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Abstract 

In recent years there has been an increase in attempts to further increase the efficiency with 
which advertisement help drive sales. The attempts have largely focused on personalizing 
adverts to make sure that every person that sees an advert has an interest in it. In order to make 

the adverts personal, a company needs information about their customer. This is a controversial 
subject and has as such become a hot topic in Sweden and cause for debate. The thesis reports on 

our research of what the general Swedish public feel about disclosing personal information. To 
do this we perform a survey totalling 107 responses and come to a conclusion that there is a need 
for transparency amongst companies in order for the advertisement to work efficiently.  
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Abstrakt 

På senare år har man försökt sig på att effektivisera annonsering. Mestadels har dessa försök 
fokuserat på att rikta annonser mot enskilda personer, och på så sätt säkerställa att personen har 
ett intresse av annonsen. För att man ska ha möjligheten att personifiera en annons så behöver 

företaget information om konsumenten. Detta är en aning kontroversiellt och har dragit till sig en 
hel del uppmärksamhet i Sverige. Denna forskningsrapport fokuserar på vad den Svenska 

befolkningen anser om att dela med sig av sin personliga information. Vi har genomfört detta 
med hjälp av en enkätundersökning som 107 människor deltog i. Tillsammans kom vi fram till 
att det framför allt behövs genomskinlighet från företagen som använder sig utav personlig 

information, för att annonseringen ska fungera så bra som möjligt. 
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1. Introduction 

This chapter will give you a rundown of the subject of personalized marketing and the 

surrounding areas. We provide a short summary of why this is relevant today and what exactly 
the problem is that we are looking to research. 

1.1 Background 

The role of the internet and its development in the later years has had a very large impact on 
people’s and businesses’ behaviour online and influenced their primary goal when using the 

internet. One aspect that has had a large impact on how internet would come to unravel is the 
development of web 2.0, which is the shift in content developers on the internet. It is now 
common that every user contributes to content that we indulge in on the internet. Instead of the 

owner of the website being the only ones producing content. This in particular has revolutionized 
people’s behaviour when going online. Think Facebook; it is not the company Facebook that 

provides a lot of content to the website, but they provide the tools of which the visitors make use 
of to fill the website with content. 
  

According to Davidsson and Findahl in their report Svenskarna och internet (2015) the size of 
the Swedish population who have access to the internet is 93%, and that 91% of the population 

are using the internet. According to their research, the daily usage of internet by individuals has 
grown considerably in the last eight years and the usage is continuing to grow in every age 
group. The amount of time that each individual spend on the internet every day has also 

increased. The increasing accessibility to the internet and the booming of smartphone and tablet 
usage, have made the access to internet easier and affects the access growth of the internet 

(Davidsson & Findahl 2015). 
  
The growth of social networks along with the development of websites whose business models 

are based on user-generated content has been embraced by companies and has presented them 
with new marketing opportunities. From this development the use of personalized advertisement 

that is based on personal information gathered from people’s browsing history and user-
generated data published on social media, has become a common way for companies to deploy 
more direct marketing towards the consumers (van Doorn & Hoekstra 2013). 

  
The usage of personal data has given companies the opportunity to be able to market themselves 

more directly towards consumers. The users, whose personal data is being used for this purpose, 
are on the other hand becoming more aware and sceptical about the use of their personal data 
(van Doorn & Hoekstra 2013). 

 
As consumers purchase items online more frequently than ever before there is an increasing 

amount of money pouring into the marketing side of things, focusing on the segment of 
consumers who partake in online shopping (Srinivasan, Rutz & Pauwels 2015). In Sweden 
specifically, the e-commerce turnover has increased despite people not recognizing that they 

shop more online. This is attributed to the fact that people, who do shop online, spend more 
money in total than previous years (Findahl & Davidsson 2015).  
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With this increase in marketing efforts, companies are constantly looking into the possibility of 

further maximising their marketing efforts’ efficiency, and personalization has proven to help 
with that (White et al. 2008). However not to the extent that it was expected, leaving a lot of 

room for improvement (eMarketer 2015). 
 
According to Labitzke (2012) one problem that users face when going online is that it is very 

challenging for them to become fully aware of who it is that will be able to access and take part 
of the information before it becomes publicly shared. Therefore Labitzke (2012) states that a 

very important thing that has to be considered is the possibility for users to be able to monitor 
who in particular there is that can have access to the information over time, which information 
that can be accessed and retrieved by third parties, and also what information there is that can be 

linked to the user as a physical person. With other words, what information there is that can 
reveal the user’s identity.  

1.2 Research Problem 

Previous research has discovered that there exist questions regarding to what extent marketers 
should be allowed to exploit the information they have amassed about their consumers (Culnan 

1995; Nowak, Phelps & Ferrell 2000). Additionally, surveys has concluded that consumers are 
worried about what information companies have about the individual, how the information was 

obtained, used and how accurate it is (Nowak, Phelps & Ferrell 2000).  
 
While the worry is there, a study also suggests that a violation of an individual’s privacy can 

produce a stronger economic result (Cecere & Rochelandet 2013), and that consumers would be 
upset if they were not able to partake in the benefits that the use of personal information enables 

(Goodwin 1991). 
 
There has been a lot happening since. Companies have realized the issue and is continuously 

working with their consumers to reassure them of their personal information practices. The 
consumers have had about two decades more worth of experience living in a society with 

personal information as a vital part of marketing. The issue might not be as large as it was 
previously, or perhaps it has continued to grow as a result of how widespread the use of personal 
information has become.  

 
This thesis has answered the question: To what degree is personalization in marketing accepted, 

based on data collected from an individual’s online presence, according to the general Swedish 
population? 

1.3 Aim 

The primary goal of our thesis is to research the Swedish public’s opinion of how they feel about 
having their personal information used in personalized advertisement, and to what degree it is 

accepted. We intend to achieve this through researching a number of hypotheses that are derived 
from theory relevant to our research subject. Divided in different factors concerning behaviour, 
these hypotheses’ help in creating a framework for answering our research question. 
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2. Theoretical Framework 

This chapter presents you with an overview of important items surrounding our area of research. 
We look to answer our research question by help of hypotheses which you will find throughout 
the chapter and also as a short summary to round out the chapter. 

2.1 Personal Data 

This section of the theoretical framework comprises the areas in and closely surrounding 

personal data. We will brush over and cover the topics of personalization and the use of 
personalization in marketing, in this section. 
 

Personal data can be described as the digital footprint that a person creates as they use the 
internet’s various services. From search engines to browsing history, keywords and timestamps 

accessing specific websites all contribute to the individual’s digital footprint (Garfinkel & Cox 
2009). Your general Internet user will, without choice, leave a digital footprint. As such, it is not 
surprising that analytical tools have been developed in order to make sense of the footprints to be 

able to achieve a greater understanding of the individual behind it (Wang & Wang 2014). 
 

It is also a depiction of a person’s history online. Most everything can be traced, providing 
various degree of information (Teraoka 2011). For instance, a person might be subscribing to a 
specific music service which specializes in the heavy metal genre after having cancelled another 

subscription to a more general music service three years prior. A person subscribes to an online 
library of comic books, marking the Batman series as read. The same person frequents a specific 

political party’s website once a week and these services are all accessed after a certain time of 
day. There are a lot of things that can be said for this person already, with a fairly high degree of 
precision. Being able to process data like this provides companies with a powerful tool in 

breaking down a person in terms of variables (Malandrino et al. 2013; Teraoka 2011).  
 

Wang and Wang (2014) suggest four important characteristics of personal data that sets it apart 
from other types of data: a high degree of privacy, dispersion, heterogeneity and correlation. 
 

 A high degree of privacy refers to the notion that personal data is sensitive. It should be 
shared only in a controlled manner as it is vulnerable to be attacked. Limiting the access 

to the data helps combat this issue.  
 

 Having a high degree of dispersion is referring to the problem of your data being stored 

in many different places such as in a cloud based solution or on your local device. This is 
problematic if you wish to manage the personal data (Serrana-Alvardo & Desmontils 

2013). 
 

 A high degree of heterogeneity means that the data come in different forms. The 
difficulty here being the need to comprise the many different structures of data into a 

single one that you can work with. 
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 Finally, a high degree of correlation refers to the fact that personal data correlates to other 

strings of personal data which might have been stored independently from each other and 
these correlations do not depend on where the data is stored.  

 

As with most concepts, personalization has a number of different definitions. This one covers the 
essence of personalization very well: “A specialized form of product differentiation, in which a 

solution is tailored for a specific individual” (Hanson 2000, s. 450). Through personal data, 
companies have a powerful tool to tailor their solutions for specific individuals. 
 

Personalization in marketing is acknowledged by e-commerce companies to have a positive 
impact on the customers, and that personalized marketing enhances the acceptance of marketing 

messages for the customers (White et al. 2008). The process of personalization is to provide the 
targeted consumers with products and experiences developed to satisfy their individual needs 
(Brave 2012).  

 
White et al. (2008) discusses an article by Postma and Brooke (2002) that strengthens their 

argument for the positive impact by personalized marketing on customers. The article by Postma 
and Brooke (2002) shows results of findings which suggests that personalization in marketing 
messages will increase click-through rates, which is “the process of a visitor clicking on web 

advertising and going to the advertisers’ website” (Webopedia 2015). 
 

According to Spiekermann et al. (2015), an article from the World economic forum (2012) states 
that personal data is acknowledged as a new asset class that companies can trade, analyse, and 
collect, containing personal information about private internet users. It is seen as an emerging 

way for companies to add value to their business. With this added knowledge available to 
companies, and seeing personal data as company assets, they are investing heavily in software, 

enabling data collection of consumer information (Schwartz 2004). Why personal data as of late 
has come to be seen as value adding for the company, is according to Spiekermann et al. (2015) 
because of its possibility to lower transaction costs for both themselves and consumers, to be 

able to conduct risk analysis on customers, and increase return of advertisings derived from more 
efficient targeting of advertisement.  

 
The importance of personal data for companies is also something that Cecere et al. (2015) pays 
attention to in their article about internet privacy concerns on social media. They mention how 

personal data is a crucial input for companies conducting business online, especially through 
social media websites; they claim to have structured their whole business model upon the 
exploitation of personal data. 

 
The revolution in big data has had a large impact on the way of gathering information to satisfy 

customers (Fowler, Pitta & Leventhal 2013), helping companies gain access and retrieve 
personal information and data connected to their consumers. With big data, Fowler, Pitta and 
Leventhal (2013) discusses in their article that companies nowadays do not simply have access to 

the analytics of their own website traffic. They mean that most organisations now have tools that 
let them collect and analyse the data from all over the internet and beyond, the so called big data. 

Before the emergence of big data, companies looked in their environment for information about 
customers, competitors and trends. The collection of the data was difficult and expensive for 
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companies, but with big data technologies, organizations now have tools that support the 
collection and analysing of data of consumers collected from the internet. With new technologies 

companies are able to collect data from social networks such as Facebook, Twitter, various 
online blogs and even search histories (Fowler, Pitta & Leventhal 2013). This is also confirmed 

by Evans (2009) who states that it is possible for online actors to be able to gather data of what 
consumers have done online. This includes their previous searches, previous websites, and even 
what they have purchased. All this data, fused with other information that might have been 

gathered elsewhere can be used for target advertisements by companies. 
 

Schwartz (2004) discusses in his article that there are different ways for data collection, and one 
of these are through software applications such as spyware and adware, which are two kinds of 
software that install themselves and run locally in the background on your computer (PCMAG 

2003). These types of software applications can in turn send information about the user and the 
user’s online behaviour to the company responsible for the software (Schwartz 2004). 

 
When data is entangled with user generated content, as it can be with the development of social 
media, it can be seen as a product (Spiekermann et al. 2015). But the personal data that 

companies see as a valuable asset, is at the same time not just a normal tradable asset. This data 
contains personal information about consumers that can be highly sensitive and intrusive towards 

a person's identity. Processing this data can be legally constrained and restricted according to 
privacy laws (Spiekermann et al. 2015). 
 

How companies conduct and perform personalized online advertising can vary, and there are 
several ways for companies to reach out and track specific customers (Evans 2010). According 

to Evans (2010) the online media and their advertising network are able to know whether or not 
an individual is viewing their website or their ad. They are also able to gain information about 
consumers through their IP addresses, and by that are able to track down where the consumer 

lives, or in which area the consumer reside. Through a consumer's IP address the advertisers are 
also able to get information about what other websites the consumer has visited, making this 

possible by matching the IP address to other websites (Evans 2009). 
 
If the information can be used for targeting the ads to the right customers, the ones that are more 

likely to make a purchase for example, and to a less expense for the advertisers, the information 
used for the advertising has benefited both the consumer and the seller of the products (Lenard & 

Rubin 2010). Lenard and Rubin (2010) also states that if advertisers have access to information 
about consumers, both the consumer and the advertisers would gain from that. The consumers 
would not get advertisements that are irrelevant to them, and the advertisers would save money 

by not sending out messages that are not read.  

2.2 Behaviour 

Dinev and Hart (2006) explains that internet users intend to behave in such a manner that is 
consistent with expectancy theory, which practices a sense of want towards maximizing the 
positive outcomes while minimizing the negative ones (van Eerde & Thierry 1996; Vroom 

1965). Brave (2012) states that this concept of needs is a very important one and connected when 
referring to human psychology. The concept refers to the process of personalization, essentially, 

in that it exists in order to drive sales through satisfying a consumer’s needs. These needs, goals, 
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wants and preferences are the motivating factors behind the choices and actions we make (Brave 
2012). 

 
Under specific circumstances will a high degree of personalization lead to a more effective 

marketing tool, increasing the chance that the consumer feel compelled to check out a specific 
offer (Aguirre et al. 2015), namely when a company explicitly informs the consumer that they 
actively collect information about their visitors. However if the consumer comes across the 

opposite, a company which covertly accumulates a visitor’s data, they will experience 
vulnerability leading to a more resisting feeling towards their offer, lowering their click-through 

intentions (Aguirre et al. 2015). Should the businesses however take their time and inform their 
consumers of their data collection policies, then this resisting feeling will lessen, or disappear 
fully (Miyazaki 2008). This phenomenon is likely due to the fact that the company displays their 

goodwill and a sense of trustworthiness (Kim & Kim 2011). Providing the consumer with control 
in conjunction with the targeted advertisement helps combat the negative effects of a covert data 

collection strategy (Kim & Kim 2011). It is also suggested that a company can butter up the 
consumer through trust building activities providing them the opportunity for greater 
personalization options (Chellappa & Sin 2005).  

 
There is also research suggesting that a more severe invasion of privacy benefits a company 

through stronger economic results and a larger amount of web traffic. The research shows how 
consumers aren’t reacting negatively enough not to encourage a company to invade their privacy 
(Cecere & Rochelandet 2013). Yet another dilemma surrounding personalization is that the 

individuals who approve of it are also the ones who are least willing to disclose their information 
(Awad & Krishnan 2006). 

 
The research of Chellappa and Sin (2005) add credibility to previous research by Laufer and 
Wolfe, who suggest that consumers partake in a cost-benefit analysis when dealing with their 

privacy. A consumer would consider disclosing personal data if he or she feels that the benefits 
outweighs the perceived value put on the data (Dinev & Hart 2006). Personal data is not only 

used for monetary gain, but consumers could feel compelled to share their data on the basis of 
increased convenience outside of monetary transactions (Chellappa & Sin 2005). Specific 
research show that a person has a certain level of tolerance for advertisement invading their 

privacy when they visit an e-commerce website, because they feel that the website is providing 
them with useful information, up to a specific point where it crosses the individual’s threshold 

for what is acceptable and what is not (Tucker 2012). 
 
The use of personalized advertising based on personal information about consumers is becoming 

more and more regular in the marketing field (van Doorn & Hoekstra 2013). According to them, 
personalized advertising from a consumer perspective has the advantage of being of relevance 

for the consumer and also fit the consumer needs. Research in customized advertising has also 
shown that offers provided to the consumers in the ads, with a high fit to the consumers’ 
preferences, may increase the consumers will to purchase (van Doorn & Hoekstra 2013). 

2.3 Awareness and Attitude 

Regarding the user awareness of personal data and how personal data is collected and managed 

by companies, there’s a certain gap in what the users think they know and what they actually 
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know about the collection of their personal data (Graeff & Harmon 2002). But Spiekermann et 
al. (2015) states that most users nowadays are only aware and trusts the first parties that they see 

and interact with and that might collect their information. If they were to learn about the scope 
and the transactions that their data is a part of, being handled by third party companies, they 

might feel betrayed. Recent findings also indicates that users are only accepting data sharing 
when they are presently aware and involved in the transaction of the information (Spiekermann 
et al. 2015). Hypothesis number four is derived from the research of Spiekermann et al. and 

suggests that: 
 

A Swedish person is more susceptible to a personalized advertisement if he or she knows the 
origin of the information in the advert. 
  

According to Graeff and Harmon (2002) the consumers do not generally believe that marketers 
lay any concern in issues regarding consumer privacy. They also mention that consumers 

generally have negative opinions regarding marketers using too personal user information. 
  
Tucker (2012) states that research made by Fournier and Avery (2011, see Tucker 2012) shows 

that by giving users control over their private information on social websites, the advertisers and 
the advertising-supported media on social networking sites stand to benefit from this action. This 

is because by giving the user more control over their private information, they become more 
aware of the origin of the information that is used in the advertisements. Hypothesis 1 is 
grounded and derived from this research: 

 
Swedish people who care for how their personal data is managed by companies are also the ones 

who are most likely to reject a much too personalized offer. 
  
Recent findings show that the user awareness on social networking sites of how their personal 

information and the user-generated content is used by the website in question, and also by third 
parties such as governments (Bertot et al. 2012 see Benson, Saridakis & Tennakoon 2015). 

Research conducted by Benson, Saridakis and Tennakoon (2015) shows further evidence that 
there is a relation between user awareness and information disclosure which proves that when 
users have better knowledge about what the personal information is used for, they are more 

willing to disclose this information. Judging by this, they are encouraging development of more 
user awareness practices on social media websites.  

 
Ajzen and Fishbein (1997) explain attitude as being something held by a person in relation to an 
aspect of that person’s world. Take for instance a person’s attitude towards a colleague or his 

attitude towards a concept. Many definitions has been made, and most of them hint towards how 
a person’s attitude displays his evaluation of the target entity (Ajzen & Fishbein 1977). Attitude 

can also be categorized in two sub-categories, implicit and explicit attitudes. Explicit attitudes 
refer to attitudes that people can present and consciously control. Conversely, implicit attitudes 
are difficult to consciously access and control (Rydell & McConnell 2006). 

 
In our research, attitude is one of the factors that affect a consumer in accepting a personalized 

marketing message. We’ll be monitoring how the consumers’ attitudes are in relation to 
receiving a personalized advertisement and whether they are frightened at the sight of a very 
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familiar piece of advertisement or not. In general, users are quick to form an attitude, often 
forming an opinion and attitude before determining any sense of intention of use of the service. 

Their intention to use a service is highly related to the user’s attitude, which is information that is 
difficult for a service to collect. This presents an opportunity of increasing the effectiveness of 

services through contextual data (Kwon 2010). 
 
There are two general thoughts in terms of predicting behaviour based on attitude and they are 

mostly based on consistency. It is in general considered to make sense for a person with a 
positive attitude towards something to behave in a positive manner (Ajzen & Fishbein 1977). 

Assuming that a person is comfortable with a personalized advertisement, then it is fairly safe to 
assume that very same person is more likely to respond in a pleasing manner, than someone who 
isn’t affected by any positive stimuli. In line with these assumptions it is also fair to consider a 

person with a dismissive attitude towards the marketing message not to respond in a positive way 
(Ajzen & Fishbein 1977). The fifth hypothesis builds upon the research of Ajzen and Fishbein 

(1977). We believe that: 
 
Younger Swedish people have a more positive attitude towards personalization in marketing. 

 
Herein lies one of the difficulties of attitude-behaviour research, the ambiguity of what 

assumptions are fair to make and just how precise they are. There are some research that 
suggests that having the option of customization affects a consumer’s attitude towards a website 
in regards to perceived relevance, involvement, interactivity and novelty (Kalyanaraman & 

Sundar 2006). These same researchers find it conceivable to assume that a consumer’s positive 
attitude towards a website might affect his or her perception of the personalized advertisement on 

the web site, perceiving them as more effective. 
 
Personalization in marketing can have a negative effect on the targeted consumers (White et al. 

2008). When targeting consumers with marketing messages that are based on personal 
information, and personal characteristics of the customers, they may feel threatened (White et al. 

2008). This feeling of intrusiveness can be the case of psychological reactance, which is a 
psychological state that a person may feel whenever their freedom (in this case the freedom of 
choice) is threatened (Brehm 1966). Why this psychological state gets triggered is because, when 

a choice is forced upon you, the attractiveness of that particular choice might fade and you 
automatically get more interested in options that have been lost (Brehm 1966). Our sixth 

hypothesis is based on this research conducted by White et al. 
 
When presented with a much too personalized advertisement, Swedish people with a less 

extensive degree of education feel reactance. 

2.4 Vulnerability & Privacy 

Westin (2003) defines privacy as “the claim of an individual to determine what information 
about himself or herself should be known to others”, while referencing his own work from 1967.  
 

Control in terms of privacy begins here, with being able to limit what other parties should be 
allowed access to your personal information. Whitley (2009) would however argue that this is a 

rather partial view of how you could come to disclose your information. It is nowadays common 
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to register with your personal information on various web services, having your information 
stored in a database somewhere for long periods of time, which could be shared without you 

knowing. Earlier it was not as mandatory to disclose information about yourself, but in today’s 
society that is becoming increasingly difficult (Whitley 2009). The third hypothesis we will 

attempt to confirm is based on the research of Whitley. We believe that the younger generation 
has grown up with the phenomenon of disclosing one’s personal information in order to gain 
access to a web service and experienced the repercussions first hand, without any severe 

backlash, and as such also feel more comfortable and familiar that the older population do. 
 

Swedish people are more worried about providing online services with their personal data the 
older they are. 
 

A person could find him- or herself experiencing vulnerability when one’s identity is affected 
negatively or when he or she is overwhelmed. There is also a risk of vulnerability in conjunction 

with a lack of dynamic stimuli (Baker, Gentry & Rittenburg, 2005). Vulnerability is generally 
not a permanent state, but more of a temporary phenomenon, Baker, Gentry and Rittenburg 
(2005) explains. 

 
Consumers, specifically, experience vulnerability as their sense of control is decreasing. A 

scenario such as that involves factors among the likes of personal characteristics, personal state, 
external conditions and a number of contextual factors: environment, price and service. The 
consumer may perceive themselves as incompetent or weak as the loss of control takes place. 

The person will however quickly attempt to regain control so that they can return to their regular 
state of mind (Baker, Gentry & Rittenburg 2005). Our second hypothesis is loosely based on this 

research which proposes an increase in vulnerability within a person as a lack of control is 
increasing. 
 

Swedish people with a higher level of education are more likely to feel vulnerability about 
companies that store personal data. 

 
Moving on to the issue of consent, in today’s society we have got a growing problem of an 
individual having to give up personal information in order to receive access to various services. 

Not only does this apply to for-profit companies, but also non-profit governmental bodies or 
similar. The issue arises when these organisations can’t assure the consumer that this information 

will remain private, which will put the individual at unease (Whitley 2009). This has led to a 
need with consumers to be able to control their data better and manage how it is used (Serrana-
Alvardo & Desmontils 2013). 

 
In light of these discoveries the responses has ranged from protecting the data through encryption 

to performing a complete overhaul of best practices of how businesses manage data. There has 
been a minor shift recently that points in the direction of providing the consumers with control 
over their own data, which will help the organisation in maintaining consumer trust in an online 

environment (Whitley 2009). This builds upon a system that allows the user to revoke previously 
given consent, involving the consumer in an active role of managing their personal data.  
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There are however a few problems that arises with a solution like this. The acts of maintaining 
one’s data implies a fairly knowledgeable individual working with an intuitive interface. This 

might prove to be too much of a hassle for your general user who weighs the risks against the 
rewards finding that they would much rather takes the risk of constantly approving with consent. 

2.5 Hypotheses 

H1. Swedish people who care for how their personal data is managed by companies are also the 
ones who are most likely to reject a much too personalized offer. 

 
H2. Swedish people with a higher level of education are more likely to feel vulnerability about 

companies that store personal data. 
 
H3. Swedish people are more worried about providing online services with their personal data 

the older they are. 
 

H4. A Swedish person is more susceptible to a personalized advertisement if he or she knows the 
origin of the information used in the advert. 
 

H5. Younger Swedish people have a more positive attitude towards personalization in marketing.  
 

H6. When presented with a much too personalized advertisement, Swedish people with a less 
extensive degree of education feel reactance. 
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3. Methodology 

This chapter discusses our choice of conducting our research by help of a questionnaire with 
theory guiding our research. We argue for our choice of sampling frame and how we intend to 
ensure quality of data. 

3.1 Research Approach 

Schutt (2012) mentions two ways that research is fuelled: the deductive approach which 

constitutes research being guided by theory, and conversely, the inductive approach where data 
introduces theories. 
 

For our research the deductive research approach presented itself as most suitable. This since 
personalized marketing and mobile marketing are both well-established areas of research, 

already with substantial amounts of theory readily available to us. From reviewed theory we 
derived hypotheses which help us answering our research question. As the purpose of our 
research was to measure the acceptance, and from theory develop hypotheses, an inductive 

approach where data introduces theory wasn’t suitable. 
 

Robson (2002) lists five steps that a deductive research will follow. One would begin by 
deducing a hypothesis, followed by explaining exactly how the concepts or variables will be 
measured. The third step is carrying out tests of the hypothesis using a research strategy. You 

will follow up the tests by analysing the results, either confirming or disproving your hypothesis. 
Finally Robson (2002) suggests that you modify your theory in accordance to your findings. 

When conducting our research we had these five steps in mind throughout the research process, 
and as mentioned before, we developed hypotheses and followed up with testing these 
hypotheses with the support of our collected empirical data. 

3.2 Research Design 

Our research is quantitative in nature as we put great emphasis on reaching a generalizable 

conclusion, done through quantification in collecting and analysing the data (Bryman & Bell 
2015). This data meant very little on its own and had to be processed in order to convey anything 
of use. Quantitative analyses are often represented by a number of graphs, charts and statistics 

(Saunders et al. 2009).  
 

We gathered primary data as a part of our research in order to avoid not having control over the 
quality of the data. Furthermore, acquiring access to secondary data can often times be costly 
(Saunders et al. 2009). 

 
A research design has been defined as the plan and structure of research to be able to answer a 

research question. It encompasses the process of writing up hypotheses and the researcher’s 
impact on the final analysis of data. The research design expresses not only the frame of a 
research problem but also the course of research employed to form an empirical foundation on 

your research problem (Kerlinger 1986). Bryman and Bell (2015) describes and discuss five 
different frameworks and variations of research designs in their book and how they are used, 

depending on the type of research you choose to conduct. 
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In need of a framework for the collection and analysis of data (Bryman & Bell 2015) our 

research question asks of us to perform a cross-sectional design, which is the preferable choice of 
research design for when you are collecting data on multiple cases with quantifiable results to 

later analyse and draw conclusions from (Bryman & Bell 2015; Schutt 2012). According to 
Bryman and Bell (2015) the use of cross sectional design is optimal for researchers that are 
interested in variation in variables and variation can only be established when more than one 

case is examined. The other point that is stressed with a cross-sectional design is that it 
represents a particular phenomenon at a specific point in time. What you pass up with such a 

design is the ability to research trends which require data from multiple points in time. 

3.2.1 Sampling 

To answer our research question, the most suited data collection method for us were to send out 
questionnaires to collect our empirical data. Bryman and Bell (2015, s184) states that; “the 

survey researcher need to decide what kind of population that is suited for the investigation of 
the chosen topic.”  

 
Since we in our research question mentioned that we wanted to get the general Swedish 
population’s opinions we had to choose a sample frame and from that choose which people in 

that sampling frame we would have liked to send our questionnaire to. When conducting a 
scientific research there are two types of sampling techniques that are used. Those two are 

probability sampling and non-probability sampling. (Bryman & Bell 2015; Oates, 2006). For our 
research the technique of non-probability sampling were most suitable, this technique implies 
that some units in the population are more likely to be selected than others (Bryman & Bell, 

2015). Non-probability sampling is also known to be performed when the researcher not believes 
that it is necessary or viable to have pursued a representative sample. But also when the time and 

costs by pursuing a representative sample are too great (Oates 2006). 
 
We had to make the choice of non-probability over probability sampling technique due to lack of 

access and resources required to reach out to a large population from which a random sample 
procedure could have been developed (Bryman & Bell 2015). This presented us with a sample 

frame large enough for us to gather the amount of data required. The choice of non-probability 
was therefore the right choice for us, considering the circumstances to be able to reach the 
amount of people necessary to acquire a reasonable amount of data for analysis.  

  
As for the type of non-probability sample we felt compelled to use a snowball sampling strategy 

as the sampling method. With snowball sampling the individuals are first discovered and may or 
may not then be selected. These individuals are then used to locate others who possess similar 
characteristics and, and who then can identify others (Blumberg et.al 2008).  

 
The choice of snowball sampling was as previously mentioned based on not having the time or 

resources required to execute a more befitting sampling strategy as quota, or convenience 
sampling strategy, after having ruled out a pure random sampling strategy because of previously 
mentioned reasons. We sent out a tested and finalized version of our survey to a few 

acquaintances that were of different age and lived in different parts of Sweden, from the north to 
the south.  
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We set out choosing people of different ages and from different parts of Sweden to be able to get 

a sample that represented the population as accurately as possible, additionally, our chances to 
reach a generalizable result could be enhanced. According to Bryman and Bell (2015) you need 

to have a sample that is representative to be able to generalize your findings. To make our sample 
as representative as possible, we also to made the choice of stratifying our sample if needed. 
With the technique of stratifying we’re able to get our sample as representative as possible, 

considering the circumstances, this by observing if our chosen variables were in the same 
proportion as in the locations showed in the collected survey data (Oates 2006). 

 
After we sent out the survey we asked our participants to share our survey to their acquaintances. 
With this strategy we had the potential opportunity of reaching a greater pool of respondents, in a 

cheap and efficient manner. After we sent out the initial surveys we monitored the number of 
respondents closely. Then, depending on the situation we would reiterate the process, starting off 

with another group of acquaintances to eventually establish an acceptable pool of respondents to 
the survey. This strategy would have been engaged if the number of respondents did not match 
our goal. According to Recker (2013) you need to have a strategy to increase the number of 

responses, in case the number of respondents is low. One of the risks we faced when applying 
this sampling method is that of not reaching a sufficiently large pool of data which would have 

rendered us unable to draw any conclusion based on the results of the questionnaire. 

3.2.2 Questionnaire Design 

There are a few basic steps that any good survey process follows (Sue & Ritter 2007). First one 
would start by defining what the objectives of the survey are, what is it that you would like to 

find out and why (Oppenheim 2000). The questionnaire started out with four demographical 
questions, all of which were crucial in order to be able to maintain transparency in the case of 

generalizability, and in the case of a few of our hypotheses, to directly be able to answer them. 
Following the demographical questions we asked our respondents to answer eight questions that 
also tie in to our ability to answer our hypotheses. 

 
The next step is to define a sampling frame and to consider what sampling strategies might best 

fit your research question. Then, while evaluating your available resources and constraints you 
choose a method of administration for the questionnaire (Sue & Ritter 2007). Previous chapter 
discusses our choice of sampling strategy. Without much in terms of budget available to us we 

chose to administer our survey through a free online service which also allowed us full control of 
the data; Google Forms. The population without any access to the internet and also those without 

a measure of accessing the internet would come to be alienated by our choice of administration. 
It should also be brought up that the option of not administering the questionnaire by help of 
internet would have limited our pool of respondents further. 

 
You then write up the questions and have the survey tested to iron out any uncertainties before 

you begin collecting data. Because it is dangerous to make assumptions that we know how 
respondents will react to the questionnaire (Oppenheim 2000). Once the questionnaires are sent 
out you monitor the response rate and follow up accordingly. Then, with the data in hand, you 

want to analyse your raw information. Create a book of codes and input the data into your 
analysing software to perform your analysis (Oppenheim 2000; Sue & Ritter 2007). 
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Adhering to these suggestions our questionnaire went through two revisions. After first watching 

two colleagues complete the questionnaire, we made some observations and they had some 
questions and input which resulted in the first revision. Similarly, two other colleagues helped us 

out in the same manner before we felt comfortable with not only the phrasing of the questions, 
but also the time it took to complete the questionnaire. A fair argument would be that we could 
have diversified our pilots a bit better, but we chose to devote our time and resources differently. 

We did however make sure that our pilot respondents were not well versed in the subject to 
produce better feedback. 

 
Once the questionnaire went live we monitored the responses and found that our respondents 
would not represent the entire population of Sweden. We attempted to stratify our results by 

specifically sending out the questionnaire to people living in the northern, southern and on the 
east coast parts of Sweden, while maintaining the split of male and female respondents. The 

questionnaire was open for 12 days before we started our analysis of the collected data.   
 
Every question in a questionnaire should directly be related to help answer the research question 

(Sue & Ritter 2007). One of the disadvantages of an online survey is the risk of the respondent 
abandoning the survey (Sue & Ritter 2007), so logic concluded that we had to keep the survey 

short and concise which we ensured held true when piloting the survey.  
 
Another disadvantage is that it may take specific software to answer the survey (Sue & Ritter 

2007). In order to combat this issue we made sure that our survey did not require anything other 
than access to the internet and an internet browser, which every conceivable device comes pre-

installed with. Also, in order to collect accurate data, the questions must be self-explanatory, 
easy to comprehend and refrain from using lingo (Sue & Ritter 2007).  
 

Sue and Ritter (2007) argue that the design of a web-based questionnaire is quite similar to a 
self-administered paper questionnaire in that the first question should be very simple and quick 

to answer as abandonment of the survey is most likely to occur early in the questionnaire, with 
every answered question they become more invested in finishing. The following questions 
should follow in a logical fashion, grouping questions of similar category together. A web-based 

questionnaire come with the opportunity to embed pictures, videos and audio but it is in general 
preferred to keep it clean and simple. With these things in mind we devised our questionnaire 

with simple demographical questions out first, omitting any pictures or annoyances. 
 
We measured the respondents’ opinions by help of a Likert-scale. It ranged from one to seven 

from strongly disagreeing to strongly agreeing. We refrained from specifying the levels in 
between strongly disagree and strongly agree, in order to not influence the respondents through 

misguided wording. 
 
Google provided us with a free service through which we created our survey; Google Forms. 

Respondents for the survey were selected from among those with access to the internet and at 
first a connection to the two of us conducting the research. We asked of our respondents to pass 

our survey on to anyone they know and as such there are respondents that do not have a direct 
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relationship to either of us. With the above things in mind we devised a questionnaire that we 
sent out to our respondents and which you can find in the appendix (table 16 and 17). 

 
 
Table 1. Illustration of our hypotheses in relation to questions in our questionnaire. 

Hypotheses  Factors Expectations  

H1 Awareness High score on Q6 and Q7 would confirm H1 

H2 Vulnerability High score on Q9 and high degree of education (Q4) can confirm H2 

H3 Vulnerability High score on Q10 the older (Q1) persons are would confirm H3 

H4 Awareness High score on Q8 and low result on Q11 would confirm H4 

H5 Attitude High score on Q8 the lower the age (Q1) would confirm H5 

H6 Attitude Lower education and high score on Q6 would confirm H6 

 

3.3 Data Analysis 

In order to analyse the results of the questionnaire we had to use an appropriate data analysis 
technique that match the data collected from our questionnaire. This since data analysis 
according to Recker (2013) concerns the examination of data collected through the most 

applicable quantitative data analysis techniques. In our analysis we used descriptive and 
inferential statistical methods. Descriptive analysis refers to describing, aggregating and 

presenting the collected data. Inferential analysis on the other hand refers more to the statistical 
testing of hypotheses, in order to make sure whether or not theory gains support from the data. 
(Recker 2013) 

 
In order to analyse the gathered data, we could with descriptive statistics analyse the ordinal and 

nominal scales to present the results. With the help of cross-tabulation and contingency table 
descriptive statistic techniques we could demonstrate specific values and compare results. In the 
graphs who serves as an outcome of these tests, the differentiation in answers are presented in a 

convenient and understandable way.  
 

With the help of inferential statistics we were able to test our developed hypotheses. In order to 
test the hypotheses we used the statistical tests of Spearman’s rho and Cramérs V, this in order to 
test correlations between variables, to see whether or not there is a relationship or not between 

the chosen variables. Spearman’s rho calculates the strength of the relationship between two 
continuous variables, and Cramérs V calculates the strength of the relationship between two 

nominal variables. Both tests presents a result ranging from -1 to 1. Minus 1 being a negative 
relationship and 1 being a positive relationship. (Bryman & Bell 2015; Recker 2013) 
 

In order to perform these tests we used IBM’s statistical software application SPSS. In our result 
chapter we presented our findings in tables and figures produced by SPSS. We categorized the 
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presentation of the results from our questionnaire by our developed factors, attitude, awareness 
and behaviour. Each question presented under the relating factor.  

3.4 Quality of Method 

3.4.1 Reliability 

The reliability of a research paper and thesis refers to the question whether or not the results of 

the study are able to be repeated (Bryman & Bell 2015). With other words, if another researcher 
reads this paper and decides to replicate our research, are they able to reach the same results? 

 
According to Bryman and Bell (2015) reliability in particular is an issue that is relevant when 
discussing quantitative research. This is because when conducting a quantitative research, the 

researcher is very likely to be concerned whether or not a measure is stable or not. In order to 
measure the reliability of the research there are three different techniques that measures the 

internal reliability. (Bryman & Bell 2015; Recker 2013) These tests are the test-retest method, 
split-half method and Cronbach’s Alpha.  
 

The so called test-retest method is technique that is depending on the researcher to perform a test 
of the questionnaire on one occasion and then make the same test again, on the same sample, but 

on another occasion. This in hope of finding a high correlation between the two tests made on 
different occasions (Bryman & Bell 2015). For our research, this test of reliability was not 
applied due to lack of time and wanting to send out our questionnaire in time, this in order to 

have appropriate amount time to analyse the collected data. So for us being able to make our 
sample answer our questionnaire on multiple occasions was not a possibility.  
 

Another way of testing the reliability of the research is the split-half method. In this method you 
divide your questionnaire in two parts. You then calculate the correlation between the scores on 

both of the halves. The aim of this method is to see if the respondents of the questionnaire who 
scores high on one side, also scores high on the other side (Bryman & Bell 2015). We believe 
that for this method we did not have the right amount of knowledge or time to gain full 

understanding of the method to apply it to our research. As a result we decided not to apply this 
method of measuring the reliability of our research.  

 
As explained above we did unfortunately not have the time, the resources or the knowledge 
required to perform the techniques that were described above. Instead we chose to use the 

technique known as Cronbach’s Alpha, which nowadays has become a very common test for 
internal reliability. This method in its detail “calculates the average of all the possible split-half 

reliability coefficients” (Bryman & Bell 2015, s.159). For our research this test of reliability can 
assist to prove that our scales in our questionnaire really measure the variable we set out to 
measure. We made the choice of this method because of its convenience, because it is a 

commonly used test and it is as of lately, incorporated in various computer software designed for 
quantitative analysis.  
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3.4.2 Validity 

Within quantitative research there are three forms of validity that a researcher has to take under 
consideration. These three are face validity, content validity and construct validity (Recker 

2013).  
 
Face validity is according to Recker (2013) referred to as whether or not an indicator is a 

reasonable measure of its underlying construct. In our case we in our questionnaire set out to see 
to what degree people accept personalization in advertising. And to measure this we from theory 

derive three factors that we believe measure the acceptance. This measure was developed in 
consultation with our supervisor, who in this case is regarded as reputable. Therefore we believe 
that face validity cannot be seen an issue for this research.  

 
Construct validity is referred to as an issue of operationalization and measurement between the 

constructs in the questionnaire (Recker 2013). This can be seen as whether the scales created in 
the questionnaire is measuring what you intend to measure. We believe that in our case we can 
with the test of Cronbach’s Alpha say that the construct validity not necessarily is an issue in this 

research. Considering that we in our questionnaire create our own scales and are not using 
previously used scales to measure the acceptance.  

 
Content validity is according to Recker (2013) referred to as whether or not the scale that we are 
using takes all the possible variables into account when measuring the proposed variable. Here 

we believe that as we from our literature review derived our factors that measure the acceptance 
through scales developed in our questionnaire, we think that on some level we can say that 
content validity not is an issue. But as we use scales that we developed by ourselves we do not 

feel confident in diminishing the issue of content validity.  

3.4.3 Generalizability 

The aim of the research is as described in chapter 1.3 to research the Swedish public’s opinion of 

how they feel about having their personal information used in personal advertisement. As we set 
out to measure the general Swedish public’s opinion the cause of generalizability is relevant. The 
stated aim can be achieved by studying all the age groups of internet users of Swedish origin. In 

that case generalization can be made to the degree of covering all age groups.   
 

As the most suited method for sampling for us came to be the method of non-probability 
sampling, the case of generalizability for this research was difficult to achieve, a non-probability 
sampling method is not suitable when aiming for a generalizable result (Bryman & Bell 2015). 

Seeing as the respondents of the questionnaire were approached through social media and 
snowball sampling results in us not knowing who the respondents are, the material could be seen 

as less generalizable.  
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4. Results & Analysis 

This chapter will cover the results of our survey, providing you with tables and figures to 
visualize the findings. We start off by presenting the demographic statistics of the questionnaire, 
then some short figures glazing over each of the three different factors we’re researching, with 

the specifics of each hypothesis rounding out each factor. 

4.1 Demographic Statistics 

Out of the 107 respondents of our questionnaire 50.5% were female and 49.5% were male (see 
table 2). The table below also visualizes the age spread of respondents. According to SCB (2014) 

the percentage of male and females in Sweden are 49.9% male and 50.1% female.  
 
Table 2. Frequency tab le of gender and age distribution of the respondents. 

Gender Frequency Percent % Age Frequency Percent % 

Female 54 50.5% 0-25 58 54.2% 

Male 53 49.5% 26-45 24 22.4% 

   46+ 25 23.4% 

Total 107 100.0%  107 100.0% 

 
The respondents of our survey was categorized in different age groups during a few parts of our 
analysis. In the age group 0-25 years 54.2% of the respondents can be found. In the age group 

26-45 years 22.4% of the respondents can be found. In the final age group 46+ years represents 
23.4 of all respondents. The respondents were not chosen according to the age groups, the age 

groups were decided afterwards to help with the analysis. The average in terms of age groups is 
presented in table 22 and show that we have too many respondents in the 0-25 age group to 
properly mirror the population. 

 
In the demographic part of the questionnaire the respondents were asked to fill in what degree of 

education they had completed or is currently attempting to complete. As seen in table 3 the 
majority of our respondents have a completed or ongoing university education. A total of 2.8% 
of respondents marked that they have a completed or ongoing elementary school education while 

25.2% stated that they have a completed or ongoing high school education. The majority of our 
respondents, 72%, stated that they have a completed or ongoing university education. 

 
Table 3. Frequency tab le of the respondent’s education. 

Education Frequency Percent % 

Elementary School 3 2.8% 

High School 27 25.2% 

University 77 72.0% 

Total 107 100.0% 
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The respondents were also asked to choose where in Sweden they live so that we could make 
sure that our sample would be able to represent the general Swedish population. Our ambition 

was to get to reach a ratio of respondents corresponding to the actual situation in Sweden, though 
we missed the mark severely. 
 
Table 4. Frequency tab le of respondents’ locations. 

Location Frequency Percent % 

Dalarnas Län 1 0.9% 

Gävleborgs Län 2 1.9% 

Hallands Län 8 7.5% 

Jönköpings Län 2 1.9% 

Kalmar Län 2 1.9% 

Kronobergs Län 2 1.9% 

Skåne Län 4 3.7% 

Stockholms Län 6 5.6% 

Uppsala Län 2 1.9% 

Västerbottens Län 8 7.5% 

Västernorrlands Län 11 10.3% 

Västmanlands Län 1 0.9% 

Västra Götalands Län 57 53.3% 

Örebro Län 1 0.9% 

Total 107 100.0% 

 
As shown in table 4 the majority of our respondents reside in Västra Götalands County where a 
total of 57 respondents and 53.3% resides. The second largest county where respondents reside 

in is Västernorrlands County in which a total of 11, corresponding to 10.3%, reside. The spread 
of the respondents is pretty wide when seeing it from a county perspective. But the amount of 
responses from each county is not equal relative to the percentage of people living there. 

 
With these facts in mind it became clear that we did not manage to achieve a generalizable result. 

With time and resources as largest obstacles it seems fair to conclude that the goal was too 
ambitious mainly through a large skew of respondents from the west coast of Sweden. 
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To be able to answer our research question and identify the degree of acceptance of personal data 
used in personalized marketing we found three factors that we believe will assist in defining 

acceptance. These are attitude, vulnerability and awareness.  
 

4.2 Attitude analysis 

In our research we wanted to measure people’s attitudes towards personalization in advertising. 

Hypothesis 5 and 6 was used to determine what our respondents’ opinions were in the case of 
attitude involvement in personal advertisement. 
  

In the questionnaire the respondents were to read a statement and then on a Likert-scale answer if 
they agreed or not, where choosing option 1 stated you strongly disagreed and option 7 stating 

that you strongly agree with the statement. 
  
As seen in figure 1. The majority of the respondents answered that they were fairly neutral in 

their attitude towards personalization, leaning slightly to the more positive side of things. This 
conclusion can be drawn from the the majority of the respondents choosing to fill in option 4 and 

5 on the Likert-scale, with option 5 being slightly more frequent.  
 

 
Figure 1. People’s attitude towards personalization in advertising  

 

Our respondents also claimed to not be very susceptible towards a personalized advertisement 
when they are unknowing of the origin of the data that were used in the advertisement. As seen 

in fig 2. The majority of the respondents were stating that they don’t relate to the statement in the 
questionnaire. 
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Figure 2. People’s attitudes towards adverts without knowing the origin  

 
Hypothesis 5 – Younger Swedish people have a more positive attitude towards personalization 
in marketing 

  
To answer this hypothesis we sorted the respondents into three different age group. In table 5 we 

show that there are no strong figures correlating to our hypothesis of younger Swedish people 
being more positive towards personalization in advertising. The table suggests that people in age 
groups 0-25 and 26-45 both display a similar positivity towards personalization in marketing. We 

cannot convincingly conclude and confirm the hypothesis. 
 
Table 5. Cross tabulation of Q5 and Q1. 

Likert-Scale Ages 0-25 Ages 26-45 Ages 46+ Total  

1 - Strongly disagree 4 

6,9% 

2 

8,3% 

1 

4,0% 

7 

6,5% 

2 8 

13,8% 

2 

8,3% 

2 

8,0% 

12 

11,2% 

3 8 

13,8% 

0 

0.0% 

4 

16,0% 

12 

11,2% 

4 15 

25,9% 

5 

20,8% 

5 

20,0% 

25 

23,4% 

5 13 

22,4% 

9 

37,5% 

6 

24,0% 

28 

26,2% 
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6 6 

10,3% 

4 

16,7% 

6 

24,0% 

16 

15,0% 

7 - Strongly agree 4 

6,9% 

2 

8,3% 

1 

4,0% 

7 

6,5% 

Total 58 

100,0% 

24 

100,0% 

25 

100,0 

107 

100.0% 

 Value Degrees of 

freedom 

Asymp Sig. 

(2-sided) 
 

Pearson Chi-Square 9,§65 12 0.689  

Cramér’s V 0.207  0.689  

 
Hypothesis 6 – This hypothesis is concerned with whether or not Swedish people with a lesser 

degree of education would feel reactance when being exposed to advertisement that they deem is 
too personal. 
  

We encountered some difficulties, mainly through a lack of respondents with elementary school 
and high school background. We performed a chi-square test showing an asymptotic significance 

value of 0,123 and Cramér’s V showed a weak positive relationship of 0,288. The result provides 
us with no ground on which we can confirm our hypothesis. 
 
Table 6. Cross tabulation of Q4 and Q6. 

Likert-Scale Elementary School High School University Total 

1 - Strongly disagree 2 

66,7% 

3 

11,1% 

4 

5.2% 

9 

8,4% 

2 0 

0.0% 

4 

14,8% 

10 

13,0% 

14 

13,1% 

3 0 

0.0% 

5 

18,5% 

11 

14,3% 

16 

15,0% 

4 0 

0.0% 

3 

11,1% 

13 

16.9% 

16 

15,0% 

5 0 

0.0% 

2 

7,4% 

12 

15,6% 

14 

13,1% 

6 1 

33,3% 

5 

18,5% 

13 

16,9% 

19 

17,8% 

7 - Strongly agree 0 

0.0% 

5 

18,5% 

14 

18,2% 

19 

17,8% 

Total 3 

100,0% 

27 

100,0% 

77 

100,0% 

107 

100.0% 
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 Value Degrees of 

freedom 

Asymp. Sig. 

(2-sided) 

 

Pearson Chi-Square 17.775 12 0.123  

Cramér’s V 0.288  0.123  

 

4.3 Vulnerability Analysis 

The second factor is the factor of vulnerability and is an important factor because it would help 

explain whether or not people feel at unease by companies gathering their personal information. 
 
As seen in table 7 the majority of the respondents believe that they would feel vulnerable when a 

company either without the respondent's permission or covertly, gather their personal 
information. This is shown by the 41% of the respondents strongly agreeing with the statement 

that they experience vulnerability, and 26% of the respondents agreeing to a slightly lower 
degree. The mean of 5.71 supports the statistics and show that the respondents agree with the 
statement and feel vulnerability.  

 
Table 7. Frequency tab le on respondents’ vulnerability when information is covertly gathered about them.  

 Frequency Percent % 

1 - Strongly disagree 0 0,0% 

2 8 7,5% 

3 4 3,7% 

4 8 7,5% 

5 15 14% 

6 28 26,2% 

7 - Strongly agree 44 41,1% 

Total 107 100,0% 

 

The other statement of vulnerability is there to measure whether or not the respondents feel 
vulnerable when disclosing personal information to a company when registering for a service 
online. This differs from the other statement on vulnerability because here the respondent 

knowingly gives out the information, in order to use a service. 
 

As seen in table 8 the respondents are not experiencing vulnerability to the same degree as when 
their data is gathered covertly. This becomes evident through the majority of respondents 
marking a score higher than 4 on the scale. This suggests that the respondents don’t feel as 

vulnerable when submitting information during a registration online. This is also evident by the 
overall mean of the respondents measuring 4.79. 
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Table 8. Frequency tab le of respondents experiencing vulnerability when submitting information online. 

 Frequency Percent % 

1 - Strongly disagree 10 9,3% 

2 8 7,5% 

3 11 10,3% 

4 20 18,7% 

5 24 22,4% 

6 19 17,8% 

7 - Strongly agree 15 14,0% 

Total 107 100,0% 

 

Hypothesis 2 - The second hypothesis, whether Swedish people with a higher level of education 
are more likely to experience vulnerability with companies that store their personal data or not, 
would prove difficult to study as our data came to give us some trouble. 

 
We performed a chi-square test to determine whether our data provided a different frequency of 

the different answers than what might be expected and whether that potential difference is 
because of sampling variation or an actual real difference. 
 

We are left with an asymptotic significance value of 0.690 on the Pearson chi-square analysis of 
the two variables. Which in no small part is due to a large skew of university respondents, or if 

you wish, the lack of elementary school respondents, but also high school respondents. Even so, 
our sample size was not derived through a probability sampling method, and so the test is largely 
irrelevant. 

 
Table 9. Cross tabulation of Q4 and Q9. 

Likert-Scale Elementary School High School University Total 

1 - Strongly disagree 0 

0.0% 

0 

0.0% 

0 

0.0% 

0 

0.0% 

2 0 

0.0% 

1 

3.7% 

7 

9.1% 

8 

7.5% 

3 0 

0.0% 

1 

3.7% 

3 

3.9% 

4 

3.7% 

4 0 

0.0% 

3 

11.1% 

5 

6.5% 

8 

7.5% 

5 0 

0.0% 

2 

7.4% 

13 

16.9% 

15 

14.0% 
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6 0 

0.0% 

8 

29.6% 

20 

26.0% 

28 

26.2% 

7 - Strongly agree 3 

100.0% 

12 

44.4% 

29 

37.7% 

44 

41.1% 

Total 3 

100.0% 

27 

100.0% 

77 

100.0% 

107 

100.0% 

     

 Value Degrees of freedom Asymp. Sig. 

(2-sided) 

 

Pearson Chi-Square 7.373 10 0.690  

Cramér’s V 0.186  0.690  

 

Hypothesis 3 - The third hypothesis claim that older people are more worried about providing 
personal information in the case of an online registration.  

 
Table 10. Bivariate analysis of Q1 and Q10. 

Correlation Coefficient 

Sig. (2-tailed) 

N 

1.000 

. 

107 

.305 

.001 

107 

Correlation Coefficient 

Sig. (2-tailed) 

N 

.305 

.001 

107 

1.000 

. 

107 

 

In this case one of the variables is ordinal, the other is an interval/ratio variable in the form of 
age. We used Spearman’s rho, arriving at a weak correlation coefficient of 0.305. 

 
The data was recoded, meaning the variable “age” helped create an “age group”-variable instead, 
with three different options, 0-25, 26-45 and 46+ turning the previously interval/ratio variable 

into a nominal one. When grouping our respondents in three different age groups we find a 
change in the result. The Pearson’s chi-square value in conjunction with the number of 

categories concludes that the chi-square value is of statistical significance. 
 
There are 11 chances in 1000 of falsely rejecting the null hypothesis. Meaning, in one percent of 

cases you could be inferring that there is a relationship where there really isn’t one. Table 11 
presents the data of this. For a very clean visualization of this correlation we refer to figure 4 in 

the appendix. 
 
Table 11. Cross tabulation of Q1 and Q10. 

Likert-Scale Ages 0-25 Ages 26-45 Ages 46+ Total 

1 - Strongly disagree 10 

17.2% 

0 

0.0% 

0 

0.0% 

10 

9.3% 
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2 3 

5.2% 

3 

12.5% 

2 

8.0% 

8 

7.5% 

3 7 

12.1% 

2 

8.3% 

2 

8.0% 

11 

10.3% 

4 10 

17.2% 

5 

20.8% 

5 

20.0% 

20 

18.7% 

5 16 

27.6% 

4 

16.7% 

4 

16.0% 

24 

22.4% 

6 9 

15.5% 

7 

29.2% 

3 

12.0% 

19 

17.8% 

7 - Strongly agree 3 

5.2% 

3 

12.5% 

9 

36.0% 

15 

14.0% 

Total 58 

100.0% 

24 

100.0% 

25 

100.0% 

107 

100.0% 

     

 Value Degrees of freedom Asymp. Sig. 

(2-sided) 

 

Pearson Chi-Square 26.009 12 0.011  

Cramér’s V 0.349  0.011  

4.4 Awareness Analysis 

The factor of awareness is here to measure whether or not it matters for respondents how the 
companies handle their data and if this has an impact on the respondent’s behaviour towards in 
relation to the advertisement.  

 
With the first statement we sought out to research whether or not it was of importance for the 

respondents to be informed and aware of how companies used their personal data. In table 12 we 
display the results of respondents’ opinions in regards to the need for awareness of how 
companies use their personal information in their work. About two thirds of respondents agree 

with the statement to a large degree.  
 
Table 12. Frequency tab le of respondents’ awareness of how their data is managed. 

Likert-Scale Frequency Percent % 

1 - Strongly disagree 1 0.9% 

2 4 3.7% 

3 1 0.9% 

4 10 9.3% 
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5 18 16.8% 

6 32 29.9% 

7 - Strongly agree 41 38.3% 

Total 107 100.0% 

 

When looking at the results of the next awareness statement, we intend to find out whether or not 

it matters for the users to be aware of how their internet usage helped creating an advert, in order 
to be interested in it.  

 
As seen in table 13, the respondents show no tendency to either strongly agree or strongly 
disagree. Through a mean of 4.5 this becomes evident. Our respondents doesn’t necessarily need 

to be informed of how an advert was created in order for them to be interested in it. 
 
Table 13. Frequency tab le of the respondents’ awareness of how the ad is personalized. 

Likert-Scale Frequency Percent % 

1 - Strongly disagree 8 7.5% 

2 10 9.3% 

3 12 11.2% 

4 18 16.8% 

5 26 24.3% 

6 15 14.0% 

7 - Strongly agree 18 16.8% 

Total 107 100.0% 

 
Hypothesis 1 - In the case of our first hypothesis, whether the Swedish people who care for how 

their personal data is managed by companies are also the ones who might reject a personal offer 
because they deem it too personal, we find a relatively weak, positive relationship of .349. 

 
Table 14. Bivariate analysis of Q7 and Q8. 

Correlation Coefficient 

Sig. (2-tailed) 

N 

1.000 

. 

107 

.349 

.000 

107 

Correlation Coefficient 

Sig. (2-tailed) 

N 

.349 

.000 

107 

1.000 

. 

107 

 

The two variables we’re examining are both of a Likert-scale-type and fall under the category of 
an ordinal variable on the basis that each point in the scale has its place in a rank from strongly 
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disagree (1) to strongly agree (7), but the steps can’t be linearly measured as the case is with an 
interval or ratio variable. 

 
To find this weak relationship we paired our two ordinal variables and calculated the strength of 

the relationship by help of Spearman’s rho which differs from a Pearson’s correlation through 
the display of a monotonic relationship instead of a linear one. Pearson’s correlation would have 
been more suitable if the variables were of interval or ratio type. 

 
Hypothesis 4 - A Swedish person is more susceptible to a personalized advertisement if he or 

she knows the origin of the data that were used to make the advertisement personalized. For this 
hypothesis we find a weak positive relationship of .294. 
 
Table 15. Bivariate analysis of Q8 and Q11. 

Correlation Coefficient 

Sig. (2-tailed)  

N 

1.000 

. 

107 

.294 

.002 

107 

Correlation Coefficient 

Sig. (2-tailed)  

N 

.294 

.002 

107 

1.000 

. 

107 

 

The two variables used for this hypothesis are both of Likert-scale-type and they both fall under 
the category of ordinal variables. Hence, Spearman’s rho was chosen to measure the relationship 
between the variables. 

4.5 Reliability Analysis 

As stated in the methodology chapter, reliability analysis with Cronbach alpha would be used. 
This, since we in our questionnaire used Likert-scales for measuring the respondent’s answers to 
our statements.  

 
According to Bryman and Bell (2015) many researchers state that an alpha result of 0,7 or higher 

is recommended. Pallant (2013) on the other hand, state that when scales with items of 10 or 
lower are used, it is common to find a lower alpha value like 0,5. As seen in table 21 in the 
appendix, our scale is reliable with an alpha value of 0,560. This particular alpha value can 

therefore be explained due to the use of only 8 items in our questionnaire. For our research, this 
result proves that the scales chosen for the questionnaire, measures the variables we set out to 

measure in our research. 
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5. Discussion & Conclusion 

This chapter will present you with our discussion and conclusion to our findings. Starting off, we 

present our broad, general thoughts around the research we conducted. We’ll then give you a 

rundown of how the three factors, awareness, vulnerability and attitude come to help us answer 

our research question which also round out the chapter.  

5.1 General Discussion 

The overarching thing we take away from our results is that we were left with a lot of weak 
relationships and also some inadequate data leaving too many cells empty. This could have been 

combated through 5-point Likert-scale instead of the 7-point that we used. As such, we would 
have sacrificed the precision we allowed our respondents to give us in their answers in favour of 
more conclusive correlations.  

 
Another option would have been to obtain more data, despite our current results meeting, without 

exceeding, our expectations. Perhaps then we could have reached the 9% of people aged 16 or 
older without having finished the Swedish equivalence of the elementary school that Statistiska 
Centralbyrån (2014) reports to exist in our population. The majority of which exists in the ages 

65+ bracket and also amongst immigrants. Our data suggests that this was the demographic in 
which we had the worst cover. 

 
It is also important to realize that our results are based on the opinions of the respondents 
themselves, and does not necessarily reflect the actions that these individuals would make facing 

a situation like the question they answer.  
 

As a result of this we don’t feel very confident in fully accepting any of our hypotheses. 

5.2 Hypotheses Discussion 

Hypothesis 1 
The basis of our first hypothesis is largely grounded in the research conducted by Spiekermann 

et al. (2015) who hints at users exhibiting a need for more control over their information. It 
would not be too far-fetched to assume that the very same person who actively pays attention and 
stay informed with how data is managed by a company are the ones that stay vigilant in the case 

of an exploitative offer. As such we figured that a person befitting that description would choose 
to react on a much too personalized offer by rejecting it. 
 

Taking the big picture into consideration we believed that the overall attitude would be that 
people would very much like to stay informed of how companies use their personal information 

and that it would be almost, but not quite, as important to be aware of how your internet use led 
an advert to target you. Our belief was grounded in respect to the relevance of the subject in this 
day and age. The issue of personal information is drawing a lot of attention towards itself lately 

and we believe that this would be evident if you could compare our results to a similar study 
done a few years back. 
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As table 18 in the appendix show, people feel a strong need to be informed in how their data is 
managed by companies which becomes evident through a mean of 5.8 on the Likert-scale. In line 

with our beliefs we can also see, through a value of 4.5 that people feel a little less strongly 
towards knowing exactly how an advert came to be, in order to be interested in it.  

 
The analysis of the respondents’ answers provided us with a fairly weak correlation of 0.349 it is 
also worth noting that we did not apply a random probability sampling method which the tests of 

statistical significance needs to function properly (Bryman & Bell 2015). In spite of our data not 
being perfect we believe the reason we did not find a slightly stronger correlation is because of 

this recently mentioned attention that personal information has gotten. It seems fair to infer that 
people who previously didn’t pay much attention to the ways of personal information has 
become more aware now that everyday media puts more exposure onto it. Therefore we believe 

the gap that may or may not have been there previously will have shrunk and give us a more 
veiled correlation. 

 
Hypothesis 2 
Our second hypothesis can go in a few directions, however two ways in particular. Well-

educated people are more likely to feel vulnerability about companies that store personal data 
because they know about the potential risks that are associated with exposing one’s information. 

On the other hand the less educated population could experience vulnerability as a result of 
uncertainty. Not knowing what a company could do with the information you provide them with 
could generate a sort of unease in a person.  

 
In between one could argue that both sides of that spectrum have a reasonable explanation as to 

why vulnerability would creep up on them. Whitley (2009) laid the groundwork for our 
hypothesis with his research on informational privacy, consent and control of personal data. 
 

Our findings are in no way conclusive, in large parts because of our respondents exhibiting a 
well-educated background. But even so, the education part of the demographic questions is 

becoming less relevant in Sweden as was briefly mentioned in the introduction to our discussion 
part, with mostly the elderly and immigrants lacking a higher level of education. It should also be 
mentioned that the study was asking for a Swedish education in particular, and so the immigrants 

arriving here with a well-educated background will not have been accounted for. 
 

It would have been interesting to ask what type of education the respondents have, whether it’s a 
technical one or not, for instance.  
 

The data we gathered provide us with no ground to confirm our hypothesis. However if we were 
to analyse the data what we could suggest is that table 19 in the appendix show us that our 

respondents very strongly experience vulnerability if a company covertly were to gather 
information, averaging a 5.71 on a scale from 1-7. Whilst table 5 and table 20 in the appendix 
show us that about ⅔ of the respondents marked a 6 or a 7 on the Likert-scale. 

 
Hypothesis 3 

The third hypothesis is also based on the research of Whitley (2009). He brings up an example of 
how difficult it is to live in today’s society without disclosing your personal information, in 
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contrast to how it was a few years back. Today there are a lot of people that feel it’s mandatory 
to register for a Facebook account in order to keep in touch with their friends. So they face a 

dilemma when the web service asks of them to disclose personal information.  
 

Our beliefs are that the younger generation have accepted this trade-off of disclosing personal 
data in order to gain access to a web service in another way than what the rest of the population 
has. They have grown up with this phenomenon and experienced the repercussions first hand. As 

such we believe they know what to expect and feel more familiar and comfortable than would 
the older population. 

 
The results displayed a weak positive correlation of 0.305 and a statistical significance of 0.001.  
 

In an attempt of defining our population in three age groups we categorized them between the 
ages of 0-25, 26-45 and 46+. Analysing the data with these new groups we found that our oldest 

age group have a tendency to experience vulnerability when submitting personal information to 
an online service much more often than our youngest age group, and also the middle age group 
as can be seen clearly through the boxplot (figure 4, appendix). 

 
Hypothesis 4 

This fourth hypothesis is just as our first hypothesis, mainly based on research conducted by 
Spiekermann et al. (2015). They state in their research that people who go online nowadays only 
are aware of, and only trust the first parties that they see and that they interact with online, that 

might collect their information. Their findings also indicates that the users only accept the 
sharing of data when they are presently aware and involved in the transaction of the information. 

  
Thus we believe that it would not be too strange that the people, who accept the data sharing 
when they are involved and aware of the situation, also would be more susceptible towards 

personal advertising. Since, in this scenario they know where the information comes from and 
have been involved in the information transaction process.  

  
Our beliefs were that when people know where the information of the advertising that they are 
presented with comes from, they have nothing to be suspicious about and would therefore be 

more acceptable towards this. From a company’s perspective, if they were to be more transparent 
with their data collection they would attract more consumers with their advertisements. 

  
The analysis for this hypothesis showed as seen in table 15, a weak positive correlation of 0.294. 
This correlation suggests a rather weak relationship; people are only slightly more susceptible 

towards personalized advertising when they are aware of where the information comes from.  
 

Hypothesis 5 
Our fifth hypothesis states that younger Swedish people in general have a more positive attitude 
towards personalization in marketing. This statement you can say is based on the research made 

by Ajzen and Fishbein (1977) who states in their research that people who have a positive 
attitude towards something, also is more likely to behave in a positive manner. With other words, 

people who have a positive attitude towards personalized marketing are more likely to respond in 
a positive manner. 
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Our ulterior motive here, that worked as a foundation for this hypothesis along with the findings 

of Ajzen and Fishbein (1977) was that younger Swedish people might have a more open mind 
and greater internet knowledge. Potentially even, be more willing overall to try new things online 

which we believed would make them the ones that are more open to personalization in 
advertising. 
  

Our findings for this hypothesis, as seen in table 5, show that there are no particular statistical 
evidence showing that younger Swedish people are more positive towards personalization in 

advertising, which we need in order to confirm the hypothesis. The table shows that people 
neither agrees nor disagrees with our statement that they have a positive attitude towards 
personalization in marketing. This result can be explained on the account that a majority of our 

respondents were put in the first age group 0-25 years and only half of that were distributed in 
the other age groups. 

 
Hypothesis 6 
Our sixth and final hypothesis proposes that Swedish people with a less extensive degree of 

education would feel reactance when presented with a much too personalized advertisement. 
This hypothesis is loosely found and has its theoretical ground in research conducted by White et 

al. (2008) who states that when people are targeted with marketing messages and advertisements, 
containing too personal information and personal characteristics, they might feel threatened. 
  

With our hypothesis we take a further step and would like to see if there’s a relation between 
having a lesser education and experience the feeling of intrusiveness. Instead of embracing the 

advertisement you end up repelling it. This hypothesis was grounded on our belief that Swedish 
people with a lesser degree of education might not be as aware as a person with a higher 
education. This in part because of similar reasons as previously stated in hypothesis 2. Well-

educated people have another understanding of what there is to be cautious about, while a less 
educated person might be cautious as a response of uncertainty.  

 
Our findings give us no real ground to confirm our hypothesis. The data gathered as seen in table 
6 we found a weak positive relationship of 0,288 with analysis of Cramér’s V and the table 

shows no particular evidence that Swedish people with a lower degree of education shows any 
extensive tendency of being more reluctant towards the advertisements than other respondents 

with a higher education. This result can be explained by the majority of seventy seven of our 
respondents have a university background. 
  

As brought up earlier in the analysis of hypothesis 2 where the variable of education also is used, 
it would also here have been interesting to have asked what kind of education background they 

have, if it’s a technical education or not.   
 
Research Question 

Coming back to our research question: To what degree is personalization in marketing accepted, 
based on data collected from your online activities and location, according to the general 

Swedish population? 
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As figure 3 illustrates, the way we measure acceptance is through behaviour, for instance, 
clicking on an advert would mean that you have accepted the advertisement to the extent that 

wanting to know more leads to the action of clicking. The theory mentions several ways that 
influences behaviour in awareness, vulnerability and attitude.  

 

 
Figure 3. Model that shows how the factors assists in answering our research question. 

 
Judging by our results, our respondents expressed a need for awareness and as such, transparency 

from companies that deal with personal data. They also expressed to be fairly positive towards 
being aware of how their internet use led to a personalized advert is of importance, in order to be 
interested in it. They would like to be informed of how their information is used to improve the 

personalized adverts, and in general they express a positive, if somewhat cautious attitude 
towards personalized advertisement. 

 
Our respondents did not feel entirely comfortable providing companies with information that 
they deem is personal and felt even more vulnerable if they were to find out that a company was 

covertly gathering information related to them.  
 

While expressing a fairly positive attitude for adverts to target them, our sample did not feel as 
susceptible to an advert if they were unsure of the origin of the information. The sample 
population also displayed an attitude of rejecting a company’s offer if they don’t approve of their 

management of personal information.  
 

With our hypotheses in mind we feel comfortable concluding that to a small degree, 
theoretically, Swedish people accept personalization in marketing with the big caveat of 
maintaining transparency through the whole process of data collection, management and use. 

The same people who show an interest in how their data is managed are also more likely to reject 
a personalized offer. Age appears to influence a person’s willingness to disclose information 

about them. Worth noting is that it is not likely age per se that causes this relationship to form, 
but rather age related variables such as experiences. 
 

We write theoretically because we feel the need to confirm whether what our data represents also 
holds true in practice as we have brought up several times already, we’re measuring people’s 

opinions and not their actions.  
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6. Limitations & Further Research 

Our research was conducted by means of snowball sampling and would benefit from a purely 
random sampling method and a larger sample size, this in order to be able to present a 
generalizable result. As these factors could have strengthened our research, we feel that if 

another sampling strategy would have been adopted, we would not have been able to conduct the 
research and data collection in accordance to the deadline.  

 
The questionnaire we created consisted of several 7-point Likert-scales in order to give our 
respondents the ability to be a bit more precise in their opinions. As a result we ended up with a 

lot of empty cells which made the analysis a bit difficult. Using a 5-Point Likert-scale or 
increasing the number of respondents could greatly assist with this limitation of our research. 

Another critique to our questionnaire can involve the question of education. If the respondents 
would have been able to specify what kind of education they have. This could have been 
interesting from an analytical point of view, seeing as a large majority of our respondents are 

highly educated.   
 

We would like to see further research focus on the actual situation out there in order to see 
whether the data that people supplied us with actually holds true. It is not always easy to estimate 
yourself and your actions, especially so if it is negative in any way. 

 
It would also be interesting to find out whether or not results differ in other countries. A country 

which has yet to introduce personalization in marketing is sure to differ from Sweden in some 
regards. 
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7. Contribution to the field 

As we conclude in chapter 5, our results are not very impressive and don’t contribute a lot on its 
own to the field. We did not achieve a generalizable result that would have applied to the 
population of Sweden. Additionally, we didn’t perform a random probability sampling method 

and so we end up looking very carefully at the data. We believe we find subtle hints that points 
towards our sample accepting a personalized marketing message as long as the producer of the 

advert maintain transparency of the process. As we also point out previously. We have not 
researched the actual situation of actions but rather people’s opinions and it is very important to 
make that distinction. 
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9. Appendix 

This is the questionnaire that was answered 107 times. It was originally sent out in Swedish and 
has been translated to English as carefully as possible as to maintain the original meaning with 
the actual Swedish questionnaire following for transparency. 

 
Before the different questions there was a minor help text to try and sort out any ambiguity that 

the questions might bring forth. I.e. choose the county where you are currently residing, or if you 
are currently residing abroad, choose the county where you most recently resided in. Before each 
Likert-scale the respondent was asked to fill in the scale in accordance to how strong his or her 

feelings were corresponding to the statement. 
 
Table 16. English translation of the questionnaire used to gather data. 

Q1 How old are you? 

Q2 Are you male or female? 

Q3 In what part of Sweden do you currently reside? Choice between 1 of Sweden’s 21 different 

counties. 

Q4 Choose your highest completed/ongoing education. 

Elementary school, High school, University or No education 

Q5 You have a positive attitude towards adverts having the ability of targeting you through your 

personal interests and preferences. 

Likert-scale from disagree strongly (1) to agree strongly (7). 

Q6 You are put off by an advert if it contains information from your internet usage. 

Likert-scale from disagree strongly (1) to agree strongly (7). 

Q7 It is important for you to be aware and informed of how companies use your personal information. 

Likert-scale from disagree strongly (1) to agree strongly (7). 

Q8 It is important for you to be aware of how your internet usage led to a specific personalized advert in 

order for you to be interested in the offer. 

Likert-scale from disagree strongly (1) to agree strongly (7). 

Q9 You experience vulnerability if a company were to collect your information without  your approval. 

Likert-scale from disagree strongly (1) to agree strongly (7). 

Q10 You experience vulnerability when you are asked to submit personal information through an online 

registration form. 

Likert-scale from disagree strongly (1) to agree strongly (7). 

Q11 You are susceptible to a personalized advert when you are unsure of how the information was used 

to target you. 

Likert-scale from disagree strongly (1) to agree strongly (7). 

Q12 You refuse a company’s service or offer if you don’t agree with their management of personal 

information. 

Likert-scale from disagree strongly (1) to agree strongly (7). 
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Table 17. The questionnaire used to gather data. 

Q1 Ålder 

Q2 Kön (Kvinna/Man) 

Q3 I vilken del av Sverige bor du? (Ett val mellan Sveriges 21 olika län)  

Q4 Utbildning (Grundskolan, Gymnasiet, Högskola/Universitet, Ingen utbildning) 

Q5 Du har en positiv attityd till att annonser har möjligheten att personifieras gentemot dina intressen 

och preferenser. 

Likert-skala från håller inte med alls (1) till håller med fullständigt (7). 

Q6 Du avskräcks från en annons om den innehåller information från ditt internetanvändande  

Likert-skala från håller inte med alls (1) till håller med fullständigt (7). 

Q7 Det är viktigt för dig att vara medveten och informerad i hur din personliga information används av 

företag. 

Likert-skala från håller inte med alls (1) till håller med fullständigt (7). 

Q8 Det är viktigt för dig att vara medveten om hur ditt internetanvändande ledde till en personifierad 

annons, för att du ska vara intresserad av erbjudandet. 

Likert-skala från håller inte med alls (1) till håller med fullständigt (7). 

Q9 Du känner sårbarhet om ett företag samlar på sig information om dig utan ditt godkännande. 

Likert-skala från håller inte med alls (1) till håller med fullständigt (7). 

Q10 Du känner sårbarhet när du blir ombedd att fylla i personlig information vid registrering på en 

onlinetjänst. 

Likert-skala från håller inte med alls (1) till håller med fullständigt (7). 

Q11 Du är mottagbar gentemot personifierade annonser där det är oklart hur informationen används för 

att rikta den just mot dig. 

Likert-skala från håller inte med alls (1) till håller med fullständigt (7). 

Q12 Du tackar nej till ett företags tjänst eller erbjudande om du inte accepterar deras hantering av 

personlig data. 

Likert-skala från håller inte med alls (1) till håller med fullständigt (7). 
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Table 18. Descriptive statistics of Q7 and Q8. 

 
 
Table 19. Descriptive statistics of Q9. 

 
 

Table 20. Table of frequency to Q9. 
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Table 21. Cronbach alpha value for our scale. 

Cronbach’s  

Alpha 

Cronbach’s Alpha Based on 

Standardized Items 

N of Items 

0,560 0,563 8 

 
 
Table 22. Swedish population divided in age groups. (SCB 2014) 

 
 

 
Figure 4. Boxplot of three age groups and Q10. 

 

 

Age 0-25 26-45 46+ 

Population 3017094 2508993 4221268 

Population in % of total 31.0% 25.7 43.3 



 

University of Borås is a modern university in the city center. We give courses in business administration 

and informatics, library and information science, fashion and textiles, behavioral sciences and teacher 

education, engineering and health sciences. 

 

In the School of Business and IT (HIT), we have focused on the students' future needs. Therefore we 

have created programs in which employability is a key word. Subject integration and contextualization are 

other important concepts. The department has a closeness, both between students and teachers as well as 

between industry and education. 

 

Our courses in business administration give students the opportunity to learn more about different 

businesses and governments and how governance and organization of these activities take place. They 

may also learn about society development and organizations' adaptation to the outside world. They have 

the opportunity to improve their ability to analyze, develop and control activities, whether they want to 

engage in auditing, management or marketing.  

 

Among our IT courses, there's always something for those who want to design the future of IT-based 

communications, analyze the needs and demands on organizations' information to design their content 

structures, integrating IT and business development, developing their ability to analyze and design 

business processes or focus on programming and development of good use of IT in enterprises and 

organizations. 

 

The research in the school is well recognized and oriented towards professionalism as well as design and 

development. The overall research profile is Business-IT-Services which combine knowledge and skills in 

informatics as well as in business administration. The research is profession-oriented, which is reflected in 

the research, in many cases conducted on action research-based grounds, with businesses and government 

organizations at local, national and international arenas. The research design and professional orientation 

is manifested also in InnovationLab, which is the department's and university's unit for research-

supporting system development. 
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