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Abstract

Purpose: Online and social media and mobile shopping are increasing and companies are required to provide personal information in order to
supplement the non-invasive characteristics of the channels. With the increased provision of personal information, consumers' personal and social
concerns about the prevention of personal information infringement are also increasing, and in response, personal or opt-in marketing has
emerged to compensate for reckless information abuse. Despite the background of this emergence, the existing prior studies are limited to
ignoring the negative feelings of consumers in the real world, including only the net function and positive effect of the opt-in mail. Research
design, data and methodology: The research framework was intended to utilize the impact of human marketing activities on consumer attitudes
combined with positive and negative factors. Factors that positively affect attitudes toward permation marketing were presented, such as
informality, and perceived risks were presented as negative impact factors. Also, based on previous prior research, the prior factors of opt-in
marketing were to present the effect on purchase intent through the medium of attitude toward opt-in marketing. Results: In this study, we used

the framework of a two factor theory to address positive and negative factors as a leading factor in the customer attitude toward opt-in mail
advertising, and as a result, functionality and personalization have a positive effect on customer attitude and perceived risk have a negative impact
on customer attitude. In addition, it was confirmed that the customer attitude formed this way affects the intention to purchase again.
Conclusions: This study suggests that we have demonstrated that marketing, an opt-in marketing that has been recognized as part of marketing
that is deployed after obtaining customer consent, has been applied without any other marketing methodology. E-mail advertising at this point
also provides practical implications that the system safeguards are in place under an opt-in protocol or system, and that even if an e-mail
advertisement is carried out, customers will need to look at the level of awareness about the risks, and suggests that they need to consider the

customer’s journey that could lead to purchase at the content level.
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2. Literature Review

2.1. Increased Risk of Personal Information
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2.2. Permission Marketing
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2.3. Opt-in Marketing
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3. Hypothesis
3.1. Research Framework
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Figure 1: Research Model

4. Research Procedure
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320 2o HE2X| & ZFAPL ALpsALE 29 SEHCeZ F¥EE

1025 HQoh £, & 310 2.5 240f| ARZSIRACE.

Table 1: Fundamental Response Characteristics

Characteristics Frequency Percentage(%) ’
Male 82 26.5
Gender
Female 228 73.5
Under 20 9 29
20~29 58 18.7
Age 30~39 84 27.1
40~49 117 37.7
Over 50 42 13.5
Student 35 11.3
Self-employed 31 10.0
Emplyee 77 24.8
Occupation
Official 21 6.8
Housewife 123 39.7
Other 23 7.4
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7 |EK74%)2 LIEFTTE
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Yo $=AIXPIE Sl ARt MFBO|LE MH[AO CHEIY =il=
3 ML ™S olojsim(Bai, Law, & Wen, 2008), Tt0f
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TOKsH{= o|=0|Ct (Jarvenpaa & Todd, 1997).

4.3. Reliability and Validity Analysis

Table 2: Correlation Analysis Results

‘ Variables 1 2 3 4 5 ‘ 6 7
1. Informativity 1
2. Functional 5687 1

ok ok

3. Emotionality | .488 | .472

*k *k *x

4 Personalization | 472 | .422 | .735 1

3-Perceived 130 | .098 | -.010 | -.085 | 1
danger

6.Customer o . > - -
o 258" | 312" | 339" | 376" [-309"| 1

7.Purchasing
intention

*k *k o *k

4727 | 4257 | 36677 | 34877 | -.052 | 4807 | 1

Notes: ** p<.001

MEIYE HEE Qo] 7 2EAMo=E AREZl= Cronbach’s
AL

alpha A& IRt 8 Zut YEE0910) 7I580902)

HME0933),  H21=H0935), K2Rl 0922, IZHEHTZ0847)
O =0833) #==o=2 LIEIL}, EG Carmines and RA

Zeller(1979) 89| &0 MAIED Q= BHY TEH 71F21 07
TEE BT J2ohs AR LIEHRTE

0l 243 SIQUCE HiZ| WA oMt FYE 2412 HEot0] 24
21}, 715, MY, Hele) XIZHE R, AdEiE, FOielxol &
7 742 2010] of|aket HICHZ FOISHA| EEE|RCH, OlF Q212 &
ofojdl Zk2 28809, & MY A2 7026700 LTt =FO2
ECE|QICE B Mpte Bt E 282 KMO 2 Bartlett 9|
THY dEE S =i, 4 KMO(Kaiser-Meyer-
Olkin) Z&= 0920, Bartlett’s £ 2 9380385p<000)2 LIELLFKMO

Sk 7|20 Hgfot =0 Aoz Ix|RiCt
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Table 3: Factor Analysis Results

55

Factors 1 2 3 4 5 6 7

1 .829 .049 .053 .090 -.001 .048 .109

2 .816 -.044 .064 -.023 .012 -.031 .109

3 815 .005 .102 .073 -.064 .046 011

Perceived danger 4 .806 -.059 .056 -.103 .032 .034 .083
5 .803 .018 -.015 -.155 .091 .062 .043

6 779 -.075 .092 -.021 128 .038 -.038

7 174 -.036 .109 -.164 .066 -.025 .070

8 750 -.019 -.062 -.027 157 .050 .096

1 -.064 .807 125 265 232 -014 .106

2 -.038 .805 .194 202 229 .160 .085

3 -.016 776 250 .193 .182 .044 .099

Emotionality 4 -.041 751 154 294 .183 133 .039
5 -.001 731 .097 348 .076 -.006 144

6 .003 716 236 299 .027 163 .058

7 -.042 .677 239 .298 -011 241 .095

1 152 .198 768 204 -018 121 .036

2 117 .230 763 217 -.034 .084 -.027

3 .033 115 736 135 .163 .060 164

Informativity 4 .019 .142 732 .089 .187 .078 .140
5 .023 256 726 153 .188 137 .034

6 -.017 161 707 .046 329 .009 217

7 .070 136 .699 .097 .209 -.057 .194

8 .095 .001 .642 .092 .296 .031 253

1 -.133 383 157 764 .101 .099 .066

2 -.073 320 241 761 .043 122 .099

Personalization 3 -.053 373 181 734 .084 .160 .006
4 -.058 431 132 727 141 .068 183

5 -.079 318 164 719 214 167 .008

6 -.078 316 254 .704 .143 176 146

1 .109 .166 267 .163 .801 135 .109

Functional 2 .060 204 228 132 .795 132 .094
3 157 220 319 .147 759 077 .080

4 173 .189 275 .100 704 .085 177

1 .050 .097 .066 118 .094 .829 .098

Customer attitudes 2 .026 118 .058 .057 .109 827 198
3 117 .203 .030 223 113 759 159

4 .009 .045 .114 .106 .030 .703 .166

1 .109 .098 231 .009 129 178 .800

Purchasing intention 2 136 229 159 .028 .095 121 147
3 .169 .086 204 .156 161 258 107

4 119 .063 217 226 .058 299 611
Eigen value 5.345 5.291 5.201 4.242 3.116 3.005 2.609
Disersion ratio 13.037 12.906 12.685 10.345 7.601 7.330 6.363
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4.4. Hyphthesis Verification Results
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A2|doF EfEHY 2440] TME 2, T 452 PRUFEARHES
S50 AL |RACE 24 Anf, FO|=(p<0.05) =F0oiM 7Hd 11t 74
3 2 7|Z4E[RAeLf, 1 0]ele | b2, 7k 4 7 5 7K 6 2 BF
[ XXIZE EIQCE F SEQ MYl TIsd, THQlek=
nz “EHEOH SEE S 0Kl X4E g2 02 B0 785

okS O|Xl= A= LIEHHICE £l 028 Ef=Jt FOfo|=0f SEH
R
Table 4: Hypothesis Verification Results
Dependent Ind dent Path Coefficient
Variable Varlable (Standardization) S.E. CR P
Informativity 0.001 0.059 | 0.008 | 0.993
Functional 0.165 0.057 2012 | 0.044™
Cust L
a‘tl;ts(‘jtzr Emotionality 0.065 0.060 | 0.636 | 0.525
Personalization 0.326 0.060 | 3.270 | 0.001"
P 3‘“’“’6‘1 0.154 0042 | 2472 | 0.013"
anger
Purchasing Customer 0.581 0.102 | 7.356 | 0.000”
intention attitudes
5. Conclusions

5.1. Research Results
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o= SEQ OFE0] JHRIEE et MiE 327t
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£g| 2 g7e SEQI0| MEE oY F1nE FHeRE 47t
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