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ofulsh, tlEo] AHile] AEo] Bt Bpelel F
2 gAE0R 7 Aol ShHitkRyu & Koh,
2021).

SNS(Social Network Service)= QlEYIS
oA AYES ddska o2 e Ae] 4
B3} AT 5 TR S ol
3tth(Lee & Kang, 2015). QlE|Ylo]
MAZreE AEEt Selo] Hol

240 ]0101 Z71749] J_]]:HH—Q- =] XN

ox

S

mlo

X,

1:1

°ﬂ7'" 2315 71" = tHKim & Yoon,
2013). AAn|cloel AL FHele] ojx]of Ak
o] ZHele] shefat st BASAaA 54
2 9on ol2fg ZHolH AHu|tio] LA
o) mejoluiA] As) SE7} HA 271e1 ek
(Kim, 2014), HHA|225) Rofol ] eto]uA
F2 xglo]HA] &8 (Privacy Concern)zt
Adom 2geo] gt Zeoluale] @y
sefolnn] eelo] EAletn AHT
(Park, 2020), 24u|t]ojo] &5 JAAR
© mefolun] Aa 5 WA o452 /o)
2v, o] gEoh 24T Hr] B A2l
Ax A3eh WA Bato] YrkYoon, Kim,
Lee & Choi, 2020).
EEREARE

fo rr rr

ool Alof WA 4

29] Hreof wheba] 7§19 sl FFe nA
a4 tH(Kang & Kim, 2019), Zzlo|HA] -7
o] ;o] T2 AFEE A AU EE B
Tt o] ¥ EolA HtH(Kang &
Kim, 2019).

Az Aol wh=r 71| ZefolHA] -2
+ Zepo|HAle THAE PFol gt 9T
SHKim & Kim, 2017b), o& S0, Kim &
Kim(2017b) 2] ¢1tofl A= Zafo|HA] -2}
A= AZ7p ZefolA] QabA o] ulAe=
FFS AEgT 2 A, YA7|RbA R
TRy AASAN 2ol ZefolHAl 92
7b =3 A=A AF7E e Ao s ey &
HI27E AAEAHANA == WG E
sl o ugsiths e BTtk Lee &
Kang(2015)2 ARE-ALS] ZefoHA] S8 4
Anjt]o] A &ARE-0| o] B(-) o] gk n]zl
t}al 319ttt Xing, Park & Luo(2019)9] A+t
ofMe MASE/dn Fae =9 HAA =
gho|HA] 929 2HANE HSSIAY. S
SH|A7E ARIPH o] sl A4S off 7
o] Fate ol vl A IF
OFSFAIZTE, Lim & Kim(2020)9] AtolA =
B2C &AM AREALS] Zeto|H Al “1“4%
AT, 1 AY, EFAAHS ARAES
Zepo|HA] 987t w25 74*1‘1}010“ 3
SAATE & Ao ® Yy oA F Zeto]
HA| 2= ol 8AFEY] AEel daFe vA,
ol aAdn|tjo] o] §AFE9] o] ek 214
2 ol FFE v 4 e AL

=hAss

o o

rl



[Provider:earticle] Download by IP 125.143.159.191 at Friday, November 11, 2022 11:50 AM

240|TI0f0 M Z20[HA| &sHol] Cfet 2140] g ol DXz Fet

2) bysHapy X RE(EPPM) ZHe Fopdor 3w, A2t as N
Qlo] A28 S vshy] 9f3t 225 A
ey S P (EPPM: Extended Parallel T Q= w0l gt BE2 sk A as
Process Model)-2 1992 || Witte7} #]3 A|7| A AEEA A msgdel gk 7ile «
Pom, s WA d5a9E ds) e ot Weasder FAE T Park,
Lo S B QST ATACIT ol Choi & Jeong, 2016), 2|2kl 9JEo] 28] A
AQl 71o=7t & BU2 H7EEA QIek(Kim ZystaL 7fQlo] & a2 A, 7l
& Han, 2021), 341y 2 HA(EPPM) 7| o SAEE Hoshal YRS AI ol Hojake
L9 o] 24 WS TS BHdz H3 57| 5 5715 Fofgith v, A7 9lge] 2%
9] A7 AT Hebd, e HAA]of et Eor, ARl FaFA|Agof Zolgict
25 & PASI= S| tigt x|zkE 2] (Philipp & Sabine, 2021; Shari, Witte & Meyer
AU A Sl S AR & 1998)
= A fSJ‘“/HWltte 1994), Y7y e B ey 2 REEPPM)Of w2, 22kl
H(EPPM)E HoF7|o|2d &2 A2 $9 oA AREARL QIR HoFY e Bl If
o Aol Hiet Qe B7F AR A d= AH 4 3tk olE =01, Hong, Beaudoin
e FEFAIG T AAE EA st & Hong(2017)2 QIE{Yl AF7] wj8f 2] 77}A] A}
22} H7} Ei*ﬂé% F7hch, Wy e A E Aedstal gafate] Aol AFE] AHY
HEA(EPPM)OYA AHstal Sl 84k N

2 AX T} Lo mE A HEdEe] of9A
S| 5 FA|(danger control)2k FEFS v|R =R AHEgTE T A3 Y
HE5-2] A=l @SA (fear control) A7] TafRte 22kl APl diet 27t 5

> Aolu, 7tsto] Ay Eié”%ﬂ 7kt Ao R e
oAl e, Aol 2] 2y ok e ol Sl AFES 2ekelolA AL

NS =

= A "H(You, Park, & Jin, 2016). g3y A A ﬁ%“éﬂ HoFde dAs= BF
W 2 HE(EPPM) A2t HE 3 A2 o] hem, ol A= Zefo|HA] -HE o]0
a5l AtEe] Feitess 2Aste Hl F TRl AJARSAE, Y, 22l SZefoHA] 52
a9 JE A, FAH FHAAM A4 = U AP] R0l AHE Hodgo v]A|
I A asde] A4 me e Rk & © Y= AT AS TEA L, Lee
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External Message Processm% Outcomes Process
Stimuli (1st & 2nd Appraisals)
Protection |— g | Message Danger
PERCEIVED Motivation Acceptance | | Control
MESSAGE EFFICACY Process
COMPONENTS (Self-Efficacy,
’ Response Efficacy)
Sell-Efficacy -> - —_—— e — ] =
Response Efficacy PERCEIVED feedback
Susceptibility THREAT = Toop
Severity (Susceptibility, F
Severity) - — ear
Defensive | — g Il\lrkssagu Control
Motivation cjection
L No Threat Perceived ! Process
(No Response)
Individual Differences

{Figure 1) The Bxtended Parallel Process Model(EPPM)
Note, Adapted[reprinted] from “Predicting Risk Behaviors: Development and Validation of a Diagnostic Scale,” by Witte, K, 1996, Journal of

Health Communication, 1(4), 319.

High Efficacy

Danger Control Process | Danger Control Process

No Response

Low Efficacy

Fear Control Process

Low Threat

High Threat

{Figure 2) Classification based on perceived threats and perceived efficacy levels

Note. Adapted[reprinted] from “A Study on Disconfirmity to Security Practices of Smart—phone: Focused on Roles of Efficacy,” by Kim, J, &

Kim, J., 2015, Korean Inteligent Information Systems Society, 2015 Academic Conference, 106.
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of Z+oJ3tth(Philipp & Sabine, 2021), ¥ 3§t
g 2 ZH(EPPM)of| W=, 97 FA I
o] BhAYgh ARtol| T AR = EE A
T, FEFSA ] WA dRolle HAAY
Wil AR ARSH Hl= Aoth(Witte, 1996;
Yoo, Park & Jin, 2016),

EQARAL HSH L} Horgooe

=
[¢)
4 Y5 TP, FEEABHS 23

e ‘*Effja}(mm & Kim, 2015), oJo] & ¢

TFollA= HAEAES FAl == Eotbr
Fas]u = ;*O}Xl% AR B FX
T FAAR = WobA|al Fu3lu]=
Az Ashor Byt et Wiy
ZU(EPPM)S 7|Hto & B A= &
tjolol A ARgAFO] Fare] thgt B E A
k. AZHE 1@ A2k asidoll whet
JLA1E| e} F B a0 A= gepA| ], o]y

o] vhat vk} Wl 2 mElEPPM)
SETE
o APAS Ammoith webd thewt e

oA AN HHEAT YT BEE

AFZA 1= s,

Susceptibility

Privacy

Concerns

Advertising Trust

Response
Efficacy

Hl&H2 >

H5-1: Perceived Threat/Efficacy — Privacy Concerns — Advertising Trust

H5-2: Perceived Threat/Efficacy — Privacy Concerns — Advertising Avoidance

Advertising
Avoidance

{Figure 3) Hypothetical Model
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QoA Audt uhe} o] AH ZefolH A=
7HI Ee it —’Fﬁ, ZVL AR, wiazof wet
A7) FA A7 AR Ee ulstH, &
ApAle] AR iRt E}?J—J T sAEeR 1
Aol =k Ryu & Koh, 2021), & ¢to]
A]+= Cheon, Choi & Shin(2013)2] H3tof wh
gt zetolHA] Halj= Lau|to]o A ARGA}
= NAAEE Algshd HAPE =5, HAA
H oo}y, YRR e, 7H°WE =23, 71l
HH =g 5 ol 7 el 8= s

2 AT SEHS ey o nd
(EPPM)O A AAISE AZHE ¢ (Perceived
Threat)¥} 2| ZtE &5 7HPerceived Efficacy)
ole}. WA Ak Sl Al o] et
Aele] ok AzbE Azkast A2k Fo

240|TI0{0 M Z2f0[HA] &sHol] Cifet 21A0] e ol DXz &

i

o8 TAECHWitte, 1992). A|ZFE AZHA
(Perceived Severity)2 ¢ o] Lot 4zt
Alof| gt ArgtEe] Ql4e Sfvlskal, Az F
oFA (Perceived Vulnerability) $J@o] A4l
AA FFE A TS YTtth(Witte,
1992), AZH A Alrsol f1d &2 A
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o 2AE 7YY 5 e
UE5s ouskar,  H
Efficacy)> $19-sAIdFe] 52l thgt 7l
o]o] W&o omgtrh(Witte, 1992). HaP1}A
s =R (EPPM)O] e ZAE2 Witte
(1996)9] A+E 7|WHo = F3Hs 7 9 2
oto] T 127] B2 7 A= = A 1%
ot 7 = mj agthE S48l FAA L
2 27k AL U A o]oA ] Y
2 AZs EAlEt ey, 'y
adutfolofA o] AQIFHE =& T
Ak AZBY, U 2]t ofoAle] A
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240|TI0f0 M Z20[HA| &sHol] Cfet 2140] g ol DXz Fet

HolSol ofmgt JFS vjAA) P AR U AFEATE SHS Aunn, Sgate] 4
e A7 EA oA A @5kl > B0l 102(54%)7, 1/do] 87(46%) "l
on, AYL 307} 122(64.6%)%, 20th7}
3) oichAt 67(35.4%) g 0] it
B A7E sEgustele] ety 4R
A AL ol 202191 9 U 3URE 99 7Y 4. AF7AD
7k4) 20tjek S0} 4Admlcio] ALgAE T4
oz ol ARRAE XLt F 2009 1) M= o Bt A
o St F BAUT SHAES A9t 1897
o] o] o] o] §Hgr}. FAol& SPSS AT7H A5l M, ZHE WS
23.0 7} AMOS 24,0 0] AFEE %}, A4, AEA N BEAS Selstg SA, AR
2 AT Ao AHEE 18978 9] SHALY o] At ElIsr] ol Y=t HAEE =4l
(Table 1) Results of descriptive statistics
Type Mean Std. Skewness Kurtosis
Severity1 553 1.15 -082 1.44
Severity Severity?2 562 1.16 -1.05 176
Severity3 57 114 —1.11 212
Susceptibility 1 557 1.25 -1.30 2.55
Susoeptibility Susceptibility? 549 1.28 -1.23 215
Susoeptibiity3 554 1.27 -1.20 1.90
Seli—Hficacy 1 502 124 =077 1.02
Selt—Hficacy Self—Hficacy2 488 1.24 -082 1.06
Self—Hficacy3 485 1.31 -055 0.69
Response Hficacy1 465 1.42 —0.58 0.16
Response Efficacy Response Efficacy2 4.47 1.35 -0.38 013
Response Hfficacy3 485 1.35 -0.49 018
Privacy Concernst 54 1.28 -1.12 157
) Privacy Concerns? 536 122 -084 1.19
Privacy Concerns )
Privacy Concerns3 544 1.27 -0.67 0.49
Privacy Concerns4 539 124 -0.72 0.70
Advertising Trust1 386 1.63 008 -0.70
. Advertising Trust? 383 1.64 017 -0.74
Advertising Trust —
Advertising Trust3 385 1.59 0.09 -058
Advertising Trust4 35 1.67 0.28 -0.71
Advertising Avoidance 512 1.41 -0.79 0.60
o ) Advertising Avoidance? 505 1.44 -0.61 006
Advertising Avoidence — -
Advertising Avoidance3 505 1.52 -0.60 004
Advertising Avoidanced 474 1.48 -0.44 -0.06
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shsich, AHRe) ATREAL W] S
+ Y=o Auigto] 3 nvte =, Hr=of gk
o] 10 mgte g vehtof SH(Choi & Joo,
p021), % Aol HAEl wiele] 745 B4
ZiH(Table 1)), K== Azl 71202 0.08~
130, A5 AU 7]1202 0.04~ 2.559]
WO UeRt WelEe £ Al sl

ZH(AVE: average variance extracted), 7I'g

(Table 2) Results of confirmatory factor analysis

A2 %= (CR: construct reliability) & =3| &2l
skQiTh, 7 Wele] R SR Hitt &
SHleE SAXLE FoHRE ol (p (<
.001), FEHAERS 5o, B EAREEH
.5 ol MEAF =GRS Tol LR 7]EA]
ol g 7= AL UEh HFETA
& g 5 Qth((Table 2) =),

EE, WEEEAS O E HANE S Y
S s SAT 4F 545 e Hy
= ] A 7L Wolof Rtk Aoz Hat
AR S AlEdte] Be HANE 1 A
A EY & 7o seg/do] FHE A

Type Vs SE CR. Cronbach’'s Alpha AVE CR
Severity3 910
Severtty Severity? 918 052 19589 Kep) 80 fep)
Severityl 853 056 16819
Susceptibility3 821
Susceptipility Susceptiiity? 904 072 15313" 91 77 91
Susceptibilty 1 910 070 15.439™
Sel—Efiicacy3 921
Seli—Efficacy SelFficacy? 910 048 19526 e’ 81 et}
Self—Efficacy1 862 051 17.4227
Response Hficacy3 706
RE;DCZZVSG Response Effcacy? 846 117 wo_25*:* 84 65 85
Response Efficacy 1 856 124 10.303
Privacy Concerns4 871
_ Privacy Concerns3 830 064 162177
Privacy Conoerns - e AN 72 91
Privacy Concerns? 823 064 14414
Privacy Concernst 809 068 13997
Advertising Trust4 824
B Advertising Trust3 743 075 11409
Advertising Trust — 90 .70 90
Advertising Trust? 877 072 14.418
Advertising Trustt 897 072 484"
Advertising Avoidance4 816
Advertising Advertising Avoidance3 878 077 14.226: » e »
Avoidance Advertising Avoidance? 859 074 13.796
Advertising Avoidance 863 072 13885

x* = 422047 (df = 231, p = .000); RVSEA = .066, CH = 840, CAl = 947, IF = 948 TU = 937, NFl = .891

0 .05 "p .01, "p {001
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(Table 3) Correlation Matrices, AVE

240|TI0f0 M Z20[HA| &sHol] Cfet 2140] g ol DXz Fet

1 2 3 4 5 6 7 AVE

1. Susceptibilty 1 80

2. Severtty 766" 1 77

3. SelFfficacy 138 144 1 81

4, Response Eficacy 242" 303" 5857 1 65

5. Privacy Concemns 682" e 278" 308" 1 72

6. Advertising Trust -034 020 511" 267" 061 1 70

7. Advertising Avoidence 2317 3427 252" 229 423" 075 1 73

0 .05 "p .01, "p {001

o2 gjAgitt, & A-te] ThHERG/J (Table H JmFgtol Failgef u= 9aFE 7Hgst

Dol LrEd vhot o] Ewlnt B&Mel 7+ drk BAA waAle] g X2td 9
A F 7P 2 ATS e 9= Al A A (@ =-.118, p.05)1} FHFAJs =.022,

£ TR Uehgton, o2 AlFe 6002 p.05) FIAA Fofujst Jo] gl A

PYHBEAIZ=Z(Average Variance Extracted, ° 2 Yeht 7kA 1-1, 7H 1-2% 7|2 Qi)

R

_T_
AVE) 2t 50] A2 & kel B ABSIHAVE
- 69)9) BFENEE gt 2 L) 4
BAG2] A=) 77ko] 10] EakEA] QR Ao®
et e S shesiolt

2) AT 75

(1) 7r2 1, 2,3, 4 A5

= A9 7Hde AR flske] AMOS
24,0% ©] &% FRYAEPEAS HAITH
oF & dAtollA] AAIE AFEF e et A
AAT, RYATLEL x 2=626,991(df=238,
p=.000); RMSEA=_093, CFI= 892, IFI= 893,
TLI=.875, NFI=839=% UEh} Ag=r} AHt
Ao 88 yheh o] =Esigieh. whebA
2 A= o] By o] it Aol A5 o]
A7HdE ASshaih
7 12 |t ojo A A2k 1 A2}

%ﬂo] A7 ES7HE = 41,

= v
s =.303, p{.001)2 A

ke
PaN
(@]
(@]
=
B
rlI.
o[o

e v Ao e 1
7Hd 1-4%= A= QI tH((Table 4y, (Figure 4)
=),

9-1, 9-9, 2-3, 941 7
(Figure 4) #%).
7 0 SAITIA A S A

—_—

ZFE] SIcH((Table 4,

2dy d
< 7pgetqnt. BaAT, metouiA] Tﬂ%f)ﬂ
el X7k 18 Az (8 =.291, p<.00D),
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(Table 4) Results of hypothetical path model

Hypothesis Independent variables Dependent variables Vi SE CR. Results
H1—1 Severity — -118 107 —1.495 Rejected
H1-2 Susoeptiblity — - 022 144 0.199 Rejected

- Advertising Trust
H1-3 Selfi—Hficacy — 410 .089 539 Supported
H1—4 Response Hfficacy — 303 116 396" Supported
H—1 Severity — -133 095 —1.636 Rejected
H2—2 Susceptibiity — . . 126 128 1.129 Rejected

- Advertising Avoidence -
H2—3 Selfi—Hificacy — 133 076 1,747 Rejected
H>—4 Response Hficacy — .031 097 0418 Rejected
H3—1 Severity — 291 055 4639" Supported
H3-2 Susceplibiity — 653 067 8396 Supported

p_ Y Privacy Concerns - pport
H3-3 Seli—Ffficacy — 192 046 3155 Rejected
H3-4 Response Hfficacy — 001 .060 0.023 Rejected
HA—1 Privacy Concerns —Advertising Trust —-060 182 -0.506 Rejected
H4—2 Privacy Concerns —Advertising Avoidance 327 164 2649" Supported

0 (.05 "0 .01, "p {001

Privacy Concerns

291 wwx

Advertising Trust

Susceptibility

B2Twwx

Advertising

Avoidance

Response
Efficacy

0 (.05 "p .01, "p 001
{Figure 4) Results of hypothetical path model

FoP(5=.653, (00D A(HO] ol 1] EejoluA] Lelo] H(+)9 FFS A= Ao
A Ao Ueht 744 81, 74 s-2= AE 2 Ueh, ol 714 3-30f14 e Wt
Holeh, W, A ESRE =192, plONS & EEE ATeA A 338 7|29,
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M ARSI - 001, .09 Sefolufa]
ool §relulet g3l gl A0R Ukt 74
3—4% 7)ZFE|QTH(Table 4), <{Figure 4) %),
7He 4= 2du|Yofoll A ZetolHA] S 7}
A= Faslalof vjx]= daFS 7HE st
oh A ET, ZepolwAl f-2(s =327,
0D Faslaof] H(+)9] FF2 m A AT
|

Zato|HA] &-8(8 =—.06, p.05)7} FILAIE
of fojugt o] gl= Ao = yebt o

2hA 7Hd 4-12 712t E e, 7HE 4-2& A
=] QtH((Table 4), (Figure 4) FX).

Qo AFRFES AMultiojoA Lalo]
sl digh (4| AT HH)E
MZFeHA QIR GRS ZefolvA] 217t o =
2 A0 Yo, zefolHAlof] thgt 9F
(12 4

1l =
sjo] AHAQ e AL et e

x

(Table 5) Results of direct and indirect effects

o H7H Q) e mHOH, Zeto]ul Ao
gt wahe B4 AA RS B}
o Ao v

(2) 7t 5 A3

7Hd 5= A2k @ A2k asdtol Ha
Al=|of Farglu]o] JaFe w2
olA] $-2e] mjAEIZS Salsly] 943t Aol
. ZefolulAl L8 9] uiaIE HF] ¢
& 95% A= 7kl A 5003 o4 W &%

Wl:
e
o
=2
>

‘:
o

Total effect(B) Direct effect(B) Indirect effect(B)
Severity — Privacy Concerns — Advertising Trust -183 -16 -023
Susceptibiity — Privacy Concerns — Advertising Trust —-023 029 -052
Sefi—ficacy — Privacy Concemns — Advertising Trust 464" 477" -013
Response Efficacy — Privacy Concerns — Advertising Trust 457" 457" .000
Severity — Privacy Concerns — Advertising Avoidance -044 -1565 1117
Susceptiolity — Privacy Concems — Advertising Avoidance 389" 144 245"
Seli—Hificacy — Privacy Concerns — Advertising Avoidance 196 133 063
Response Efficacy — Privacy Concerns — Advertising Avoidance 041 04 001

0¢.05 "p .01 "o .001

(Table 6) Results of indirect effects

) 95% Cl of the difference
Indirect effect(B)
Lower Upper
Severity — Privacy Concerns — Advertising Avoidance A1 020 297
Susceptiviity — Privacy Concemns — Advertising Avoidance 245" 067 653
SelfFfficacy — Privacy Concerns — Advertising Avoidance 063 007 196

0 .05 "p .01, "p {001
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RHOZHE] HEAEH I (Bootstrapping) A
2 olgatol et FATY R4S 2
5 , O A1}E (Table 5)3} (Table 6)9]

4, A28 423 el 740] BA
A O A] —?—3:19] a5 A,
H| 23} A= 111, 95% Bias—Corrected CI
= [.02, .297]2 UH7H§31}% EARoz Qo3
o, 2, 2A0lelolAl ARES] Az 47t

] $E0] £e4E ZetolwA) o] 0] &
oFA Faglue £A Yehdte Ae AT
& qlrt

15

A|ZhE Fofd ot Fars]u) 7+o] Ao A =
2to A -2 2] 7 axtol it HS52wt, H
RE3}; A= 245, 95% Bias—Corrected CI

= 067, 6532 mj/jEIHs EAHOR Qo
Yk &, 2A8u|Hojol A AlES] A4 F
oF ol 2 s ZebolHA 8 50
FolA FAI e FA ek

e, A7 E 0 Fasls 7] DA
sejolul Al 2ol Azl e dEEm,
H|¥E3}F Al4= 063, 95% Bias—Corrected CI
= [.007, .196]% Wi/ EIHe EAHOR Sola
o &, /\“DMOMW AREES] A ESR 4
o] 25 ZEfo|HA] 97 o] FobA F
3l A vepdth weba 7k 5-12 717}
Ho, 7 5-2= FaAor Y E

(3) @+=H 1 AF
B o wel(EPPM)] whE R |2k
Aok asqrel el ohet fdSA gt

FEEATNAE T2 vdehth, 2 Ao
L BT LRI S B
Yasuls wobl s Aol ek v, 3
LE Aol A FaAlele Wolx 3 Fag
3t ot Aol Lrehdtha Alkakeict,
o5 A% I8 ATEA 12 ARt

WA, A28 S 2wkl Ba
o whet YA 4TF R BRstel, AW
A3t FEEATAL Apgret 7 vl
5o Baghe A7hE SR = 5.58), X7
B M= 4.19), FAZ (M= 3.76) E FL
aw(a = 4.99) Gk, A2E P BREE
o e A A4 499 AL
WA A2 4972 BRI, A2 B
RS N|E0R TS B A2 A
o} BEAE W A2 AR ERY o
208 (Figure 5)0] LEhd vk} o] %7}
St A2 sre] 4ol ket 4 PR
W9 |, Bbd ] AR 9E 1, Eva

3

by dss fdt, ast]: A g
G 1)es Brdth((Figure 5) FE).

ooz 7 WekolAe] FaAe B
Fareju] gatgto] AA BtCEaLAl
3]3]) 3} o] 7} Qli=A] obiiz] 918 AL ¢
A4S AT (Figure 5) 2] £-57of w=
W, Hohe _?,tl 2 HAdto g xh:]—l_,] Al
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240|TI0f0 M Z20[HA| &sHol] Cfet 2140] g ol DXz Fet

High Efficac
g v @ Danger Control Process @ Danger Control Process
Advertising Trust 1 Advertising Trust 1
Advertising Avoidance | Advertising Avoidance |
M f efficacy: 4.79)
can of efieacy @® No Response @ Fear Control Process
Advertising Trust — Advertising Trust |
. Advertising Avoidance — Advertising Avoidance 1
Low Efficacy
Low Threat (Mean of threat: 5.58) High Threat

{Figure 5) Categorized by the average value of each group

>
ot
i

I}= (Table 7) 3} <Tab1e 8>3'—]- @ﬂ—,
{Table 7)1} (Table 8) Z£3s}lH (Figure
6> 2tk WA, AlgES adnit oA =
eholul Aol it A71E 9@} o] Y
SA A7 A ols A 19] FaAlE
Hat ke A FA R BAgE Agten
(=-0.5%9, p.1), At 19 8w Hpge
AR eln Bagch A9CH=-3.211,
p<.01), ey g HE(EPPM)o] W= A
o8 U 5ol 5304 A4, 2

(Table 7) Results of One—Sample t—test: advertising trust

Haaky e mE(EPPM) o] whEH A7k ¢
Yol asdie &4 A4 o, —‘—:.557«1]_\,}%
o

o] etz Ao w Qﬂﬂ&’iﬁk
E3, AFES dv|HofolA ZefolH A
of tigh A12tE IFT Bsito] M =A A7t
Atk 39] B A Bk
A FaA g Patgkic 2 0H%(z—2 657,
p<.01), Fet 39 Fars]u] Pargh HA| FaL
AR Hek(=2,467, pC01), WA

toh
5
o,

Type N M SD t af p
Group 1 47 368 1.03 -0.529 46 .300
Group 2 50 2.88 1.19 -5.239 49 .000
Advertising Trust
Group 3 53 439 1.73 2.657 52 .005
Group 4 39 413 1.13 2.036 38 025

The Grand mean of Advertising Trust NV =

189, M= 376, &0 = 1.437

Note: o (.1, "p (.05 "p (.01

3B 78020224 10 152 113



[Provider:earticle] Download by IP 125.143.159.191 at Friday, November 11, 2022 11:50 AM

(Table 8) Results of One—Sample t—test: advertising avoidance

Type N M SD t af yo)
Group 1 47 438 1.31 -3211 46 001
Group 2 50 508 1.37 0.439 49 332
Advertising Avoidance
Group 3 53 5.45 1.35 2.467 52 009
Group 4 39 498 081 -0.071 3 A72

The Grand mean of Advertising Avoidance V= 189, M= 499, & = 1.304

Note: o (.1, "p (.05 "p (.01

High Efficacy

@ Danger Control Process(N = 39) @ Danger Control Process(N = 53)
AT (M =4.13, SD = 1.13, p <.05) AT M =4.39, SD =1.73, p < .01)
AA (M=4.98, SD=0.81, p >.1) AA (M =5.45,SD = 1.35, p<.01)
(Mean of efficacy: 4.79)
@ No Response (N = 47) @ Fear Control Process (N = 50)
AT (M=3.68,SD=1.03,p>.1) AT (M =2.88,SD =1.19, p <.01)
. AA (M =4.38,SD =1.31, p <.01) AA (M =5.08,SD=1.37,p>.1)
Low Efficacy
Low Threat (Mean of threat: 5.58) High Threat

*Mean of the whole of the AT(3.76); Mean of the whole of the AA(4.99)
Note. AT = Advertising Trust; AA = Advertising Avoidance
{Figure 6) Results of comparison of advertising trust and advertising avoidance

4 84 ma(EPPM)o] T2 A7El $a & ol4ho] Aue F3shY, AFES AMY
Sl B A A9 o, SFEATe] U ofol 4 ZetolwAle] that A2 SE Ay
EpdTha gout, of Aol BmAlse o] W U NZE AS(HH el FaAl
DL BE 7 Uehd, waahy S me gef Yaelns R dgkon), o Rukso
(BPPM)S A AQHet vlebe thedl) tehdeh 2 2 4 qglch A4 9do] mbunt &

R uho R ARHEE AdulEolol A Zete] A X7 AL(AH)els FEEATH] ¢
wAle] ek A2 gte] SIERT B A wrEo} YamAleE Wobxn Fuslu ko
218 ATl A 49 Badle BEgk  Ale Aal vehdth A7 9ol W
o A YAAE BIGEh HAOW(=2.03, @l ORI SHBATl et
p.05), A% 49 Hmalw] Waghe Al wn PaAles Robm, Faslus dolx 4
s Brghach A9TH=-0,071, p 1), WA ol vekueh. ol An: Wawg 33
B4 e mRlEPP] W AZE g maeld AN AP w57 A A Ee
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Privacy Infringement on Advertising
Effects in Social Media: Focusing on the
Extended Parallel Process Model

eXinyu Zhang'
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Whlle big data brings convenience to people, negative effects such as privacy
infringement cannot be ignored. Focusing on the extended parallel
process model, this study attempted to study the effect of perceived threats and efficacy
against privacy infringement on advertising trust and advertising avoidance through
privacy concerns.
This study conducted an online survey of 189 social media users in 20s and 30s. As a
result of the study, first, we found that the perceived threats of privacy infringement
(perceived severity and vulnerability) on social media had a positive (+) effect on privacy
concerns, but the perceived threats to privacy did not affect advertising trust and
advertising avoidance. Second, the perceived efficacy (self-efficacy, response efficacy) was
found not to affect privacy concerns and advertising avoidance, but the efficacy had a
positive (+) effect on advertising trust. Third, the higher the privacy concern in social
media, the higher the advertising avoidance, but there was no significant effect on
advertising trust. Fourth, perceived severity, vulnerability, and self-efficacy showed a
significantly positive (+) effect on advertisement avoidance through privacy concerns.
The results of this study provide theoretical implications for research on personal
information security at a time when privacy concerns are emphasized in social media.
Practically, this study provides suggestions that privacy concerns should be considered as
a factor influencing advertising effects in social media.

Keywords: Privacy concerns, Extended Parallel Process Model, Perceived threat, Perceived
efficacy, Advertising trust, Advertising avoidance
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