference of
causality, i.e. that a group of respondents receiving high frequency of targeted ads alone causes a
negative brand attitude. However, this statistical method is considered relevant for the analysis as

a best alternative for providing conclusive findings of the related hypotheses.
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Another thing worth discussing in relation to validity is the sample size. It is clear that a larger sample
always is desirable, but in the case of limited resources to gain access to a larger sample, the
compromise becomes to ensure enough respondents to be able to establish significant conclusions,

which for the most part of this study was possible.

The experimental nature of this study has required dedication from the respondents which
compared to a more simple questionnaire presumably have meant that a lot of respondents
dropped out during the experiment for various reasons. On the other hand, the dedication required
to complete the questionnaire also means that whatever bias may exist in the answers should be
limited as no incentives to complete the questionnaire were provided, i.e. a high level of sincerity is
assumed to have been in place for the respondents that completed the questionnaire. This sincerity
also appears to be present when looking at the response rate for answers in the last three open
ended questions, where only three out of the 85 respondents chose not to type anything in those
boxes. This could also be interpreted as the questions being relevant or engaging for the
respondents to voice their opinion among those respondents that committed to finish the

guestionnaire and experiment.

Discussion

On a more general discussion level of the findings, the choice of banners and brands appears to
have had a significant impact on the results, which leads to some limitations of the generalizability

of the results.

In the case of Circolo, it appeared that the research model and proposed hypotheses had a good fit,
however, for the other two brands, the hypothesized impact of frequency and Persuasion

Knowledge on attitude could not be significantly supported for parts of the model.

As was proposed during the analysis, an explanation of the mixed results may relate to the creative
execution and message of the ads if accessibility is triggered to a higher degree for e.g. a promotion
banner that might seem pushy rather than for a generic branding banner. This finding is to some
extent similar to the observed differences in Lambrecht & Tucker’s (2013) study where Persuasion

Knowledge was measured higher for respondents that were exposed to specific hotel offers via a
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DCO banner in comparison to those respondents who received generic hotel branding banners, due

to the higher accessibility to the persuasive attempt in the hotel specific banners.

Although the results from the Circolo ads may provide some room for generalizability, there still
remains further questions to be answered in relation to e.g. how a brand manager at Nestlé should
react to these findings. Does the negative impact that retargeting has on some consumers decrease
total sales or does it ruin long-term brand relationships with existing customers or make the brand
seem cheap to others, these are all relevant questions which would require research beyond the

scope of this study to answer.

It is perhaps in the reverse u-shaped relation between fixation time and liking which is found across
several eye tracking- and mere exposure effect studies that some of the answers lie. In the cases
where retargeting helps brands grow market share after making the shift from less targeted media
buying strategies to programmatic buying and retargeting (Merchenta, 2015), it is clear that a
positive effect of better targeting in these cases outweighs any negative impact that may arise
among the minority of consumers. In light of that, the findings of this study should be seen as
guidelines to define the negative effect of retargeting and potentially as first step in finding the

balance between frequency, creative execution and targeting that is most effective.

As a further discussion of the mere exposure effect’s role in retargeting and these findings, the
inclusion of the Reticular Activation System theory could be relevant as it suggest that the brain
automatically filters information and controls attention based on what has significance (Pribram &
McGuinness, 1975). As an example, some might start noticing and paying more attention to ads for
a product they just bought or has some kind of relation to. This effect would be highly relevant in
explaining if more attention is paid to retargeting banners than non-targeted banners. The
application of this theory would potentially add perspective to the findings of this and other
retargeting studies and help further the understanding of what impact a DCO banner has due to the

targeted message specificity of these type of banners and retargeting banners in general.
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Theoretical implications

This study has confirmed that Persuasion Knowledge is a relevant topic to study when analyzing
targeted ads. It is, however, questionable if it in any case will be determining for how online ads are

perceived and how they can have a negative impact on brand attitudes.

As only few specific brands were mentioned by the respondents when asked if they could re-call a
retargeting episode, what triggers annoyance with retargeting may to a higher degree be related to
those ads that can be compromising in the way they reveal personal information about the
consumer. This could be an ad a dieting product, medicine or even a wedding ring, however, this
kind of retargeting experience would be difficult to replicate in an experiment. Lambrecht & Tucker’s
(2013) experiment did try to study if DCO ads would evoke higher Persuasion Knowledge than
generic ads (they used privacy concern as a proxy for Persuasion Knowledge), which they found to
be the case. However, as the DCO ads were predefined they presumably may have had a limited
effect compared to a realistic scenario where DCO banners are build based on which product-

webpages consumers actually visit and are interested in.

Based on this study, the mix of the effects from the mere exposure effect and Persuasion Knowledge
seems to be shaping the results which should be a learning for any future studies of targeted online

advertising where any of these effects are measured.

From an attitude perspective, a strong correlation was found when applying the TRA, which serves
as solid example of how this model can be successfully incorporated in a new digital advertising

context which is also highly relevant for future studies.

Managerial implications

It is important to note that retargeting by its nature is being credited a lot of sales that would have
happened anyway as it is targeting a group of consumers that are close to making a purchase
decision, especially with the use of conventional attribution modelling such as last click or view.

From a managerial perspective, it will ideally be worth looking at the incremental value that
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retargeting add when deciding how much budget should be allocated to this media buying tactic,

before taking the findings of this study into consideration.

From there on, this study has revealed that a negative impact of retargeting in some cases exist.
Whether this negative effect outweighs the benefits of gaining high exposure toward “must win”
customers is an individual decision that depends on the type of brand that is being represented and
the communication tactic that is used, i.e. is it a promotion or branding message and at which

frequency etc. which even might be a too simplified view.

Concerning high intent customers, retargeting may also play an important role in helping to close
sales and grow market share when only few or none competitors are using retargeting in this part
of a consumer journey, where top of mind brand performance might be key to the decision

outcome.

It would of course be great to have a formula to calculate in which cases retargeting becomes a
liability for the brand, and in which cases it serves as a sound exchange between lost brand equity
among few consumers and added sales from others. However, the reality of digital marketing and
the complexity of branding makes this formula tricky and it will require a brand and campaign
specific study to reveal how persuasion knowledge and frequency is affecting brand attitudes

negatively for each case.

For companies that are representing high-end luxury brands, the clock is ticking when less expensive
competitors utilized the high potential of retargeting while these companies refuse to take the risk.
On the other hand, companies such as e.g. Zalando who are saturating the potential of retargeting
while not being aware of the consequences will end up wasting their advertising budget.
Additionally, it is likely that they will decrease their rate of returning customers in the long run due
to a supposedly high level of inference of manipulative intent among their existing customers. This
is of course depending on whether the Circolo case can be translated to Zalando, which seems
plausible since five out of the 20 respondents that were able to recall a situation where they

experience retargeting, mentioned Zalando.

For any company, the decision to use retargeting, and at what level, will be an individual case where
all these considerations should be taken into account and investigated in order to find the optimal

use of this media buying strategy.
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Conclusion

In this study, the effect of retargeting on behavioral brand attitudes and persuasion knowledge was
measured in a retargeting experiment. Overall, high frequency appeared to both enhance
persuasion knowledge and affect attitudes negatively. This answers the research question in short,

although further conclusions can be drawn from the findings.

The degree to which this negative effect may impact attitudes towards the brands which use
retargeting must depend on several aspects since the use of different brands and banners yielded
different results, and since the open-ended responses highlighted different kinds of concerns in
relation to being retargeted. As an example, some respondents felt that retargeting made the brand

seem cheap or manipulative while other respondents claimed retargeting did not affect them.

From a frequency perspective, the results show a positive effect of limiting the retargeting
exposures to a few during a browsing session meaning that not every webpage a consumer visits
has targeted ads. This was the case for the low frequency group, which to some degree is possible

to control via programmatic buying.

Moreover, it was found that the creative execution may increase accessibility as a key variable for
Persuasion Knowledge, e.g. when specific products that a person has looked at appear in the banner,

which from a frequency perspective needs to be taken into consideration.

In sum, this study provides evidence that retargeting may affect brand attitudes negatively and that
Persuasion Knowledge can be activated as a result of high frequency targeted ads. As behavioral
intent also is part of the research model, and is correlated with attitude and subjective norm with
high coefficients, conclusions on how recommendation intent and potentially sales are affected may
be drawn from this study, but with several limitations and should be seen in a broader perspective

as discussed in relation to the implications.

74



Limitations

Indeed, several considerations has been made to make the experiment feasible which have imposed

several limitations on the findings.

As mentioned the aim has been to provide as realistic as possible conditions for the respondents,
however, retargeting as it is experienced in real life is extremely individual. It can be different in
form of its frequency and recency between exposure, which context it appears in, on how many
devices it is present and different types of execution (e.g. via web-tv ads, banner ads, Facebook,

Google search ads and recently Spotify audio ads).

This has clear limitations of the direct transfer of the findings in this study to any multichannel media
buying strategy. Yet, as was stated in the problem definition, the aim has been to isolate and
measure an effect that can be compared relatively between groups that very simply have been

distinguished by the frequency of targeted ads as stimuli.

As such, this limitation was found necessary, and yet has its usefulness in confirming the underlying
hypotheses behind the research question in a realistic and plausible retargeting simulation of the

last steps in an online consumer journey.

Future research

For future studies, it will be worth looking at least at three things based on the findings of this
studies; integrating theoretical approaches with industry research, investigate the effect of
frequency and how to plan accordingly, further examine and monitor persuasion knowledge in

online advertising — these three things will briefly be discussed in the following.

Distinctive differences exist between theory and practice when it comes to the view on banner
advertising and the approaches used to measure the effect and value of this medium. As was found
when digging into the existing online advertising research, the eye-tracking experiments, and then
looking at how the industry uses last click attribution and defines measures such as viewability, it is

clear that a gap between the two paths exist. For any future research, both from academia and
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industry, it seems to be beneficial to unite these two approaches to add further depth to the

measurement- and prove of online advertising value.

With these joint approaches, it will become clearer how to e.g. determine the effective frequency,
and plan a differentiated cap between customer segments after intent data, context, creative
execution etc., while taking the reverse u-shaped relation between fixation duration and liking into
account as described in the mere exposure effect experiments. An advertiser will in this example be
able to prioritize a high frequency banner targeting towards customers with a high probability of

buying while less probable buying customers will receive a lower frequency.

Only few studies have so far used a qualitative approach to study persuasion knowledge (Ham &
Nelson, 2015), and thus far, not in the context of online advertising. Although this study provides an
analysis of qualitative data related to emotional responses to targeted ads, it is still early to say
exactly how persuasion knowledge should be measured in the context of retargeting based on these
findings. Many methodological considerations was taken in the design of this study to provide an
accurate proposal of how retargeting should be measured, however, different aspects could be
illuminated when exploring how the beliefs and deeper values of consumers are affected, and in
relation to this, how a brand relationship might suffer as a consequence. These are, perhaps, the
necessary research steps that in the future needs to be taken to explore underlying causes behind

this new advertising technology and its promising ROI.
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Appendix

Appendix 1 - the ad tech vendors in the Display LUMAscape

This image maps out all the different ad tech vendors that potentially takes a cut of a online
campaign’s media spend to facilitate the delivery of display ads. All these vendors stand between

the marketer on the one hand and the publisher and consumer on the other.
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Source: LUMA Partners, 2015, URL: http://www.lumapartners.com/lumascapes/display-ad-tech-lumascape/
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Appendix 2 — How a browser is tracked by ad tech companies

A typical web browser can be monitored by 100+ companies for data collection purposes, some of
which are even able to infer associated devices via an IP based statistical ID making these companies
able to match tablet, smartphone, home-/work-desktop to one person and collect data whenever a
device is being used. Below is an example of how the opt out service can look, where some of the

companies starting with “a” are listed:

Aktiver eller deaktiver alle virksomheder

Virksomhed Til/Fra Status Info
4W MARKETPLACE SRL ® Til O Fra o v
Accordant Media ® Til O Fra 0 v
Acxiom ® Til O Fra o v
ad4mat® ® 7il O Fra ° v
AddThis (formerly Clearspring) ® Til O Fra ° v
ADEX Til ® Fra o v
Adform ® Til O Fra ° v
adGENIE ® Til OFra (7] v
ADITION ® Tl O Fra o v
AdLantic ® Til O Fra ° v
Admeta ® 1il O Fra o v
Adobe ® Til O Fra ° v

Example of how many companies are dropping 3rd party cookies on a web browser when visiting a

Danish news site (this was found using the Ghostery app for Google Chrome):

w Fa BT hver dag i 3 mdr. for 199,/md. Samlet Eris 597.- o 2°18° |[Z41E3» Opret profil Log ind
AddThis
Adform

Onsdag den 25. marts 2015 Aggregate Knowledge
AppNexus

ChartBeat

Digital Analytix
DoubleClick
Emediate

eXelate

Eyeota

Facebook Connect

Facebook Custom Audience
Facebook Social Plugins
Gemius

Google Adsense

GroupM Server

Improve Digital

Integral Ad Science

Media Innovation Group

150 tragiske B
skabner: De

TNS

gribende hiﬂorier x;gﬁg:o\?\lyebsite Optimizer
om ofrene for
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Appendix 3 — Questionnaire and Experiment from start to end

Spoergeskema om online forbrugsadfeerd

Tak fordi du vil deltage i denne undersggelse!

Underspgelsen omhandler online forbrugsadfaerd, hvor iszer beslutningsprocessen for handel pa
nettet vil blive undersagt.

Spergeskemaet tager cirka 5 til 10 minutter at gennemfere, og alle svar vil blive behandlet
anonymt.

MB: Da der indgar visuelt indhold, er det ngdvendigt at gennemfare dette eksperiment pa enten en
computer eller tablet og altsa ikke via en smartphone.

* Required

Indledende spargsmal - del 1 af 4 *
Kgn
) Mand

() Kvinde

Alder *
) 019ar
O 20-29
O 30-39
O 40-49
() 50-59
) 60+

Hver mange dage om ugen surfer du pa nettet? *
Med “surfe” menes; tjekke Facebook, ls2se nyheder, se vejrudsigten osv.

() 0til 1 dag
() 2til 3 dage
() 41il 5dage

1 alle ugens dage

Pa de dage hvor du surfer pa nettet, hvor mange timer vil du tro du i gennemsnit bruger? *

) mindre end 10 minutter
) en halv time
0 1l 2 timer
() 2 til 4 timer
 mere end 4 timer

[ ] |

8% completed

Continue »
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Spgrgeskema om online forbrugsadfeerd

Hjaelp din tante med at traeffe det rigtige valg - del 2 af 4

| denne del skal du forestille dig, at din tante har bedt dig om hjzelp til at treeffe nogle beslutninger
pa nettet

Forestil dig, at din tante lige er gaet pa pension, og at hun kan betegnes som en kvalitetsbevidst
person der gennem et langt arbejdsliv har sparet op til nu at kunne nyde tilvaerelsen.

Hun har nu vaeret pa udkig efter at kebe 3 ting:
1. En kapsel kaffemaskine

2. En ny smartphone

3. En flyrejse til USA

Hun har derfor kigget pa nogle anmeldelser, som hun nu vil vise dig. Derfor bedes du klikke pa linket
nedenfor og felge vejledningen. Kom derefter tilbage til denne side og fortsast | spergeskemaet.

hitps://docs.google.com/presentation/d/1BizkPvWansdL1 peMe6C+EDDARrEzahkxeW-
FJKLb_l/edit?usp=sharing

« Back Continue » |: |
16% completed

Powered by This content is neither ¢ reated nor endorsed by Google.
B Google Forms Report Abuse - Terms of Service - Additional Terms
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Eksperiment om online forbrugeradfzerd

Tryk venligst pd [ Present ~ oppe i hgjre hjgrne

Introduktion
Din tante vil nu bede dig leese uddrag af nogle anmeldelser

Hun har markeret den tekst du bedes laese med en rgd firkant

Som navnt er din tante pa udkig efter en ny kaffemaskine, en ny smartphone og en flybillet til
sin ferie i USA

De fplgende tre slides omhandler:

Anmeldelser af kapsel kaffemaskiner

(Laes det afsnit der er markeret med en rgd firkant)
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| Minimae

forbrog e ECET 0N /smagrestare sdvare apsekafie-a-katfens doasinad [ @seorr *E 4 h 0T =

POLITIKEN = soosn  Qso0  WOTPOUTKEN — MERE

»Der er langt fra rigtig espresso til kapselvarianten, men man mé sige, at det

o o
& FA E N er nemt at lave kapselkaffe. Det er nok derfor, si mange danskere kober & FA E N
Cl RCO LO' kapselmaskiner. Men uanset hvor meget de reklamerer for det, smager det CI RCO LO‘

RIS S Ta Gl ikke fantastisk, selv om de skal have ros for at lave paen crema. Hvis jeg skulle TIL SPECIALPRIS®
. veelge imellem en mand, der lignede George Clooney, og som havde en

kapselmaskine, og en nord, der forstod at betjene en rigtig espressomaskine,
ville jeg vaelge den sidste. Men jeg er ogsé keereste med en ingenior«.

De to dommere kritiserer mange af kafferne for at viere baseret pd for hirdt
ristede bonner. Marie Holm siger:

LS OGSA Test: En Billig Cola light er (nesten) lige si god som originalen

»Jeg indrommer, at jeg personlig foretraekker de lysere ristede kaffer, men
nogle af de kaffer, der er med i testen, er ikke bare morkristede, men ekstremt
hirdt ristede. Det kan vare, fordi det er den type ristning, de fleste danskere
L CLE U | foretraekker, men det kan altsd ogsé veere noget, man gor for at skjule en *Silenge lager haves
diirlig smag fra ikke s gode bonner«.

Ni
»Man betaler meget for kapslerne — penge, som dermed ikke er géet til gode l)l(s)([‘éle

bennerx, supplerer Mira Arkin. Gusto

Endelig hafter de kaffeslubrende smagsdommere sig ved, at ingen af
kapselkafferne virker rigtig friske.

LAES OGSA Bulletproof coffee: Kan det holde mig korende hele
formiddagen?

»Espressobonner kan normalt kun holde deres aroma i seks uger, nir de er
blevet ristet — de her kapsler kan holde sig meget lngere, men der er altsi
ogsé flere af dem, der smager stovede og lidt hengemte. Som kaffens
dasemad«.

Research: Benedikte Lundberg og Karoline Krog Vind

1) Vores families erfaringer m.

€ © A hitps/ v dvingsmarttv.dkvores- famibes-erfaringer-med

"8 ¥ A O e -

Forsiden Seneste Nyheder v Anmeldelser v Tips & tricks v Alle udsendelser v Om v Q

Desvarre ma jeg derfor erkende, at
espressomaskinerne var lige “hardcore” nok for
mig - det lugter grimt nar man rister banner

C|RCOL0 3 09 gav mig Ikke nogen “hallelujah™oplevelse at
TIL SPECIALPRIS * . smage det, maske fordi jeg 1 forvejen drikker
god kaffe
= Den DEFINITIVE guide: MacBook
Sl e Flere foreslog at jeg skulle prave en Air eller MacBook Pro Retina —
Nespresso-maskine - du ved. den type hvilken er bedst og hvilken ber DU
2= maskine, hvor du | reklamerne ser George veelge?

Clooney putte en lille kapsel | en maskine,
trykke pa en knap og hupti vupti har han en
god kop Kaffe

Gusto

Et af det oftest forekommende spargsma til Apples
MacBook computere er: hvilken skal jeg have,
MacBook Alr eller MacBook Pro? Det er én ting at...

Jeg blev nysgerrig og endte med at kabe en brugt model, sa for 1.500 kr. fik jeg erhvervet mig
topmodellen med malkebeholder og dertl bestlte jeg sa Nespressos startpakke med 250
kapsler med alskens forskellige kaffesmage.

Nu har jeg brugt den i nogle uger og jeg ma sige, at jeg er positivt overrasket. Jeg havde en|
forventning om “sadan nogle kapsler” ville smage ligesom den darlige kaffe man keber pa
tankstationer

Smager Nespresso godt?

Jeg er vant til god kaffe - normalt bruger jeg selv gode banner fra en specialforretning i Vejle
(Madam BI&) og en Mokkamaster - dvs. filterkaffe - med rigtig gode resultater. Det giver lige
praecis den gode Kaffe, jeg gerne vil have. Det er hurtigt - haeld vand og kaffe | - tend og 2
minutter senere har jeg en frisk kop kaffe.

Jeg kan godt I’ at jeg med alm. filterkaffe kan lave et ekstra strk kop, hvis jeg har lyst. Jeg
Kan godt Ii’ at det ikke sviner. Jeg kan godt Ii” at det er billigt. Jeg kan godt Ii° at det er hurtig
Omvendt er det 0gs lidt begranset - nogle vil sige kedeligt - at man jo hverken Kan lave latté,
espresso, cappuchino eller lign. pa en filtermaskine. Det kan man bade med alm.
espressomaskiner 0g med Nespresso.

Hvis man sammenligner og sa@tter det op pa en skala med Mokkamaster filterkaffe i midten, sa
Kan vi placere de rigtige espressomaskiner ude til venstre og Nespresso ude til hajre
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De fplgende tre slides omhandler:

Anmeldelser af smartphones

(Lees det afsnit der er markeret med en rad firkant)
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SONY

Forudbestil
nu-fa Action
Cam med i kebet

XPERIA Z3+

Den bedste Sony nogensinde

Visse anmeldelser er en fornejelse at skrive. og Xperia Z3 testen var en af dem. Som hos forgangeren har
Sony taget en solid mobil og pafert et ag af subtile forbedringer hele vejen rundt.

Men denne gang er resultatet s forfinet. at Sony definitivt haever sig over forrige Z-mobiler.

€n stor del af eren tilfaider teamet bag Z3erens. . At de formdr at pakke
samme potente indmad i et tyndere, slankere og smukkere kabinet, er en bedrift. At den samtidig er mere
robust og stovtaet end tidiigere ger kun bedriften starre.

Der skal ogsa lyde et bifald til software-holdet som har fikset ZZerens t3 unoder, 0g samtidig fintunet
maskineriet, si bade interface og driftstid far et left.

7 Sony Xperia 23 Gerfor perfekt? Nej, VIsse SMaskavanker kan SLaGigt (ees op: Ger Kunne Mearoige en
dock til opladning kameraet kunne arte sig bedre og nogle af Sonys mange apps virker overfiodige. Men
det er petitesser alt sammen. Det overordnede inditryk er stadigt heistobt. ja. endda fuldkomment.

Sony Xperia 23 fir derfor maksimale 6 af 6 mulige stjerner.
Det betyder mobilsiden.dks karakterer

Danskerne bliver blandt de forste i verden som far Sony Xperia 23 p4 telehylderne. Dagsprisen pa Xperia
3 er omkring 5000,- kroner i forsalg.

SONY

Forudbestil
nu-fa Action
Cam med i kebet

KXPERIAZ3+

€ i @

- & » Mobile Phane » Sony Xperia 22

Sony Xperia Z2 review

W Tweet| 4 81 a4 Email Bswe 6

LEGOLAND ot icnonoal

SONY
. |
O vidso |

Review Price £569.99

and Speakers

* pros & Cons

+ Good camera « Phone gets hot at times

« Improved screen contrast  » Body shape feels awkward
and angles

* Mostly low-key custom
interface

Key Features: Snapdragon 801 CPU; 5.25inch 1080p screen; Android 4.4
Manufacturer: Sony

You might also like

What is the Sony Xperia Z2? ) s
YA ' Dyson Cinetic DC54

First reviewed: April 2014 pictures

The Sony Xperia 22 has now been superseded by the Sony Xpena 23 {

Launched as Sony’s new flagship handset in April 2014, the Sony Xperia Z2 comes
, which itself arrived just a few

just six months after its predecessor, the Xperia
A v s ¥oada 23
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Systemat er itke 3 stromsparende, som dat Samsung har lanceret, men omvendt giver det badre mening, og men kan |
storre grad bruge det fornuftigt | forhold tl dagllg brug.

Hu vi er ved stromforbrug og batter, er det vel meget passende, at v afdlutter med det indbyggede batteri. Sony Xperia 73
Compact har et impanerende stot batteri | forhold den fysiske storrelse, den har. Hele 2600 mah er del blevet Ul og det er
faktisk somme storrelse, som vi finder i mobiler med meget storre skaerm. En Galaxy S5 har et batter pd 2800 mAh tl en
5,1 skarm, g €n HTC One M@ har 2600 mah t 5,07 I Kompake eller mini klassen er 2600 mah overvasidende stort,
for her ligger mabiler som Galaxy 55 Mini med 2100 mah., HTC One Mini 2 med 2110 mah, og helt demt ser det ud hos
Apple med 1560 0g 1810 mAh for henhaldsvis iPhone 5 og 6.

Vi er ikke bange for at love, at Xperia Z3 Compact kan holde strom | 2 dage, selv hvis man bruger sin mobil en del. Det
impanerer, at Seny har f3et plads t ¢t 53 stort batten | on 3 lle mobil og det glder s, 2t de fieste brugere ke er
tvunget t 2t Lade hver ral, som tifakdet er med mange andre smartphones.

Et hurtigt opslog pé Pricerunner viser, at 1 pL. koster 3,64 kr.

1alt 97%

Ting vi er glade for:
Flot og et ganikendeligt Sony design g | nye farver,

God byggelvalitet med glos pd begge sider.

Vandtaet ned tl 1 meter | 30 minutter,

Fin starrelse telefon for dem der ke vil have de store modeller.
Flot 4,6 skerm | HD oplesning .

Sardeles kraftig CPU og 2G8 RAM,

Al det ryeste | hurtige forbindelser.

Kameraet er er =3 absolut det bedste | Kassen.

Video i 4k opkssning oq flere muligheder med fullHD optageiser.
God musik afspiller med mange tipasnings muligheder.

FM radio med RDS.

Stereo hopaler der e noget bedre end | forgangeren.

Rigtig god video ofspiller.

Indbygget digital stajdaempning (kszever i
Opdaleret kraftig CPU og 368 RAM.

ikob af MDR-NC31EM).

Ting vi er mindre glade
Ingen mulighed for tridias Lads

Konklusion:
Det er nok svasrt ot laxgge skjul pd, at vi er endda rigtig begejstrede for Sonys nye Xperia 3 Compact. Sony har forstdet, at
blat fordi man som kunde ke onsker en fysisk stor mobil, behover man ikke blive spist af med langsom CPU, dirigere
kamera s, Og det er der ikke mange andre producenter, der tibyder.

Xperia 23 Compact matcher de fleste topmodeller, men gor det bare | en mindre fysisk indpakning. Lieg derti 2t den har et
kzmpe batteri | forhold til storrelsen, super godt kamera, den nyesta 0 hurtigste CPU oq timed er vandtat 1! Sluttelig
saelger Sony denne mobil tl ca. 3500,- og den er slledes 1000 - 1500,- kr. billgere end de storre udgaver, hwilket m3 siges
atvatre en skarp pris, n3r hardwaren er i den kasse.

32 sel for en iPhone S, der kom for 2 &r siden, malcher Xperia 73 Compact den meget fint, og der er sket en del udwkiing |
labet af 2 3r.

Det eneste, vi agentlig kunne sawne, er tridios ledning, som Sony endnu ikke har taget tl sig. Men mon ikke det kommer
inden laznge 7 Det er i hvert tiifeide oplagt, ndr man sxlger en mobil med gummi 13ger foran lade cbk.

T virkeli Jeverel &t pletseud med derne Derfar er vi meget Hore |
der ikie fylder alverden, er der | ojebiikket ikke nogen, der matcher Sony Xperia 73

- 0t Skal man hove

Men Sony. i W 50
en mobi Compact

Q
SONY

Forudbestil
nu-fa Action
Cam med

XPERIA Z3+

*E + & O8

De fglgende tre slides omhandler:

Anmeldelser af flyselskaber

(Laes det afsnit der er markeret med en rgd firkant)
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x

Test: Lufthansa er en klar
vinder

1 en test af europaeiske luftfartselskaber vinder selskabet bl.a. over SAS og Air

Se flyet.

Se prisen.

MIA QUIST SCHEELSBECK FOLG Vv

De store, traditionelle luftfartselskaber i Europa er stadig hirdt pressede af
lavprisselskaber som Norwegian og Ryanair. De er si pressede, at flere af dem har
skiiret ned pi mange servi for at kunne pi samme

Aftenposten.no har testet sy af de store flyselskaber i Europa, som ikke er deciderede
lavprisselskaber. Det giorde avisens medarbejdere ved at flyve en tur med samtlige

'E Nyhed: Betiske flyselckaber... X

€ B e guidedTiyregse Vel

MEST LESTE REJSER

Test: Er du unedigt
generet af hgfebel
En ud af fem danskere lider af
allergier, som pavirker gjnene og
luftvejene. og blandt dem er
halvdelen allergiske over for
graspollen. Har du provet
forskellige former for behand-
ling, uden det har hjulpet?

Sé kan allergivaccination vaere
néste skridt. Tag testen og brug
svarene naeste gang du taler
llergi med din lege.

her for at tage testen

Se flyet.
Se prisen.

1 PA overraskende eksotisk
opdageise | Berin

Creme de la Cole a'Azur

Michelin-kokkens 1op 5 restauranter
| New York

TV. Her er Londons nye toginje til

2
3
4

"8 3+ A OH e

testdeltagere pd kortere ruter i Europa - og der var en Klar vinder. 154 milkarder

1. Lufthansa: Den tyske flygigant vinder testen og fir karakteren 5+. Lufthansa holder

et flot serviceniveau, selvom selskabet er hirdt presset af lavprisselskaberne, skriver Rej til Al

Aftenposten.no. Der serveres nemlig bide mad og drikke under turen, som smager —— 2
ety e[| Qs - I R B I

reiser.guide.dk

Forside Bil

Elektronik

NYHED: BRITISKE FLYSELS

Bygogbolig  Bad

EST POPULAERE

EmED
Nyhed: Britiske flyselskaber
mest populeere

Jyllands-Posten

|13 Drlin]+]

Britsh Airways har pd grund af strejketrusler fiet dirlig medieomiale pd det
seneste Alligevel synes yselskabel atvesre populaed som aldrig fer blandt
e rejsende, om | en ny meningsmaiing sender BAYI tops | 2 ud af 3 kategorier

600 jsende t ot everer bedst p3 kategorieme
senvice, palidelighed og familievenlighed. Virgin Aiantic endte i undersegelsen p niveau med Britisk
Airwars skarptforfulgl af Emirates og Singapore Aitines,

EasyJet og Ryanair med i t0p-10

Nt det grider pAlideliohed, deler Briish Aitways, Emirates 09 Virgin Atantic forstepladsen. Mere
er detnok. 3 Easylet o9 Ryanair har fundet ve) il top-10 | denne

en rmkke af de

Kategort
Resuitaterne understreger at der or storforskel meflem den generelle opfatielse af praucision 0g 53 den
reelle punktiighed, som lobende miles af Crvil Arlines Authority. P4 deres lister over “fy Bl §den topper

Bimi 0g Flybe, men ingen af disse selskaber optrzeder p4 10p-10 | Skyscanners meningsmaling

Emirates igen | 10p
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Nyhed: Sov med stil |
Iufthavnen. futurstist soveksbre
thader rejsende fra denne Aavn

Nyhed: Rejs pi forste kiasse |
Iuften, Kye fotos af superjsmooen
A380 or Dievet oftentipgect

Nyhed: Dette er verdens bedste
Iufthave. Se fviken ufhav der
b med seren, o se hvordsn

o Bl

potentisl, We are K




'H Test Entidig mergerturti.. X bR Bkl

€ @ @ bonusteberdiest-en-t gentur-ti-a m-med-tin-r-ecor fon YE $ AOQ e =

FORSIDEN NYHEDER BONUSTIPS GUIDER ~ ANMELDELSER ~ FORUM

Test: En tidlig morgentur til Amsterdam med KLM i Economy
Comfort

[ £ ] [ v | [in | & af Henrik Olsen . @ 06/05/2015

[egsl

 Dato: April 28, 2015

* Positivt:

* Negativt:

* Konklusion:

o
KARAKTER IALY
SEDE ke 3 5
FORPLEINING *hk 2 %
*kkd Discover the Beauty
SERVICE *hkkk
of Prague

VALUE 4 MONEY kkk

-

Eksperimentet er nu slut, og du kan ga tilbage til
spgrgeskemaet

Tryk Esc for at komme ud af fuld skeerm

93



Spergeskema om online forbrugsadfeerd

Din mening om din tantes muligheder - del 3 af 4

Din tante fortzeller dig nu, at hun overvejer at kabe kapsel kaffemaskine Circolo fra Nestlg,
smartphone'en Sony Xperia Z3+ samt en flybillet med Lufthansa.

Ud fra de fa indtryk din tante netop har givet dig, bedes du derfor tage stilling til om du er enig eller
uenig i de fplgende udsagn.

« Back Continue » |: |
25% completed

Powered by This content is neither created nor endorsed by Google.
a Google Forms Report Abuse - Terms of Service - Additional Terms
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Sporgeskema om online forbrugsadfaerd

* Required

Din mening om din tantes muligheder - del 3 af 4

Kapsel kaffemaskine - Nestlé Dolce Gusto Circolo

Hvor enig er du i disse udsagn? *
...At anbefale min tante Circolo kaffemaskinen vil vaere en god idé

Helt uenig Delvistuenig  Hwverkeneller  Delvist enig Helt enig

*

...Min neermeste omgangskreds ville synes jeg bar anbefale min tante Circolo kaffemaskinen

Helt uenig Delvist uenig  Hwverken eller Delvist enig Helt enig

Ejer du selv en Circolo kapsel kaffemaskine? *
) Ja
i) Nej

« Back Continue » E

33% completed
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Spergeskema om online forbrugsadfeerd

* Required

Din mening om din tantes muligheder - del 3 af 4

Ny smartphone - Sony Xperia Z3+
APERIA Z£3+

Hvor enig er du i disse udsagn? *
...At anbefale min tante Sony Xperia Z3+ vil vaere en god idé

Helt uenig Delvistuenig  Hverkeneller  Delvist enig Helt enig

*

...Min naermeste omgangskreds ville synes jeg ber anbefale min tante Sony Xperia Z3+

Helt uenig Delvist uenig  Hverken eller Delvist enig Helt enig

Ejer du selv en Sony Xperia Z3+? *
@ Ja
© Nej

=

41% completed

« Back Continue »
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Sporgeskema om online forbrugsadfeerd

* Required

Din mening om din tantes muligheder - del 3 af 4

Flybillet til USA - Lufthansa

Hvor enig er du i disse udsagn? *
...At anbefale min tante at flyve med Lufthansa vil vaere en god idé

Helt uenig Delvist uenig  Hverkeneller  Delvist enig Helt enig

L L L ) )

*

..Min narmeste omgangskreds ville synes jeg ber anbefale min tante at flyve med Lufthansa

Helt uenig Delvistuenig  Hverkeneller  Delvist enig Helt enig

o o o o o

Har du selv inden for det sidste ar flejet med Lufthansa til USA? *
i Ja
O Ngj

i E— M 2

50% completed
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Sporgeskema om online forbrugsadfaerd

* Required

Din mening om din tantes muligheder - del 3 af 4

Hvilke af disse brands regner du med at anbefale din tante? *

Jeg regner med at anbefale:

Helt
usandsynligt

Mestlé Dolce

. =) (=)
Gusto Circolo ~ ~

Sony Xperia £3+ ) i

Lufthansa flybillet (] [~ ]

« Back Continue »

Usandsynligt  Hverken eller

) Meget
Sandsynligt sandsynligt
& L)
(0] o
I 2 ]

58% completed

Sporgeskema om online forbrugsadfaerd

Din mening om reklamer pa nettet - del 4 af 4

| den sidste del af dette spargeskema vil du blive spurgt om dine holdninger til reklamer pa nettet.

Det er vigtigt at du ser bort fra streamingtjenester som eksemepelvis Spotify og YouTube da disse

ikke er en del af undersagelsen.

« Back Continue »
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66% completed



Sporgeskema om online forbrugsadfaerd

* Required

Din mening om reklamer pa nettet - del 4 af 4

Bemerkede du reklamerne i anmeldelserne? *
i Ja
i) Mej

« Back Continue » [ |

75% completed
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Sporgeskema om online forbrugsadfaerd

* Required

Din mening om reklamer pa nettet - del 4 af 4

Hvad synes du om disse reklamer?

Se flyet. SONY & FA EN

Se prisen. CIRCOLO"
Forudbestil 3
nu -3 Adtion TIL SPECIALPRIS
Cam med i kebet
XPERIA Z3+

Pakna de Mallorca
o

| :

*Sé lenge lager haves

NESCAFE.

olce
usto

£~ Lufthansa

Hvor interessante synes du at disee tre rekiamer er pa en skala fra 1 til 5 hvor 5 er mest
interessant? *

2 3 4 5
Lufthansa
Sony Xperia Z3+
Nestle Circolo

« Back Continue »
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Spgrgeskema om online forbrugsadfeerd

* Requirad

Din mening om reklamer pa nettet - del 4 af 4

Hvad er din mening om disse udsagn om reklamerne i anmeldelserne? *

Helt uenig Delvist uenig  Hverken eller Delvist enig Helt enig

Jeg fandt
reklamerne ] ] ] ] =
relevante
Jeg fandt
reklamerne Qo Q Q Il
irriterende

i _________H
« Back Continue »

91% completed
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Spergeskema om online forbrugsadfaerd
* Required

Din mening om reklamer pa nettet - del 4 af 4

Hved er din mening om disse udsagn? *
Helt uenig Delvist uenig  Hverkeneller  Delvist enig Helt enig

Mar jeq surfer pa
nettat tEnker jeg
ikke aver de
reklamer jeg far
Jeg er bekymret for
min private data nar @ @ @ @ @
jeq surfer pa nettet

Mar jeq surfer pa

nettet bemaerker jeg

atvisze reklamer [#] Q@ ] [ #] L]
biver ved at dukke

op

o o ] ] Q

Din holdning til reklamer pa nettet *
Efter min mening er bannerreklamer pa nettet generalt:

@ Meget imiterende

@ Lidtimiterende

@ Jeg bemarker dem ikke

@ Mogle gange brughare

@ Ofte brughare

@ ‘Other:| |

Hved synes du om, at der samles data om din adferd pa nettet for at malrette reklamer til dig? *
Brug game et eksempal hvis du har oplevet at blive forfulgt af en reklame

o

Velvidende at disse data bliver opsamlet, har du i visse tilfzlde bevidst surfet (anderledes end du
ellers ville) ud fra denne viden? *

Har du eksempelvis undgaet 2t besege en hjemmeside ellar slettet dine cookies for st undgsa disse
malrettede reklamer?

Hvordan opfatter du de brands der aggressivi forfalger dig pa nettet med deres reklamer? *

Har du oplevet dette fra en bestemt annoncar/brand (giv germe et eksempel)? Og hvad synes du om de
annoncgrer der benytter denne malretning

T —
100%: i die it
Mever submif passwords firough Google Forms. o
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link to questionnaire:

https://docs.google.com/forms/d/1CUoP1msWJbB8fYrPW1vBAzMq5vko9DNffrrXUidn9S8/viewfor

m
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https://docs.google.com/forms/d/1CUoP1msWJbB8fYrPW1vBAzMq5vko9DNffrrXUidn9S8/viewform
https://docs.google.com/forms/d/1CUoP1msWJbB8fYrPW1vBAzMq5vko9DNffrrXUidn9S8/viewform

Appendix 4 — Responses to initial questions (gender, age, online activity)

P4 de dage hvor du

Hvor mange surfer pa nettet,
Indledende dage om ugen  hvor mange timer vil
spargsmal - surfer du pa du tro du i
Timestamp Group del 1af 4 Alder nettet? gennemsnit bruger?
7/28/2015 15:53:43 1 Mand 60+ alle ugens dage |2 il 4 timer
7/28/2015 16:03:09 1 Kvinde 20-29 alle ugens dage  mere end 4 timer
7/28/2015 16:05:50 1 Mand 20-29 alle ugens dage 2 il 4 timer
7/28/2015 16:08:43 1 Mand 40-49 alle ugens dage |2 til 4 timer
7/28/2015 16:11:22 1 Kvinde 30-39 alle ugens dage 1 til 2 timer
7/28/2015 16:14:56 1 Mand 30-39 alle ugens dage  mere end 4 timer
7/28/2015 16:15:07 1 Kvinde 30-39 alle ugens dage | mere end 4 timer
7/28/2015 16:17:03 1 Mand 30-39 alle ugens dage  mere end 4 timer
7/28/2015 16:22:40 1 Kvinde 20-29 alle ugens dage 1 til 2 timer
7/28/2015 16:34:03 1 Kvinde 50-59 alle ugens dage  'mere end 4 timer
7/28/2015 16:43:28 1 Kvinde 60+ alle ugens dage 1 til 2 timer
7/28/2015 16:46:28 1 Mand 60+ alle ugens dage 1 til 2 timer
7/28/2015 16:56:10 1 Kvinde 30-39 alle ugens dage en halv time
7/28/2015 17:10:58 1 Mand 30-39 alle ugens dage 1 til 2 timer
7/28/2015 18:26:35 1 Kvinde 30-39 alle ugens dage |2 til 4 timer
7/28/2015 19:09:13 1 Kvinde 20-29 alle ugens dage 2 til 4 timer
7/28/2015 21:03:45 1 Mand 50-59 alle ugens dage |1 til 2 timer
7/28/2015 23:58:02 1 Kvinde 20-29 alle ugens dage |2 til 4 timer
7/29/2015 1 Mand 50-59 alle ugens dage |1 til 2 timer
7/29/2015 1 Kvinde 30-39 alle ugens dage 1 til 2 timer
7/29/2015 10:25:00 1 Kvinde 40-49 alle ugens dage |1 til 2 timer
7/29/2015 10:32:26 1 Mand 30-39 alle ugens dage |en halv time
7/29/2015 10:35:18 1 Mand 50-59 alle ugens dage en halv time
7/29/2015 10:52:01 1 Kvinde 30-39 alle ugens dage 1 til 2 timer
7/29/2015 15:39:40 2 Mand 60+ 4 tl5dage en halv time
7/29/2015 18:31:42 2 Kvinde 30-39 alle ugens dage 2 til 4 timer
7/29/2015 23:15:56 2 Mand 40-49 alle ugens dage en halv time
7/31/2015 0:01:58 2 Kvinde 50-59 4 ti 5 dage 1 til 2 timer
7/20/2015 23:08:06 0 Kvinde 20-29 alle ugens dage |2 til 4 timer
7/20/2015 23:24:03 0 Kvinde 30-39 alle ugens dage 1 til 2 timer
7/20/2015 23:49:46 0 Mand 20-29 alle ugens dage |1 til 2 timer
7/21/2015 5:58:14 0 Kvinde 50-59 alle ugens dage |1 til 2 timer
7/21/2015 8:51:01 0 Mand 60+ 415 dage en halv time
7/21/2015 9:1 0 Kvinde 20-29 alle ugens dage 1 til 2 timer
7/21/2015 10:05:28 0 Kvinde 20-29 4 ti 5 dage 1 til 2 timer
: 0 Kvinde 20-29 alle ugens dage |1 til 2 timer
0 Mand 60+ alle ugens dage en halv time
i 0 Mand 40-49 alle ugens dage |2 til 4 timer
7/22/2015 22:01:33 0 Kvinde 20-29 alle ugens dage | en halv time
7/22/2015 23:16:29 0 Mand 60+ 415 dage en halv time
7/24/2015 7:33:24 0 Kvinde 30-39 alle ugens dage 1 til 2 timer
7/24/2015 10:04:11 0 Mand 60+ alle ugens dage 1 til 2 timer
7/24/2015 11:17:53 0 Mand 30-39 alle ugens dage 1 til 2 timer
7/24/2015 21:19:40 0 Mand 40-49 alle ugens dage en halv time
7/25/2015 11:54:33 0 Kvinde 60+ alle ugens dage |1 til 2 timer
7/25/2015 15:50:26 0 Mand 20-29 alle ugens dage 1 til 2 timer
7/28/2015 11:55:05 0 Kvinde 20-29 alle ugens dage |2 til 4 timer
7/29/2015 19:40:51 0 Mand 30-39 alle ugens dage en halv time
7/29/2015 23:15:15 0 Kvinde 20-29 alle ugens dage 1 il 2 timer
7/30/2015 12 0 Mand 30-39 alle ugens dage |2 til 4 timer
7/30/2015 44 0 Kvinde 20-29 alle ugens dage 1 til 2 timer
7/31/2015 9:27:59 0 Mand 20-29 alle ugens dage 2 til 4 timer
7/31/2015 9:55:23 0 Mand 20-29 alle ugens dage |1 til 2 timer
7/31/2015 10:06:26 0 Kvinde 20-29 alle ugens dage |1 til 2 timer
08-01-2015 20:17 0 Kvinde 20-29 alle ugens dage 2 til 4 timer
08-01-2015 21:24 0 Mand 20-29 alle ugens dage 2 til 4 timer
07-02-2015 21:52 1 Kvinde 20-29 alle ugens dage 2 til 4 timer
07-03-2015 06:20 1 Mand 20-29 alle ugens dage  mere end 4 timer
07-03-2015 18:33 1 Mand 20-29 alle ugens dage 1 til 2 timer
07-03-2015 18:58 1 Mand 50-59 alle ugens dage 1 til 2 timer
07-04-2015 17:15 1 Kvinde 20-29 alle ugens dage |2 til 4 timer
07-07-2015 10:21 1 Mand 30-39 alle ugens dage 1 til 2 timer
07-08-2015 08:00 1 Mand 20-29 alle ugens dage 1 til 2 timer
07-11-2015 21:35 2 Mand 20-29 alle ugens dage 2 til 4 timer
07-12-2015 03:17 2 Mand 20-29 alle ugens dage  mere end 4 timer
07-12-2015 07:54 2 Mand 50-59 4 ti 5 dage en halv time
07-12-2015 11:59 2 Mand 30-39 alle ugens dage 2 til 4 timer
07-12-2015 13:06 2 Mand 40-49 alle ugens dage |2 til 4 timer
07-12-2015 21:34 2 Mand 60+ alle ugens dage en halv time
7/17/2015 14:06:19 2 Mand 20-29 alle ugens dage 2 til 4 timer
7/17/2015 16:22:03 2 Mand 20-29 alle ugens dage  en halv time
7/17/2015 21:42:54 2 Mand 20-29 alle ugens dage  mere end 4 timer
7/17/2015 22:38:41 2 Mand 20-29 alle ugens dage  mere end 4 timer
7/18/2015 9:47:39 2 Kvinde 20-29 alle ugens dage |2 til 4 timer
7/18/2015 17:48:49 2 Kvinde 60+ alle ugens dage en halv time
7/19/2015 22:27:17 2 Kvinde 20-29 4 til 5 dage en halv time
7/20/2015 2:39:49 2 Kvinde 50-59 alle ugens dage 1 til 2 timer
7/21/2015 10:31:03 2 Kvinde 50-59 alle ugens dage  en halv time
7/21/2015 20:38:19 2 Kvinde 50-59 alle ugens dage 2 il 4 timer
7/21/2015 21:21:24 2 Kvinde 50-59 alle ugens dage 1 til 2 timer
7/22/2015 19:26:43 2 Mand 50-59 alle ugens dage |1 til 2 timer
7/22/2015 20:13:55 2 Kvinde 50-59 2 ti 3 dage en halv time
7/28/2015 21:32:59 2 Mand 60+ 415 dage en halv time
7/31/2015 10:04:56 2 Mand 60+ 415 dage en halv time

Sample - hours spent browsing per week

1%

"

4,5

| I |
O

3% =14
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Appendix 5 - The respondents’ opinion about online ads and ad irritation

III

NB: 1 is “very annoying”, 5 is “often usefu

Din holdning til reklamer pa nettet*
Efter min mening er bannerreklamer pa nettet generelt:

Meget imterende

Lidt irriterende

Jeg bemaerker dem ikke
Mogle gange brughare
Ofte brugbare

Other:

Din holdning
til reklamer
Timestamp Group pa nettet
7/28/2015 15: 1
7/28/2015 16
7/28/2015 16:
7/28/2015 16:
7/28/2015 16
7/28/2015 16:
7/28/2015 16
7/28/2015 16:
7/28/2015 16
7/28/2015 16:
7/28/2015 16
7/28/2015 16
7/28/2015 16:
7/28/2015 17
7/28/2015 18:
7/28/2015 19
7/28/2015 21
7/28/2015 23:58:
7/29/2015 0:25:4
7/29/2015 7:14:04
7/29/2015 10:25:00

Relativt nemm

Wa NN WS W

7/29/2015 10:32:26
7/29/2015 10:35:18
7/29/2015 10:52:01
7/29/2015 15:39:40
7/29/2015 18:31:42

7/29/2015 23:15:56
7/31/2015 0:01:58
7/20/2015 23:08:06
7/20/2015 23:24:03
7/20/2015 23:49:46
7/21/2015 5:58:14
7/21/2015 8:51:01
7/21/2015 9:13:18
7/21/2015 10:05:28
7/21/2015 19:39:3
7/22/2015 8:10
7/22/2015 11:30:
7/22/2015 22:01:
7/22/2015 23
7/24/2015 7:33
7/24/2015 10:04:
7/24/2015 11:1
7/24/2015 21:1
7/25/2015 11:54:
7/25/2015 15:5!
7/28/2015 11:5:
7/29/2015 19:40:
7/29/2015 23
7/30/2015 3:18:12
7/30/2015 9:22:44
7/31/2015 9:27:58
7/31/2015 9:55:23
7/31/2015 10:06:26
08-01-2015 20:17
08-01-2015 21:24
07-02-2015 21:52
07-03-2015 06:20
07-03-2015 18:33
07-03-2015 18:58
07-04-2015 17:15
07-07-2015 10:21
07-08-2015 08:00
07-11-2015 21:35
07-12-2015 03:17
07-12-2015 07:54
07-12-2015 11:59
07-12-2015 13:06
07-12-2015 21:34
7/17/2015 14:06:19
7/17/2015 16:2.
7/17/2015 21:4
7/17/2015 22:38:
7/18/2015 9:47:39
7/18/2015 17:48:49
7/19/2015 22:27:17
7/20/2015 2:39
7/21/2015 10:
7/21/2015 20
7/21/2015 21
7/22/2015 19:
7/22/2015 20
7/28/2015 21:3
7/31/2015 10

Det afhaenger

Jeg har bloker
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*

Bruger Addblo:

Generelt er jei
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Appendix 6 — T-tests of independent samples based on groups and attitude scores

t-test: To stikprever med ens varians

t-test: To stikprever med ens varians

t-test: To stikprever med ens varians

A C Sony | A LF Sony A C Lufthansa | A LF Lufthansa
Middelvaerdi Middelveaerdi 3,071 2,968 Middelveerdi 3,917 3,889
Varians Warians 1,180 1,566 Vanans 1,036 0,949
Observationer Observationer 28 31| Observationer 24 27
Puljevarians Puljevarians 1,383 Puljevarians 0,990
Hypotese for forskel i middelvaerdi o Hypotese for forskel i middelvaerdi 0 Hypotese for forskel i middelvardi 0
fa 53 fag 57 fa 49
t-stat 2,536 t-stat 0,338 t-stat 0,100
P(T==t) en-halet 0,007 P{T<=t) en-halet 0,368 P(T==t) en-halet 0,461
t-kritisk en-halet 1,298 t-kritisk en-halet 1,672 t-kritisk en-halet 1,677
P(T<=t) to-halet 0,014 P(T=<=t) to-halet 0,736 P(T==t) to-halet 0,921
t-kritisk to-halet 1,674 t-kritisk to-halet 2,002 t-kritisk to-halet 2,010
t-test: To stikprever med ens varians t-test: To stikprever med ens varians t-test: To stikprever med ens varians

A C Sony | A HF Sony A C Lufthansa | A HF Lufthanss

Middelvaerdi Middelvaerdi 3,071 3,333 Middelvaerdi 3,917 3
Varians Warians 1,180 1,101 Vanans 1,036 0,948
Observationer Observationer 28 24| Observationer 24 22
Puljevarians Puljevarians 1,144 Puljevarians 0,993
Hypotese for forskel i middelvaerdi o Hypotese for forskel i middelvaerdi 0 Hypotese for forskel i middelvesrdi 0
fg 55 fg 50 fg 44
t-stat 1,588 t-stat -0,880 t-stat 0,489
P(T<=t) en-halst 0,059 P(T<=t) en-halet 0,191 B(T==t) en-halet 0,314
t-kritisk en-halet 1,257 t-kritisk en-halet 1,676 t-leritisk en-halet 1,680
P(T<=t) to-halet 0,118 P(T<=t) to-halet 0,383 P(T<=t) to-halet 0,627
t-kritisk to-halet 1,673 t-kritisk to-halet 2,009 t-kritisk to-halet 2,015

t-test: To stikprever med ens varians

t-test: To stikprever med ens varians

t-test: To stikprever med ens varians

A HF Sony

A LF Lufthansa

A HF Lufthansa

Middelvasrdi . Middelvaerdi 3,333 | Middelvaerdi 3,889 3,773
Varians 24 Varians 1,566 1,101 Varians 0,949 0,946
Observationer 25 27| |Observationer 31 24| Observationer 22
Puljevarians 1,135 Puljevarians 1,364 Puljevarians

Hypotese for forskel i middelvasrdi o0 Hypotese for forskel i middelveerdi 0 Hypotese for forskel | middelvasrdi 0

fg 50 fg 53 fg 47

t-stat -1,011 t-stat -1,151 t-stat 0,416

P(T<=t) en-halet 0,159 P{T<=t) en-halet 0,127 P(T<=t) en-halet 0,340

t-kritisk en-halet 1,299 t-kritisk en-halet t-kritisk en-halet 1,678

P(T==t) to-halet 0,317 P(T<=t) to-halet P(T==t) to-halet 0,680

t-kritisk to-halet 1,676 t-kritisk to-halet t-kritisk to-halet 2,012
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Appendix 7 — The control group’s dummy ads

Laes mere

)

PENGE PA DIN KONTO | LOBET AF 1-2 DAGE. 'g {g
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STV SIKKERHEDS-

ADVARSEL
7.900,-

V/ 2 VOKSNE
062 BARN

Grundfos udsteder en
slkkerhedsadvarsel
! wvedr. en tidligere model

af Grundfos CONLIFT-
pumper produceret |

eller fgr uge 471 2007. Stik af

Laes mere

1 4
Test: Er du ungdigt
generet af hofeber?
En ud af fem danskere lider af
allergier, som pavirker gjnene og
luftvejene, og blandt dem er
halvdelen allergiske over for
graspollen. Har du provet
forskellige former for behand-
ling, uden det har hjulpet?
Sa kan allergivaccination vare
naste skridt. Tag testen og brug
svarene naste gang du taler
allergi med din lege.

OLSIKRE MALTA - BESTIL NU _

FolkeFerie.dk
= furia el mare moninn 2\

GRUNDFOS

www.millinghotels.dk

Vi ligger 1 Odense, Kli.k hel' fOl' at tage testen

Middeclfart, Kolding
& Maribo

ALTID NOGET AT
KOMME EFTER
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Appendix 8 — Responses from the last three open ended questions with coding

p = positive, i = inconclusive, n = negative, vn = very negative, y = yes, n = no

Timestamp

7/28/2015 15:53:43

7/28/2015 16:03:09

7/28/2015 16:05:50

7/28/2015 16:08:43

7/28/2015 16:11:22

7/28/2015 16:14:56

7/28/2015

7/28/2015
7/28/2015

7/28/2015

7/28/2015

7/28/2015

7/28/2015

7/28/2015

15

17

22

134:

143:

146:

56

10

0

N

03

0

@

2

@

28

5

®

7/28/2015 18:26:35

Hvad synes du om, at der
samles data om din adfaerd pd
nettet for at malrette reklamer
til dig?

Opvejes i vid udstraekning af gratis
indhold.

Jeg synes som sddan at det er ok,
s laenge jeg har mulighed for at
fraveslge at der samles data
Positivt. Uanset hvad vil der veere
reklamer, og jeg foretrazkker de er
mélrettet mine interesser, frem for
tilfeeldige.

Som udgangspunkt helt i orden, s3
lzenge der ikke samles personlige
oplysninger. Problemet er at
reklamerme ikke kan se om jeg
HAR kebt produktet eller IKKE
OINSKER at kobe produktet (f.eks
hvis jeg har kigget p3 det og fundet
ud af, at det ikke passer til mig).

Bemaerker det sjeeldent

Det giver mélrettet annoncering.
Hvis man ikke @nsker dette, kan
man jo altid surfe privat.

Det er ret iriterende, forstyrrende
og foruroligende.

Det er irriterende, og jeg opter ud
hvis jeg kan. Har fx optet ud hos
Google

er vel et vikar

Jeg bryder mig ikke om at biive
registreret, nér jeg ikke selv har
tilmeldt mig.

Jeg registrerede det farste gang,
da jeg sidste &r sggte p& Merell
sandaler.

Fototaske
Topmadras

Det irriterer mig at det antages, at
jeg er sd blank/uintelligent - at jeg
vil vaelge noget bare fordi det
dukker op pd min internet side

Jeg bruger diverse add blokkere og
surfer anonymt via vpn nar jeg
kan, da jeg ikke syntes om at der
indsamles data om min feerden pa
nettet.

Det er virkelig irriterende og
greenseoverskridende. Bootz er
virkelig slemme til at dukke op
overalt med reklamer for et
specifikt stykke tgj, som man
tidligere har kigget pd pd deres
hjemmeside. Det er den eneste
tjeneste, jeg aktivt har forsagt at
begraense.

En anden ulempe er at de data, der
bliver indsamlet er baseret p3 ens
bagudrettede historik. S@ger man
for eksempel pa en type bog pd
Amazon, vil man fremadrettet kun
blive eksponeret for denne bog og
genre. Man bliver séledes ikke
eksponeret for nye genre eller
ideer p& Amazon lignende type
tjenester, hvilket er en anden
begreensende faktor

brand/pro EV

codel ductl

free content

opt out

relevant ads

already
bought
product

relevant ads

intrusive,
worrying

opt out

free content

Merell
sandals
Camera
bag,
madress

annoying,

insinuating

the

consumer is

stupid

adblock,
incognito

annoying,
DCO,
limiting
diversity of

ads Bootz

1

vn

Velvidende at disse data
bliver opsamlet, har du i
visse tilfzelde bevidst surfet
(anderledes end du ellers

ville) ud fra denne viden? code2

Ja, ofte.
Tkke umiddelbart. Har dog p3 et
tidspunkt haft fravalgt at fx
facebook matte malrette

reklamer. opt out

Nej - det har jeg ikke og tror
jeg heller ikke jeg vil gore.

Nej

price
discrimination
based on
behavior,
incognito

Ja, hvis jeg vil vide hvad den
figtige pris er, surfer jeg nogle
gange privat

Jeg forsgger at indrette mig
med apps, slette specifikke
cookies, skifte indstilinger hvor
jeg kan og ind i mellem skifte
browser, maskine, logge ind via
forskellige emailadresser mv.
Desuden arbejder min partner
med IT sikkerhed og vi har
meget sjov med at forspge at
regne systemerme for
indsamling af brugeroplysninger
ud. Uden dog rigtig at have
nogen fornemmelse af at
"vinde" - vi har ingen illusioner
om anonymitet

cookie
deletion,
change
browser

Nej

Har slettet cookies cookie deletion

Nej

Nej

ja mange mange

Jeg har bevidst forsggt at slette
coockies for at se, om det
havde betydning for prisen pa
en flybilet, efter jeg havde
besgagt den samme side flere
gange og prisen begyndte at
stige

cookie
deletion, price

discrimination  flight ticekt

111

brand/produc EV
t2 2

Hvordan opfatter du de brands der

aggressivt forfelger dig pa nettet brand/prod
med deres reklamer? code2 uct2
Jeg ville ikke drsmme om at kobe decent
produkter fra firmaer, som ikke marketing
opfarer sig ordentiigt p3 nettet behavior
have not
experienced
jeg har ikke oplevet it

professionali
Professionelle. sm

Det afhenger af annoncaren, men der
skal ikke meget negativt til, for
annonceren ogsé bliver opfattet
negativt. Men jeg opfatter Amazon

hverken negativt eller positivt pga depends on

deres mélrettede annoncer. advertiser

Bilige, de m3 have et seerligt behov

for at benytte s8 aggressiv

markedsfering. cheap

For mit vedkommende er det oftes

Hotels.dk der kommer op, da jeg

rejser 2 uger pr. maned. S3 det er

okay hotels.com

Pisse irriterende :(

Hvis det sker bliver jeg mindre
tibajelig til at overveje brandet.
X

irriterende - sgger selv pd produkter - does not

uanset reklamer affect me

Jeg undgér indkeb hos annoncarer

som laver aggressiv reklame. F.eks. | avoid Ellos,

Ellos og Sarenza brands Sarenza
does not

Ligegyldigt affect me

Jeq far afsky overfor produktet. repulsive

negativt, men ogsa vel vidende om at

det er det eneste de kan gore i

kampen om kundermne p& nettet. De

har kun fa sek. til at overbevise os om

et kab, og her vinder de noget mere  understanda

tid ble

Bootz giver mig trang til at smide min

computer i havnen i ren frustration

Har man forst kigget p§ ét stykke toj

hos dem, dukker det op overalt i

reklamer. Det er virkelig

manipulerende. Virksomheder, der

benytter sdanne aggressive metoder manipulative

er belastende , annoying  Bootz



7/28/2015 19:09:13

7/28/2015 21:03:45

7/28/2015 23:58:02

7/29/2015 0:25:49
7/29/20157:14:04

7/29/2015 10:25:00

7/29/2015 10:32:26

7/29/2015 10:35:18

7/29/2015 10:52:01

7/29/2015 15:39:40

7/29/2015 18:31:42

7/29/2015 23:15:56

7/31/2015 0:01:58

7/20/2015 23:08:06

7/20/2015 23:24:03

7/20/2015 23:49:46

7/21/2015 5:58:14

7/21/2015 8:51:01

7/21/2015 9:13:13

Jeg bryder mig ikke om det. Jeg
bryder mig generelt ikke om
reklamer, jeg ikke selv kan vaelge
om jeg vil se dem eller &j.

Det er ok - jeg vil jo under ingen
omstazndigheder kunne undgd
reklameme

Jeg synes det er for freekt, sddan
ndr man har veeretind pé en
onlineshop s& skal jeg se reklamer
fra det indtil nzeste gange jeg
besgger en ny onlineshop

Det er ok

Ok

Gratis' skal jo betales pd en eller
anden méde

Det er skremmende

Det er helt utilstedeligt. Jeg onsker
at vaere anonym

Til tider kan det veere meget rart
hvis der dukker reklamer op jeg
kan bruge til noget. Synes det er
lidt skreemmende, at min PC
husker hvis jeg fx googler smykker
/ lobesko, at der s3 kommer
smykke og lebeskoreklamer p&
facebook og BT.

Jeg synes det er irriterende og
urimeligt, og at det bgr stoppe via
lovgivning. Szerligt irriterende er det
reklamer, som man ikke kan
afmelde. Eksempelvis f&r jeg
nzesten dagligt en mail fra et firma.
N&r jeg bruger knappen til at
afmelde far jeg besked p3 at siden
ike kan vises. Jeg har skrevet til
firmaet flere gange og bedt dem
slette mig af mailisten, men der
sker intet og jeg far stadig deres
mail. Nu har jeg klaget i
forbrugerombudsmanden.

Det er for mig ok. Jeg oplever dog
tit, at jeg modtager reklamer for
ting ogs efter, at jeg har kobt
dem, hvilket betyder, at de mister
effekten!

At ferdes pa nettet er ikke som at
faerdes privat - det bgr man vaere
klar over.

Irriterende

Okay, hvis det fungerer.

Jeg bryder mig ikke om at der
lagres data over hvike
hjemmesider jeg besgger. Jeg kan
godt se fra firmaernes side, at de
ndr ud ril den rette mélgruppe, men
dette bare ikke vaere nok grund til
at tilade denne overvgning

Det er okay til en vis grad. Jeg
synes det skal vaere et valg. Jeg er
dlad for spergsmél angdende
cookies, da jeg selv kan veelge
hvilke sider, der falger mig. N&r det
bliver pdtvungent, s§ kan man
starte en diskussion omkring
kontrol. Jeg vil have et selvvalgt
privatliv

Teenker jeg ikke videre over
Jeg var pa jagt efter en ny bil. T en
periode dukkede der ofte reklamer
op vedrorende Audi. Miske det
vurderedes at jeg tiharte Audi
segmentet. Jeg er generelt ikke
generet af malrettede reklamer,
Det bor gore reklameme mere
relevante, men generelt
foretraskker jeg selv at samle
information ved storre
kabsbeslutninger. Det generer mig
ikke at der indsamlet information
om mig

relevant ads p

annoying n

free content

frightening n

right to be
left alone,
annoying n

relevant
ads,
frightening

annoying,
unfair,

needs

legislation,

email

marketing Vi

already
bought
product p

understanda
ble

annoying n

right to be
left alone,
understanda
ble

opt out,

cookie

policy, right

to be left

alone P
haven't

considered

it

segmentatio
n car, audi p

relevant

ads, give

consumers

space to

choose P

E

Aldrig.

Nej - aldrig

Ja det har

Ja
Nej

Nej

Jeg sletter cookies

Ja, forstéet pa den made og jeg
hel undlader at 8bne
konkurrencer og tibud, fordi det
i reglen betyder, at man dagen
efter far utallige henvendelser
fra firmaer, man aldrig har hart
om eller har bedt om at f& tilbud
fra. Jeg er opmaerksom pé, at
det er "det med smat" S8
derfor er det nemmere at undgd
disse reklamer og tilbud

Jeg har ikke surfet anderledes,
men det sker, at jeg sletter

mine cookies (dog ikke primazrt
pga reklamerne)

Ja. Jeg sletter naturligvis
Jjaevnligt cokkies.

Ja

Nej

Ja, det har jeg gjordt utallige
gange. Jeg vil kun have at de
data, der bliver indsamlet kan
have en positiv affekt pd mit liv

Nej, s& smart er jeg ikke.
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cookie deletion

avoid
competitions

cookie deletion
not related to
ads

cookie deletion

only want data
collection that
favors me

lack of
technical
knowledge

insinuating
Jeg kommer hurtigt til at teenke noget the

grimt om den mé&lgruppe de prever at consumer is
ramme... stupid

Det er er ok at de mélretter reklame.
Om jeg ser den samme reklame
mange gang, eller forskellige reklamer
mange gange er hip som hap

Punkti

Elgiganten

Nicehair

Jeg synes ikke det okay, fr ikke lyst | does not
affect me
does not
affect me

til at ksbe noget

Jeg ignorerer dem
Ok

does not
affect me
have not
experienced

Teenker ikke over det

Det kan jeg ikke huske it

annoying,
have not
experienced

De er hamrende irriterende! Ved ikke
om jeg har oplevet det. it

Det kan godt virke lidt aggressivt og

veere en smule irriterende.

se ovenfor

Jeg er ikke s3 pavirket af banner-

reklamer, men det har i hvert fald ikke does not
affect me

nogen positiv effekt.

De benytter blot de muligheder, som
den digitale verden giver.

Anders: Interessant, at du anvender
er googleveerktgj til din undersggelse!
Google er jo netop kendt for sin evne
til at analysere opsamlede
adfzerdsdata (de tracker jo
eksempelvis 0gsa denne
undersagelse) for at kunne tilbyde
annoncgrer malrettede reklamer til
enkeltbrugere.

det virker meget aggressivt og jeg far
ikke lyst til at handle hos dem!

De rellamer jeg bemaerker mest, er
dem hvor jeg ikke har interesse i det
udbudte produkt.

De giver mig en darlig opfattelse af
netop deres firma. Jeg bryder mig ikke

om aggresiv markedsforing, hviket  negative
jeg synes dette hgrer ind under. Jeg  perception,
kunne sagtens vaslge netop et sidan  aggressive
firma fra ved et kab p3 nettet. advertising
annoying,
give
Det erirriterende og for meget. Giv  consumers
forbrugeren et valg. Det giver ogs3 dit space to
brand et bedre omdemme. choose
have not
experienced
har jeg ikke veeret udsat for it
have not
Jeg synes ikke at jeg er blevet forfulgt experienced
aggressivt. I s fald har jeg ikke lagt | aggressive
meerke til det. retargeting
Ikke anderledes end andre brands.
Ved rejsebureauer virker det dog som
om det er mindre kendte og biligere
brands jeg modtager reklamer fra cheap

annoying

understanda
ble, Google
tracking
paranoia

lose interest
notice ads
that are not
targeted

Punkt1,
Elgiganten,
Nicehair

Google



7/21/2015 10:05:28

7/21/2015 19:39:36
7/22/2015 8:10:20

7/22/2015 11:30:02

7/22/2015 22:01:33

7/22/2015 23:16:29

7/24/2015 7:33:24

7/24/2015 10:04:11

7/24/2015 11:17:53

7/24/2015 21:19:40
7/25/2015 11:54:33
7/25/2015 15:50:26

7/28/2015 11:55:05

7/29/2015 19:40:51

7/29/2015 23:15:15

Det er fint til en vis grad, da de
reklamer jeg far er relevante for
mig. Men det kan ggres
bedre/mere optimalt fra
virksomhedemes side, da jeq ikke
altid er i malgruppen for et bestemt
produkt. Et eksempel: Jeg kabte
for flere maneder siden en jakke p8
nettet, men bliver stadig
bombarderet med jakkeannoncer
alle steder. Derudover er det
forasrmerende at man fx pa
facebook f&r annoncer for
babyting, kosttilskud og andet, der

ikke er relevant, men som miske  relevant
er relevante for folk i min ads, already Facebook,
omgangskreds. bought coat, baby
At min personlige data bliver product,  stuff,
videresolgt til telefonsaelgere efter inappropriat dietary
at have udfyldt en formular p& e facebook supplement
nettet er dog pa greensen ads, PIT s
Generelt er jeg af den mening, at
online reklamer er effektive og
velkomne. Hvis skeermbilledet skal can be
vises til andre, kan det dog fare til  embarresing
pinlige gieblike, hvis nogle if discovred
‘'uheldige’ reklamer forfelger dig. by others
Negativt
fee content,
understanda
It is the price for free content. ble
Sometimes it's helpful because you
might find a better offer even
though you already forget that you
were actually looking for the
product. But most of the time it's a helpful,
nuisance annoying
Ambivalent, fordi 1) det er maske  helpful,
nyttigt, men 2) maske gér jeg glip limiting
af helt andre reklamer, som ogsd  diversity of
kunne vesre nyttige. ads
Det er ok!
Virkelig irriterende. I et oplyst land
som Danmark behgver viikke de
konstante pamindelser om, hvad vi
kan kgbe. Den almene viden om
hvad vi kan opsege for at fa viden
om produkter vi pateenker at
anskaffe os, er relativ udbredt og
for det meste behaver vi ikke
reklamer for at vide hvad vi skal
gere. Segefaciliteterne er ogsd en
ting der ggr at vi hurtigt kan skaffe
os viden om specifikke produkter
Der kan vaere undtagelser:
Markedsfaring af nyskabende ag
nytzenkende produkter, public
introduktion af nye titag indenfor  service
fodevarer, sundhed, sygdom - dvs. information  public

public service information. is exempted service

Det er en uundg8elig del af den

forretningsmodel, der i dag er den  understanda

dominerende pd internettet. ble
unacceptabl

Utilstzedeligt e

iicke 8 godt

Synes ikke godt om! Og tit er de

overhovedet ikke relevante og

kommer kun op fordi man lige dislike, often

skulle sege noget op p3 Google
Ved at det bliver gjort, men kan
ikke gore 3 meget ved det, i nogle
tifzelde, falder man jo over dem,
trykker vidre p& reklamen, Man er
jo en forbruger, mélrette
marketing er kommet for at blive,
selv om det nogle gange er pisse  understanda
iriterende ble

Jeg bryder mig ikke om det. Jeg er
opmezerksom p3 hvordan min data
bliver brugt til at mélrette reklamer
til mig, derfor tager jeg nogle
forbehold. Bl.a. minimerer jeg
personlige informationer pd min
facebook profil. Formentlig p&
grund af den sparsomme
persondata, far jeg vist meget
generiske reklamer, mélrettet en
stereotyp kvinde i slutningen af
20%eme. Det er for det meste
reklamer for baby udstyr (jeg har
ingen bgrn) og modetgj (som jeg
ikke bryder mig om).

not relevant | Google

dislike, often
not relevant

vn

n

Jeg surfer ikke anderledes, men

har haft adblock sl3et til adblock

Ja, med en privat session.
Ja

incognito

Yes I have. But I know have a

adblocker installed adblock

Nej
Ja, bestemt: Jeg bruger
forskellige browsere, F.eks. kun
Mozilla til Facebook, BT og EB
fordi jeg kan blokere reklamer.
Google kun til medier (F.eks.
Maps, Krak, YouTube og
Wikipedia) og Explorer til
faciliteter tilknyttet min
Microsoft konto (outlook.dk,
Windows Phone). Browserne er
desuden indstillet til dels at
forhindre pop-up vinduer, dels til
at slette alle cookies hver gang
jeg lukker dem. Med andre ord
har jeg veennet mig til at taeenke
selektivt for at minimere de
mange reldamer. Erfaringen
viser mig det ikke er nogen god
idé at knytte al sin surf til bare
én browser.

change
browser

Nej. Min adfeerd er ikke pavirket
af dette

Ja. Bl.a. ved at lukke siden ned
o0g veelge en anden vej

ja

Nej, men jeg sletter cookies

lpbende cookie deletion

Nej det har jeg ikke, for min
skyld m& du falge med lige s3
meget de vil, kan bruge andre
netvaerk former hvis jeg ikke vil
have det, men sletter altid mine

cookies cookie deletion

Jeg udfylder dette spgrgeskema

i et incognito vindue lige nu :) incognito
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BT.dk, EB.dk,
Wikipedia,
Krak.dk,
Google,
YouTube,
Qutlook,
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Detailhandel p nettet, fx taj og
cykeludstyr. Der ikke nogen bestemt
annoncar, det virker til at de alle g&r
ret aggressivt til vaerks. Typen af
produkt kan selvfglgelig vaere
afgerende, da tej er et produkt man
kaber Iobende. Er dog i tvivl om selve
annoncerne har en effekt pd om jeg
veelger at bruge en bestemt udbyder,
da ting som service, udbud, pris og
gratis fragt er vigtigere. Jeg bruger fx.
Cykelpartner til cykeludstyr fordi jeg
har handlet hos dem fgr og vaeret
tifreds med pris og leveringstid, og
ikke pga. deres mange annoncer, som
jeg prever at ignorere. At jeg har
brugt dem til at starte med er en

blanding af google-search (at de Clothing,
dukker op i starten af en google bicycle
s@gning) og trust pilot. Det kunne equipment,
teenkes at jeg vaelger en anden Google
leverander naeste gang fordi deres does not search,
annoncer irriterer mig affect me  Trustpilot
Zalando fylder skaermbilledet med
sko, jeg har klikket ind p&. Det er lidt
en slags patvunget window shopping,
her er det skoene, der gentagende
gange popper op i siden af browseren,
og ikke dig, der gar forbi butiksvinduet
igen og igen.
"enforced  Zalando,
Det maerkeligste jeg har oplevet, er  window Den B3
annoncer fra DBA. shopping”  Avis, shoes
Irriterende annoying
They have access to my browsing
data. Zalando is one site that is very
aggressive in retargeting, it bothered  gotten used
me first, but now I am used to it. to it Zalando
What comes to my mind is Zalando
They have guite aggressive ads. Also
car brands especially Opel. But most Zalando,
of my friends use cookie or ad automotives
blockers. adblock , Opel
have not
experienced
aggressive
Tkke oplevet aggressiv forfolgelse retargeting
Jeg har provet det i forbindelse med
private leder uddannelser. Deres
eneste kommentar, da vi er et hel
hold der 'klager' over at det er for MBA
meget. " Men det virker..." education

Det har nazrmest den modsatte effekt
at de er der, ikke et brand jeg ville
undersege farst. Mlrettede reklamer
er blevet en svabe, der omklamrer
ens feerden pd nettet selvom vi ikke er
i "kebe-mode". Reklamer har i
forvejen en dominerende rolle i vores
hverdag og annoncareme bruger
tdrhoje budgetter for at fi vores
opmzerksomhed, bde pd nettet, i
bybilledet, tv-kanaler,
transportsektoren - overalt! P4 mig
har det faet den effekt, at jeg er

blevet reklameblind, og jeg foretager opposite
bevidst fravalg som konsekvens, effect, ads
f.eks. ser jeg ilke relkdamefinasierede  are
tv-kanaler. Men generelt mener jeg vi everywhere,
bliver overfodret til det irritable uanset does not
hvor vi bevaeger os hen. affect me

Det er en fin balancegang imellem
smart markedsfaring og stalking. De
fleste rammer den dog okay, og nogle

gange vil jeg endda sige at de kunne  professionali

vaere mere agressive sm
untrustwort
Lavt. De sender et utroveerdigt signal. hy
iriterende annoying
Jeg prover at ignorere dem og bruger  adblock, try
en Ad blocker to ignore
have not
experienced
Tkke lige hvad jeg kan huske af it
annoyed by
Jeg bliver ikke irriteret pd brandet. the brand
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Meget imod. Jeg bruger diverse
plugins for at undgs det, men er
@rgerlig over at det overhovedet
er ngdvendigt. Plugins: NoScript og
uBlack

Jeg synes det er irriterende.

Jeg er ligeglad

Ubehageligt

Fornuftigt, da du p& denne made
lun f3r reklamer der henvender sig
til dig og har din interesse. Man kan
argumentere for, at nogle reklamer
felger en for leenge, hvorved det
bare bliver generende

Det kan ikke ungdes og det er ikke
noget jeg teenker videre over
Skreemmende at de "ved" s8
meget, men det bekymrer mig
ikke

Lidt skreemmende.

Det er selvfolgelig et keempe
problem.

Lidt traels

Jeg synes overordnet det er fint,
da der under alle omstaendigheder
er reklamer, og de s ligesd godt
kan vzere relevante for mig. Dog
skraemmende hvor gode de fleste
er til at gaette mit behov.

Huis jeg skifter mellem pormo
siderne og til sportssider, falger
f.eks. fuckbook eller fuckbuddy
eller asiandating efter mig

Jeg synes det er problematisk med
hensyn til personvern

Det okay. Jeg kan selv fiemne dem,
hvis jeg synes

Det er okay.
Det er lidt skreemmende

Helt fint

Det hjeelper aligevel ikke meget,
nér keeresten eller ungeme bruger
computeren. S f&r man reklamer
for sko eller lign

Det er OK.

Det er helt fint, jeg vil hellere se
reklamer for produkter jeg kunne
finde p3 at kebe, end omvendt.
Tkke altid

Det er ofte gavnligt. Fx hvis jeg har
set p8 et produkt p& Amazon, s&
ser jeg efterfelgende dette produkt
i bannere

Det har jeg det ikke s3 skidt med
Salg af disse data - hvilket bl.a. er
lovligt i USA - bekymrer mig
derimod en del

Det gor mig ikke noget. Nogen
gange er det en fordel at f&
malrettede annoncer.

Jeq har ikke folt mig forfulgt af en
reklame. Hvis jeg sliipper for
reklamer som jeg absolut ikke
interesserer mig for, er det m3ske
ok at der samles data om min
adfeerd.

Ligeglad. Jeg vile aldrig tage en
reklame fra intemettet serigst -
uanset hvem eller hvad der blev
reklameret for.

Det er meget generende, at man
skal blive ved med at se reklamer
for noget man blot har veeret inde
at "kigge p&" noget. Endnu mere
generende, hvis andre har I8nt ens
computer og kigget pé totalt
uinteressante sider

Tanken om overvagningen er
skremmende - p3 den anden side
er det da lidt smart at fa
reklamer/tilbud p& noget, som man
netop erigang med at undersgge
mhp evt. keb - har bl.a. oplevet
flyrejser, billeje, salg af kjoler.

Det er okay, men ogsd spejst. Fx
har jeg engang p& min sgn pc'er
kigget pd kjoler, og s3 fik han
efterfelgende kjolereklamer :-)
bryder mig egentlig ikke om det
Angreb p3 den personlige frihed
Alt for aggressiv markedsfaring

treels, burde ikke veere tilladt uden
godkendelse fra forbruger

Ikke heltiorden

Det er bekymrende, og burde ikke
kunne ske

adblock

annoying

un-pleasent

relevant
ads,
sometimes
wasted
frequency

can't be
avoided

frightening

frightening

problematic
annoying

relevant
ads,
frightening

problematic

frightening

often notin
target
audience

relevant ads

helpful,
relevant ads

relevant
ads, helpful

relevant ads

does not
affect me

annoying

flight ticket,
frightening, car rental,
relevant ads clothing

not in target
audience
annoying
rigth to be
left alone
annoying,
should not
be legal

worrying,
should not
he leaal

=

Bl

Ja, alt hvad jeg absolut ikke vil
have delt bliver gjort i et
seperat Pritave Browsing vindue
(stadig med NoScript og uBlock
plugins)

Jeg sletter jesvnligt mine
cookies

incognito

cookie deletion

Nej
Nej, det er en kamp, man ikke
kan vinde..

Nej

Nej, eftersom jeg ikke f&r
reklameme adblock

Det tror jeq ikke
nej

Jeg sletter tim tider cookies,
men det er mere af
eksperimentelle 8rsager, s jeg
kan se hvad der ellers dukker
op. Jeq arbejder i

reklamebranchen. cookie deletion

Nej
Nej

Enkelte gange

Jeg bruger incognito hvis jeg
ilkke vil have data indsamlet om
min fazrden pd nettet.

nej

incognito

Nej jeg surfer altid som jeg
onsker. Uanset hvilke
oplysninger der bliver opsamlet
om mig

Nej, men har brugt veerktajer il
at skjule min online-feerden.

Nej

Nej - men jeg har en ide om, at
jeg gerne blive mere bevidst om

at slette cookies cookie deletion

siger generelt nej til cookies

Har slettet cookies cookie deletion
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Ekstremt negativt og jeg ger meget
ud af at undgd dem - specielt som
kunde, og stemmer 0gs3 meget
negativt i meningsmalinger

Jeg synes det er iriterende og creepy.
Momondo fx

Jeg synes de spider deres penge,
deres reklamer popper farst op efter
jeg har besagt dem alligevel

Patraangende

Det er meget afhaengig af omfanget.
Zalando har jeg oplevet vaere for
aggressive. Bortset fra det, s& synes
jeg det er helt fint. De bruger blot den
viden, som de har om dig.

HAr jeg ikke oplevet

Det er OK med mig

Det lyder ubehageligt, men jeg har
ke selv provet det

Har adblocker, er ikke 58 mange
reklamer der kommer ind.
ikke seerligt

Jeg kan ikke komme i tanke om
nogen der har vaeret aggressive. Men
hvis jeg gjorde, ville jeg ikke synes det
var rart og formentlig blive frastedt af
det.

Har ikke oplevet

Det er irriterende
f&r mindre lyst til at kobe deres
produkter

Ingen forskel

a,
Jeg taenker ikke negativt om
brandsne

Jeg har flere gange valgt produkter fra
p.g.a. agresive reklamer som popper
op 0g blokker for artikler.

Aggressiv forfolgelse har negativ
virkning

Det er ret nemt at gennemskue
reklamer baseret pa browsing. Det
generer mig ikke at se reklamer fra
Zalando med et par sko som jeg
kiggede p3 sidste uge, det er bare en
del af markedsfring i den digitale
tidsalder.

x

S8 leenge det ikke er for pdgdende s8
har jeg intet imod det. Der er en veerdi
iat de ved, at jeg for har vist min
interesse, s& derfor er det muligt den
stadig eksisterer bagefter.

Irriterende

Thaerdige og nogen gange irriterende.
Men jeg ser ikke overordnet negativt
pd dem.

Jeg faler mig ikke forfulgt, men hvis
det var tilfzeldet ville jeg lukke for alle
reklamer.

Tror at jeg er blevet reklameblind -
kan ikke nasvne et maerke eller et
firma, der viser reklamer pd
intemettet og slet ikke om jeg ser
nogle oftere end andre.

hvis man har kigget pé tej og tasker,
bliver disse hjemmesider ved med at
dukke p&, hvilket er traels

Det vigtigste for mig er, at de
overholder den lovgivning der findes
Umiddelbart vil jeg ikke bryde mig om
et hojere niveau/en starre maengde af
reklamer end den jeg f&r nu

Spajst

generer mig ikke szerlig meget
jeg fravaelger s3 vidt muligt deres
produkter

bryder mig ikke om det, undgér dem,
fx ved goodgle-sogninger

Ikkeiorden

Trriterende

annoyed by
the brand
annoying,
creepy

does not
affect me

intrusive

professionali
sm

have not
experienced
it

have not
experienced
it

adblock

have not
experienced
aggressive
retargeting

have not
experienced
it

annoying
opposite
effect
does not
affect me

Have
several
times
avoided
products
has
opposite
effect

understanda
ble, does
not affect
me

helpful

annoying

annoying

have not
experienced

have not
experienced
it, does not
affect me

annoying

opposite
effect

annavinn

momondo

Zalando

Zalando

dothing,

accessories

Google



Appendix 9 - Figure from Adroit’s study of peoples’ perception of retargeting

If you did notice the ads, how did you feel about the
brand after seeing those ads?

B @
60%

50%

40%

0% @ 59%

0%

© @

Very Negative

Very Positive Positive Neither Positive
MNor Negative

Negative

Source: Adriot 2014
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