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Abstract

The continuous expansion of the internet advertising market and the widespread application of
online behavioral advertising have triggered users’ concerns over privacy issues. While platforms
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have successively launched privacy tools, few studies have deeply analyzed the impact paths and
mechanisms of transparency in online behavioral advertising on User Attitudes. Based on the Tech-
nology Acceptance Model (TAM) and the ABC Attitude Theory, this study constructs a model of how
transparency in online behavioral advertising affects User Attitudes. Through experiments, it is
found that advertising transparency is significantly positively correlated with user attitudes, with
perceived benefits mediating this path. Additionally, privacy concerns negatively moderate the me-
diating path through which advertising transparency influences user attitudes via perceived bene-
fits. Based on these conclusions, this paper suggests that enterprises should continue to improve
advertising transparency through privacy tools, optimize transparency strategies from the perspec-
tives of perceived ease of use, perceived usefulness, and perceived entertainment, and reduce users’
privacy concerns, providing theoretical support and specific operational recommendations for e-
commerce practices.
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1. 51§

(o BB R A ) R, 2024 AR [E BRSNS B 6508.63 1470, [1] HLIKKA
KEAE. 2 EEE BRI R RS & TR PRI, FN a5 SH3E . S8,
A TT R (2R, AT R EARER MRS “7EZRAT )45 (Online Behaviour Advertising,
OBA), RIS P M AT AR (A 2R st SN DT sh55) AT I, b3, o) P eI A AT Tk
POBEOGGIIT e [BHERHEIK SN A T RN, XL RS B BN T AR, A R BRI -

SR, I AR SR X 24 4% (] P9 B AT 5 A0S S22 4 1) UBR SRl ™ 5, FH P I RRORA R UL o B, TN S
SR A R I %, ER T H SRR A . [ ERERMNEE A E
FERARY S I BERA 7 B L AR B n 45 2 FH P A A SR RS S S R U R e i B
BV 36 3 % R 15 S SR SN AR R A5 B8R [5] . SHZRMRF P IBR AR, FHRIESE A e SR IRE T
“CORFISEBIT S T, TR N AR — R R TR B SR RN A E BT
7 T H(“Why am | seeing this ad” tool)[¥] Meta A &£ 2023 7 X TiH AR, SESE S %% HEE(Ads
Transparency). 7£ A 7 sy THIETUSE, P& ik 3 S A A - AN ANEE LA G ZRAT 8T & 1)
Fi, TR, FEEIF R E BT N A A . [6]5 HARTE) S RV ARREAE, ST M
R AL TR ERAE BRI FOL IR D . XA R B RS H AR ? Wl sem H - A BE 2
AHE FOAR BT Bl T A RAELAT R 5I&E X P S B R m i 2 S, I R EIE 24T
NSRBI A SRR, PR EAR A ARRBURY 2 AIC R, (R #H RIERE.

2. XEkEm SRR
21 ERITAI BEBPESAFSE

175 B £ (Transparency) FRIME & 78 22 S ARG — ANE 008 3, (AR R T L 1) 2 e, IR
R[1{Z B (Transparency as Information) &5 #& 3= S HuA7 . [7]iZFHICINA, 5 EATEEEEEALZESEAE
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AR BR IR, T S I8 P Al A 300 I % 0315 S SR SE A 4k B 1045 2L 59

T, R B A T S AR AR T R R b BSR4 (2024) LR R AR AR
RNXTR, RFUEA 5 E I EER T 5 SR M2 L, 45 SR I B R 4 AR 3R A 3 TR
WA . [8] Grigorios 55 (2022) 4 T-Ju N IR, SR SLI LR FUAN A 5 v A BRSSP
75 TV B SR, 5 BB FH P 8 B SCER R S e 5 | R AR RS, R W B 22 51 Kk
R R PR AN A T A BN SN o[98 RIS AR B T 1960 4FEIZHI T ABC MR, NS
(Affect). 47y {7 (Behavior Tendency) F1iA &i(Cognition)iX = AN BRI . Ho, ZEARFRF, A
NS FEFR I P RE B BEE LR AT A S M A A 15 IRAS B R H  hE B BEE 2R AT R =R
MG ARSI SRR RS T AR X EHEAAELT BT ST ARE, WeSAE
REMYE . s S EE B AR SEAT N . H P TR 277 AR R O ERAS, B — 4R ok A T
PR EEAE . ABC AU ARF IR AL T — AN 24 SIS EHELS, JE B Re a8 4k Bet FU A )
IR ZE) o BRI, AR BRR, ANEL TERE AT =AM S BTN &, s
MR . [10145% b, ASHEFLHRH DL Rk :

H1: EZAT ) i RS P 3 B IR M ARG

2.2. ReAraa®t A RS E RSN

S 25 (Perceived Benefits) 2 F 75481 FH = i BRI 55 IE 15 (1) e 9 B O RS a2 [ % B4 mT R 42k
AfDMAITE 2 N4 . [11] Davis 752 T HEAT A B (15 a L3 T HiR B 32 R (Technology Ac-
ceptance Model, TAM), B EIRTTH P 4252 TP EOR [ 12 LA R AT A e R R o BB,
FOOE T AR PR 2 e T A A RSN S P o [12] 4 FH It 48 ) P e A8 A BRI, 200 E U
HIREHEIE 2 KA B3R m TAERCR; BN G R 38 P 2R, 00 B AR08 1548 K 71 Fs
ESIFEEE . AT, B NI T RS I TR AR B B, 0%t ChatGPT frIA KI5 RoxE
WFFCGRANN 7S, 2024) [13]+ XS 3 S AW S it i 7= it (40 FH P R DR PR SERE T 78 (BB 92, 2018) [14]+ s
ANFEIF PR BB S (S e, 2019) [15]55%F . fEARSCEHT, R TRAEA—M#iHARHTE
LRAT N vk, A TAM B rh (g B R 3 SRR 70 P ST 32 32 R0t X T R

BiAR B Z AR R 1) — TR 34 23 AT VT et B 9 R D7 Tl OB (K8 . ¥ 19 (2021 76 i D3 512
Ui AR ASE P = B S0 DR 26 A IE s N I8 52 A0 A 9 FBE ) SRR R 0 A 1 A i o [16] B A TR & — ik A - B
H—¥ R, FIRERENE NS 2 A BIMI DL P2 A i . DRI, A SCIR IR SIS 25 A2 36 FH P £ 43 P & P ek
R B RN AFERN) 7 TR, AR M, PR RTEREA . David 5(2023)
W7t Google $AE I BER R B AT FIYE, RN BB E LR IR0, 558 W B 1 5 Hods
WCERIHEYE, 72 A T B ES I HLAR R FE B U SR IX — 17 A, [17] Farke 25(2021) & 3L, FJ 5B AL
AR 528 RN U W B S B F R ANAE D, RIS s i s o [18]Eh ik, AHI TSR DA B L s

H2: fELRAT A 4530 A ot FE P 25 B [ 5 M A2 SRR SR (1 v A

2.3. RRFLEIX A P E AR

TH 335 KB AL fE P (Privacy Concerns) i i 2% 2 ) HL B LE A5 SR 2 RRUII R  Wiesk (8 T it 2 AL
HIE AR B R I RTEREE[19], — B WIS 5 BEAT R HE B 4 5 22T R s 22 el B AR — Byl 2
AL, (HRZHNRT B R 0 T R R A IS . Roberts 45(2024)i8 1 - 4514
AUTRSET %, TRIUH P R LR FERA i BT R 28 AN PEAL T T AR, I 9 X A AR B A7 A
SORITE, — 71, AT HA SRR 9 —J7 1, SRR PEVE . FERL R BUREIE L. [20]
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Kim %5(2019)il 1d FLISKIR T 7T, $RIF 1) IEWI R 5 BRI 2w S AL, BT NE ) & W)
JE 2B P AR RA AR TR 5 HOR P AR S R . [20] ik, AW TR DL R

H3: BEAAEVE T 1 AELAT ) IE WIS AP R 18] (0GR, 24 FH P 1A e e (R BE AL AR DE S
FELRAT Q) 32 W OGS IR R Ae s 1A I R ' P O 553

Ha: 320 S RS RIS, FELAT ) 53 WA BEXT A 245 B g TR s o A BRI SR 58 o

FeF UL RSOk R S B AU BB, AR T RRAA T RMAT, ELATA) HEWEX SRR

WA FRIBIE TR, N lE] 1 .
BRFAIENR ﬁ
H4

H3 H2
{ TR SEBRE ]7v RIS FBF&E
H1

Figure 1. Research model of the impact of OBA transparency on user attitudes
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3. Wt

S B B IBR R “RO A SFRILT % TRAMBEBEREOLE 2), ZiEHE RS S
HEAL AP 5 R T L B A5 B Lo TE 1, 72 St L F AL T RSB AE B, RTEAERALT . 2B R
PRFNZIL, T HZ T ARSIV RSB, W EARIEA 110 P 2R BRI ) [ B R
R OB TR . ELRAT S BN . RIS . FARAAMG . T2 A B T B R K YT 4 O
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Figure 2. “Why am | seeing this ad” tool instruction
2. “BARLLBE & TRUARER
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AWTFEIE RV G E A G, WORAP R LA ERQ = “EEARER” . 5= “FF
WFE” ), HRERIN GRS SPSS BATHEAT 734 .

4. ARGR
4.1, HEXRFRMER ST

AU FEIL B ) 232 4o BIBRET R E . RIS A 48 ) E AR 6 31 17, e it 201 e
B, 16 201 A G, Bk 32.8%, ikl 67.2%, LM ANBURE, FFE A BRIy
k. fEFRE M, 18~23 B F I 55.2%, A¥im %, HIKGE 24~30 %, Lk 19.4%, #SFEAIIE
B ImERN, MEFHAREFEE. | SEMR R,

42. (B E S

A FF A SPSS X EFR P EHANLEE R BILE RFITENERLE. ERBRNESHER
Cronbach’s Alpha fE. KMO I VR SERFER BEAG 30 45 BT S B R (W R 1. £ 2), WS EmR— 38R
i, ATCLEAT RS AT. NPT s BN, WS mE N BUER e R % 4EE .

Table 1. Reliability and validity analysis table
* 1 BB EEREERE

Bl Cronbach’s Alpha K
EWIE 0.786 4
RGN A 0.855 7
(S RN 0.855 3
M 0.840 6
Table 2. KMO and bartlett test table
2. BB KMO EME4FRIFR R &
KMO Bt & D) i 5 4L 0.898
AR5 2147.158
EL A R TR P A B H H & 190
BEN 0.000

4.3. [EYIRLE

WE G R 7508 0.371, ULBAZEZRAT ) 75 328 B BE 0T F P &S FE R s B & — e AR R e 71 . 1EZRAT N
T4 32 W EEH P AR I [ U R B 2 (B = 0.631, 5 = 0.612, SE = 0.058, t = 10.919, p < 0.001), 2 &#IE
FASG. BRI LA BALRE IR, P AR T B35 3 & 0.631 ANFAZ. H BRAL.
4.4, AR

AW 72K F Hayes (2022)4% H! [ PROCESS (Model 4) 443 A2 , {5 Fi] Bootstrap 592 5 52 B 5000
W, BAZXIEN 95%, WFITLs W% 3.
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Table 3. Mediation effect analysis table (N = 201)
2 3. FNWREERERHE(N = 201)

Mz B SE t p 95% ClI
7 IS 0.716 0.044 16.420 <0.001 [0.630, 0.802]
WA 0.647 0.082 7.850 <0.001 [0.484, 0.809]
B 0.169 0.078 2.170 0.031 [0.015, 0.322]
PV 0.631 0.058 10.920 <0.001 [0.517, 0.745]

1E 95%M B AE RI/KF T, DI PASE AR R, RSN ELAT N %% I A B3 M A
(BN 35 (#8422 B=0.716, SE=0.044, p<0.001), BRI 2 32F 11 0 3 52 AR A BE (542 B =0.647,
SE =0.082, p<0.001). FARNAKHILEF B =0.463, SE=0.088, 95% Cl =[0.301, 0.639], X[a]A
L FAE, X RIS R TR SR AR )5 W B F P S R e v R T R AER . R AN
SR 73.33%, REVBIGIAEAELAT AT SEHESH A SERES S R ARE-. H2 B, F
H, RV SERNFEAR S, AR = NEE AR, T2 oukEa T, RIS
AEZIEMEN . AR EE RS, R IURALR SR (0.431) > B FH1(0.225) > BN 5 FH M
(0.188), H HBR N5 IR 14 A 5 T S P e SRR TR 3R

4.5. WIHNELE

AT 5K Hayes (2022)42 H A VT B A4 Y, {841 Bootstrap BykilbATRe %, BHEHUE &
“4 5000,

JRAMERAE A A ARSI BB 25 SR, FEZRAT M) % W R S5 B RA SR 1) 22 B 24O il 2 (WL 3
4, B=-0.100, SE=0.034, p<0.01, 95% Cl = [-0.167, —0.034]). %4/ B FATHILBAR(M — 1 DMhrdfi
ZEVIF, T g R AL 2 1 I [ KR 45 (B = 0.715, SE = 0.048, p < 0.001, 95% CI =[0.620, 0.809]); 1fi 24
PR R DR (M + 1 /NARHEZE) I, T 2537 BH BEXT a8 )RR 93 55 (B = 0.530, SE = 0.069, p < 0.001, 95% Cl
=[0.395, 0.666]) . X BB AL B0 1m] 815 ) 75 378 BH BT AT RR R s e, BB AAE DR By, 3 B FE Xl
an PR THE R SS . H3 Bz,

Table 4. The effect of OBA transparency and privacy concerns on perceived benefits table

4. I HIBFAEFMSFAIE L RN AR 3R

pRA% B SE p 95% ClI
FEEE x BREE U e -0.100 0.034 <0.010 [-0.167, —0.034]

Table 5. Moderation effect analysis table
5. FHHERER

FEAZ B SE 95% Cl
B - 0.647 0.082 [0.484, 0.809]
7 B FE X B FA AR - I - S FE —0.065 0.031 [-0.123,-0.001]

WA E R A A, Il NERAEE R AR &, g — DRI T 5 3 B R0 F P A FE R
WL o 285 5 7R A R IR A 80 2 35 (L 5), #1948 4009-0.065, SE = 0.031, 95% CI = [-0.123,
—0.001]. MFRAAFHVE A AR, | 5 325 B R i dek JE RS 2 ) FH P 285 J5E 7 A PR TR 80 T ) Y 38 (RABE
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=0.462, SE=0.092, 95% CI=[0.286,0.643]); 4FaRAIHVL/KFELmiiT, (AR08 IE A 2 2 H 850N 58 55
(BN =0.343, SE=0.074, 95% Cl=[0.213,0.501]). iXZRHHREAFELACE 7R TELIT N &%
AR I BRI SR B P S R A 4R, BRI ILKC R, RN RS . H4 BROT.

5. ik 5itie
5.1. #ig

BT R B THIX — BRI 55, W SEI R TR 1T AELAT N @ PR &5 &
FE IR it A S AR IR B 7Tis ] ABC S JEBRHESL, GIER] T AELAT N S B W S P S IE TR
R, FPHETN md R R AT N S A IR R S . Bt /e Rk b,
I W BERENE G I P B A, TGS AR A A AR RN, )T R AR A . RRIE T
FARAAEDEACE FR AT TR, RIS SEOZMIRSS, AR,

AT A% O TTRAE TB 7R 1 FRL T E LA T S E W AR IR, 5RAh 1 B STERAT FE A AL
REEHTEAE R AT LIy LT 1 55 USSR AR 2 AT N B IR SRR R R, W 6 A &
MfE BT & U R E S,

5.2. i1ig

W, WTLLER RS INE Y BRSSP S . EYEA TP E L BV R EEY
FERE S I BB AL . [22] % T HATAELAT ) S IE YL TR Wk — i, YF2 P A RIE TR
B, AT PSR HLRAE T S e H T I LAE AR . B IR R M R R 23], TR
[e1) FH P 404 8 i R IS 222 ORATE P 2 1) T A, RIS B ORAIETE 55 ARV . WA, 3B S 2R S, AE4RER I
ST AR R AR

9, ATROASR P AR A A B A, RARAR LI ) B B SR . 2 T A I A 4 R R
WY, T I M RN P R R RS ) =N YEE AR ISR, AR T AR BT R R TR R 2
RIEM P W GRTE . A HPECL R S HITE . flhn, mTCLRR —SSBiRPE o R, Wil A7 A sh K m |
T 532 W BERR 2 /N A5 1 a3 5 SRS B ok ksl 2 TR BT R i 2, kAN AENS
R I SR, R RO IR BEE B A IMERIE R, Wz S AR S . RS, JE
Ao 45 TR S A SRR T BN I fee s AT LU AR e SRR R TR i Be it R
FH S EOW A ST A R Tl AR R AURE s B SR It ] B AR A 51 S HORESS, BRI e L . fESEIL AL A
THo sk, @ sl R AT ERENI L, HESI NS EORMIER ). Wikl 8 5E
SCREE . MBR—2 5, 02BN FROHER: 2, e TR BRI . [23]

= BN AR AAAEAL, Ak 7 EER AU AT R A HE It N < L A, R B AR B
TR ERRICERTT T, T B R B ARV T 5 ORAT IR S N e
SR VIN | A wAE DA (o1 b= Y = Itk €1 b R € LS 2 eiDEE DA = & S P 5 € R ok S S
PN, SR SE R s SVE R 22 By 9P e, By Lk P Ot R, AN SEBRAT 3 B BRI - i B AL 1
PUIFARA T P s R e FaAb, Al W] DA R i) 52 7 0 O 8 PV A Py B A AL, S T
HEH P BOFALE, 29 S8R AL BTy, anxt P S0 15 BB AT FE A4 ALK B . S At
o I AR T H A ) F P PR X S RV AL, B Aol F P BERARI L. B, P B R
A3 EEXTm BRI P, W “ —BORHELAT ) 7 ThRg, JRAE TR bR ek #ou A ik
B AN o

WK, ABFFLATAE LA R Z A P, ARSORAEHEBIA R ELAT AT 5 T 45 R &
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FITE. ARG S FrRENEBAE, R & L IR S G B, AN E ) 5 X
WH IRV T RESAFAEZ RN . FEARRIIE T, FATAT A5 &K 35 A Dy i 928 &
AR, BT IR A FIR AL IR 2R AT ) 35 X P 28 BE (i

E&WE

HE MNP REERSTE O H L/ BITIRETTA FREREREM I FEN S
I RS SRR AT, TUH %5 . 24YJC630068).
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