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Table 1. Coding scheme and frequencies 

 
Coded variable Description Frequencies 

(N = 84) 

Topic Topic of article  

Type Type of article / research  

   

In content Number of times the word ‘privacy’ …  

Title … appears in the title 5 

Abstract … appears in the abstract 9 

Keywords … is a keyword 6 

Introduction to topic … is used to introduce the article’s topic 29 

Prior research & 

hypothesis development 

… appears in relation to prior research or in hypothesis 

(development) 

39 

Regulations or guidelines … appears in relation to regulations or guidelines 14 

Variable … is (part of) a variable 7 

Measure … is part of (items in) a measure 7 

Results or findings … appears in results or findings 19 

Discussion … is mentioned in conclusion or discussion 21 

Future research … is mentioned in recommendations for future research 12 

Practical implications … is mentioned in practical implications 11 

   

Not in content   

References … appears in references 42 

Author bio … appears in author biography 3 

Research participants … is mentioned in context of research participant privacy or as 

part of participant selection 

0 

Additional information … appears in additional information such as (foot)notes, 

appendix, or header 

4 



Table 2. Overview of IJA articles (2021) mentioning privacy more than 10 times in their content 
 

   Privacy discussed in terms of …   

Author(s) Year Advertising 
format 

Context Consumer 
trait 

Effects Main privacy-related findings  Theories 
connected to 
privacy 

Bao et al. 2019 eWOM Article reports how Federal 
Trade Commissions (FTC) 
have been regulating 
companies to protect 
children’s privacy and 
welfare, for instance with 
the Children’s Online 
Privacy Protection Act 
(COPPA). 

Challenge 
for 
children’s 
eWOM: 
children 
have 
different 
privacy 
needs than 
adults. 

 The authors introduce the value-
capacity-vulnerability 
framework for children’s 
eWOM, which includes privacy 
concerns as important 
vulnerability. 

Value-capacity-
vulnerability 
framework 

Fletcher 2015 Customer 
relationship 
management 
(CRM) 

 Consumers 
vary in 
their 
knowledge 
and 
understand
ing of 
CRM 
activities 
and 
privacy 
issues. 

 Fletcher presents a privacy grid 
of different segments of 
consumers varying in their 
privacy awareness and trust in 
companies. 

Manipulative 
marketing mix 
theory 

Gilbert, 
Stafford, 

2021 n.a. Privacy is a significant issue 
in the discussion of 

Role of 
privacy 

 Privacy issues regarding 
advertising play an important 

 



Sheinin & 
Pounders 

advertising ethics and 
consumer well-being. 

issues in 
wellbeing. 

(negative) role in consumer 
wellbeing. 

Ham 2017 Online 
behavioral 
advertising 
(OBA) 

  Privacy concerns 
studied as predictor 
of OBA avoidance 

Privacy concerns significantly 
mediated the perceived risk-ad 
avoidance, and self-efficacy-ad 
avoidance relationships. 
Perceived risks of privacy 
infringement were generally 
seen as outweighing the benefits 
of having relevant ad messages 
through OBA. 

Protection 
motivation 
theory;  
Persuasion 
knowledge model 

Hoy, Childers 
&  Morrison 

2012 Food and 
beverage 
advertising 
directed at 
children 

Authors discuss how 
children’s privacy is 
protected by self-the 
regulatory Children’s 
Advertising Review Unit 
(CARU) and the Children’s 
Online Privacy Protection 
Act (COPPA). 

  Several CARU cases involve 
complaints about the lack of 
compliance with privacy 
protection. 

 

Jung et al. 2016 Social 
networking 
advertising 
(SNA) 

  Privacy concerns as 
predictor of 
attitudes and 
behavioural 
intentions toward 
SNA. 

When people perceive higher 
privacy concerns and higher 
invasiveness in using social 
networking sites, it leads to a 
stronger perception of 
obtrusiveness and negative 
responses.  

 

Kim, Kang & 
Bae 

2021 AI-driven 
interactive 
recommend
ation 
agents 
(IRAs) 

AI-driven IRAs’ 
personalized 
recommendations may 
require a privacy policy to 
ask for permission to collect 
customers’ data for 
personalization. 

  Personalized surveys may be 
useful to build the AI-driven 
IRA system of the advertisers, 
solve privacy issues, and supply 
in depth data resources to 
support 
recommendation engines on e-
commerce sites. 

Personalization–
privacy paradox 



Knoll 2016 Social 
media 
advertising 

   Review of studies investigating 
privacy concerns, privacy 
beliefs, and privacy protection 
behaviour in the context of 
advertising in social media. 

Social contract 
theory; social 
response theory 

Lee & Cho 2019 Digital 
signage 
advertising 

  Privacy concerns as 
predictor of 
attitudes toward 
digital signage 
advertising. 

This study finds no evidence for 
privacy concerns influencing 
attitudes toward digital signage 
advertising 

Model of web 
advertising 
effectiveness 

Morimoto 2020 Personalized 
advertising 

  Influence of privacy 
concerns about 
personalized 
advertising across 
different platforms 
on advertising-
related outcomes. 

Privacy concerns mediate the 
relationship between 
information control and ad 
avoidance and intrusiveness. 

Persuasion 
knowledge model; 
Self-
determination 
theory; 
Psychological 
reactance theory; 
Personalization-
privacy paradox 

Puzakova, 
Rocereto & 
Kwak 

2013 Internet 
recommend
ation agent 

Indicate that the United 
Sates Government 
recognizes consumer 
privacy concerns by stating 
that in 2011 the House 
Bipartisan Privacy Caucus 
wrote to Groupon 
expressing its concerns 
regarding how the company 
collects and uses consumer 
information. 

  The study’s findings contribute 
to the body of research that 
warns about the negative 
outcomes of customisation via 
the potential triggering of 
greater perceptions of 
privacy invasion. 

Psychological 
reactance theory; 
Personalization-
privacy paradox 

Shin, Lwin, 
Yee & Kee 

2020 App-based 
mobile 
advertising 

App-based advertising 
practices directed at youths 
have raised concern among 
caregivers and lawmakers, 
as they can expose young 

  Adolescents who view 
themselves as more competent 
smartphone users do not 
perceive privacy threats when 
confronted with applications 
collecting personal information, 

 



consumers to various 
privacy and security risks. 
Authors discuss the 
legislation and guidelines 
several countries have 
introduced to prevent 
marketers from promoting 
child-inappropriate products 
to children or collecting 
personal information 
without parental consent. 

especially since it does not 
intrude into their user 
experience. 

Van Noort, 
Anteunis & 
Verlegh 

2017 Social 
network site 
marketing 
campaigns 

  
 

 

Privacy concerns as 
a moderator of the 
effect of self-
disclosure on brand 
and campaign 
responses. 

Consumers’ self-disclosure to 
brands elicits favourable 
attitudinal and behavioural 
consumer responses, especially 
for individuals who have 
relatively low online privacy 
concerns in the SNS context. 

Privacy paradox; 
Interpersonal 
communication 
theory; Social 
response theory; 
Brand relationship 
theory 

Wottrich et al. 2017 Advergame 
customizatio
n 

  Privacy concerns as 
moderator of the 
effects of 
advergame 
customization 
features and brand 
trust on players’ 
brand attitude and 
personal 
information 
disclosure. 
 

Consumer privacy concerns 
have negative main effects on 
brand attitude and personal 
information disclosure. In 
addition, privacy concern 
affects the effectiveness of 
customization features: When 
privacy concerns are low, a 
game containing customization 
features leads to a more positive 
brand attitude. When privacy 
concerns are high, the effect 
becomes negative. Moreover, 
for low trust brands, players 
with high privacy concerns 
show more negative game 
responses than players with low 
concerns. 

Privacy paradox; 
Self-
determination 
theory; 
Uncertainty 
reduction theory 



Youn & Kim 2019 Newsfeed 
native 
advertising 
on Facebook 

  Privacy concerns as 
attribute of attitudes 
toward Facebook 
newsfeed ads 

Young millennials perceived 
newsfeed ads as intrusive, and 
this is attributed to negative 
experiences, including privacy 
concerns. 

Persuasion 
knowledge model; 
Psychological 
reactance theory; 
Personalization-
privacy paradox 

Youn & Shin 2020 Social 
media 
newsfeed 
advertising 
(SMNA) 

  Privacy risks 
associated with 
Facebook 
information 
practices as 
outcome of 
persuasion 
knowledge, and 
predictor of ad 
scepticism and 
information 
disclosure 

Adolescents’ persuasion 
knowledge of SMNA has 
a positive impact on their 
benefit assessment (message 
relevance), but not on risk 
assessment (privacy risk). 
Perception of privacy risk 
showed a positive relationship, 
with their scepticism toward 
SMNA on Facebook. 

Persuasion 
knowledge 
model; Privacy 
calculus model; 
Privacy paradox 

Zarouali, 
Poels, 
Walrave & 
Ponnet 

2019 Personalized 
advertising 

  Privacy intrusion of 
targeting as cause of 
negative advertising 
outcomes 

Promotion-focused consumers 
are oriented toward achieving 
positive outcomes of 
personalized advertising (the ad 
relevance of targeting), whereas 
prevention-focused adolescents 
emphasize the avoidance of 
negative outcomes (privacy 
intrusion of targeting) 

Regulatory focus 
theory; Privacy 
calculus model; 
Reactance theory; 
Personalization-
privacy paradox; 
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