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Abstract 
 

Title: The possibilities of location-based marketing and the challenges of privacy – a cross-

cultural study between Sweden and New Zealand. 

Date: 2016-05-20 

Level: Bachelor Thesis in Marketing 

Author: Johan Rambrandt and Simon Thordmark 

Supervisor: Klaus Solberg Soilen 

Problem formulation:  

If and when does location-based marketing intrude on individual’s privacy? 

Does individual’s perceive privacy differentially in Sweden and New Zealand? 

From the individual's perspective, what is the accepted limit for information disclosure? 

Purpose: The purpose of our bachelor thesis is to study if and when location-based marketing 

intrude on individual’s privacy and how location-based marketing affect the individuals in 

both Sweden and New Zealand. The theoretical and empirical work is to find out what is 

accepted and not accepted in terms of location-based marketing and privacy. 

Theoretical framework: The theoretical framework starts with a review of the previous 

research within the field of location-based marketing complemented with theories regarding 

privacy such as rights, concerns and laws.     

Method: We have chosen to make a quantitative study. The data collection consists of 385 

respondents in Sweden and 385 respondents in New Zealand, who participated in our survey. 

This is presented along with previously written theories and information. 

Empirical framework: The empirical studies consist of two surveys, one in Sweden and one 

in New Zealand. The focus of the survey was to test the theories and get a good understanding 

of what the two different groups think in terms of location-based marketing and their privacy. 

Conclusion: The conclusion of the thesis is that the majority of the respondents consider 

location-based marketing as a positive way of receiving information, offers and content via 

their smartphone. Location-based marketing are thereby an effective and tolerated technique 

when studying customers and their behavior. There were no distinct difference between how 

individuals perceive privacy in Sweden and New Zealand. Regarding the accepted limit for 

information disclosure, our conclusion is that the limit is based upon benefit versus cost and 

how the companies treat the information that is collected or handed to them.  

Keywords: Privacy, Location-based services, Customer behavior, Location-based marketing, 

Applications and Smartphones.
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1. Introduction 

The chapter of introduction will describe why the specific area of research has been chosen, leading 

to the background of the problem. Furthermore the problem is discussed and will lead to the 

research question followed by its purpose, the delimitations, the dispositions and the key terms in 

this paper. 

 

1.1 - Background 
The digital era has made it easy to track the behavior of individuals from their usage of 

smartphones. There is more information available from a single individual than one can 

imagine (Greenwald, Hampel, Phadke & Poosala, 2011). 

In 1999, the first mobile phones using so-called Geographic Positioning System or shortened 

GPS were introduced (Sullivan, 2012). The GPS function makes it possible to locate the 

mobile phone within 5-30 meters. After the introduction of GPS came the next intervention, 

Location-based-service or LBS. It utilizes the mobile phones geographic location to provide 

information to applications and other services, used within a smartphone (Greenwald et al., 

2011).     

Everywhere in our world today, there is technology in some kind of form. All things that we 

use in our everyday life become more and more advanced. Mobile phones, for example, are 

not functioning or looking the same way today as they did just a few years ago. In this 

constantly changing world, the different industries have to adapt, and the marketing industry 

is no exception (Wind, 2008). 

Modern marketing techniques are dependent on information about their customers and 

potential customer’s behavior. Acquiring information about individual’s movement and 

behaviors gives the companies information about the needs of the specific individuals and can 

predict future behavior (Caravella, 2007). Location-based services are the technology that can 

provide that information. When at a specific location, one is able to receive special 

information about the products and services available at that location. This technology opens 

up for new ways of utilizing location-based marketing, to provide benefits for customers and 

companies (Wijesinghe & Zhang, 2015). LBM consists of two parts, one part is location and 

the other part is information (Beldona, Lin & Yoo, 2012). 

There are several ways of marketing in today's society. All the different ways of marketing 

create a marketing noise, which makes it difficult to get the right messages to the right 

customers. Smartphone is a tool that could be used to overcome this challenge. Marketing 

through smartphones are more likely to reach out and grab the attention of the customer 

(Pousttchi & Wiedemann, 2006). Barwise & Strong (2002) says that advertising via mobile 

device enables marketing messages to get through the noise. 
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The technology of location-based services is defined as: 

A range of services that are provided to mobile subscribers based on the geographical 

location of their handsets within their cellular network. Handsets have to be equipped 

with a position-location technology such as GPS to enable the geographical-trigger of 

service(s) being provided LBS include driving directions, information about certain 

resources or destinations within a current vicinity, such as restaurants, ATMs, 

shopping, movie theaters, etc. LBS may also be used to track the movements and 

locations of people (Yepez, 2011, p. 1-2) 

The overall goal of location-based marketing is to improve the customer experience and 

satisfy the customer by getting as much information and knowledge about the various 

individuals (Orzan, Veghes, Silvestru, Orzan & Bere, 2012). It also gives the companies tools 

to screen out less profitable customers and focus on the right customer segment. (Caravella, 

2007). 

Boyer (2014) says that the ways location-based marketing can be used in businesses are 

almost endless. He also mentions that the technology is being developed and yet to reach its 

full potential. With this new technology on the rise, it would be interesting to dive deeper into 

how it affects people's privacy. Our work will mainly cover privacy and location-based 

marketing where the smartphone is both the tool and the platform. Meaning that the 

smartphone is the source of collecting data from a corporate perspective. Whereas the 

smartphone also is the platform which displays the information to the customer. 

 

1.2 - Problem discussion 

The society today is a ubiquitous society where the individuals are constantly being traceable 

and reachable through smartphones. Functions like Bluetooth, Global Positioning System 

(GPS) and 4G connection are technologies that enable individuals to constantly be connected 

to the internet. Companies and organizations are collecting data from smartphones through 

location-based technology (Winters, 2014). 

There is a fine balance between corporate gain and consumer benefit that can be exploited or 

used in ways that violate the privacy of the customer (Winters, 2014). It is difficult to 

determine in which cases it is a violation or a mutual agreement of information exchange 

(Wang & Loui, 2009).  Even though privacy is considered as human rights and there are laws 

to protect the individuals, it is hard to control the online environment (Winters, 2014). 

Individual’s privacy is one of the main problem when it comes to business ethics (Wang & 

Loui, 2009). 

According to Milne & Gordon (1993), there are three primary concerns regarding the 

surveillance and collecting of data from individuals. First, there is the level of awareness 

when the personal data is collected. Secondly, how the information is protected from external 

forces. Third and the last concern is what types of measures that can be taken if the data is 

used in an improper way. 



4 
 

Privacy issues only happen when the individuals are aware of the process of collecting 

personal information, behavior and movement. In most cases, individuals are not aware of the 

surveillance, which is a problem when it comes to the ethical and privacy related issues 

(Culnan & Bies, 2003). Once a person realizes that he or she is being observed and does not 

understand the reason behind it, he or she will normally feel anxious or uncomfortable and the 

person becomes intimidated (Cen, 2011). 

It is an ethical dilemma for how governmental and corporate organizations collect, store, 

analyze and track movement and behavior online (Winters, 2014). As Murphy, Laczniak & 

Wood (2007) state, marketing ethics is “the systematic study of how moral standards are 

applied to marketing decisions, behaviors and institutions” (p. 17). The modern technology 

allows companies and governmental organization to increase their data surveillance of 

individuals. As well as the vulnerability of the individuals is also increasing due to that fact 

that it is easier to access personal information. It is a debate if the ethical and moral standards 

are keeping up with the development of the digital marketing (Winters, 2014). 

 

1.3 - Research questions  
1. If and when does location-based marketing intrude on individual’s privacy? 

2. Does individual’s perceive privacy differentially in Sweden and New Zealand? 

3. From the individual's perspective, what is the accepted limit for information 

disclosure? 

 

1.4 - Purpose 

The purpose with this essay is to examine if and when location-based marketing affect the 

privacy of customers. The main focus will be put on how location-based marketing works and 

how it can increase customer value alternatively intrude on people's privacy. We will also 

make sure to research the difference between individual's attitude towards location-based 

services/marketing in New Zealand and Sweden.  

 

1.5 - Delimitations 

Data collecting and tracking customer behavior are widely used in the marketing world and 

have been for a very long time. It is the key factor in a traditional Customer Relationship 

Management System (CRM). There are various ways of collecting information and data from 

customers. It can be through surveys or interviews, traditional surveillance methods, data 

mining online and our research field; tracking devices in smartphones, known as location-

based services (Elmore, 2012). 

Our research will be limited exclusively to location-based services and usage of smartphones 

as a technique for tracking and collecting data and how it can be used for marketing purposes. 

With a focus on the customer's physical location through GPS services like iBeacon rather 

than the digital footprints online for example (Elmore, 2012). 
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The objective is to find out the customer's perception towards location-based marketing as 

well as the attitude regarding marketing strategies that involve location and/or movement 

tracking. In our thesis are we only studying the customer's perspective, not from a corporate 

or organizational point of view. 

 

1.6 - Dispositions 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
                  Figure 1.0 - Dispositions 

 

1.7 - Key terms  

Key words: Privacy, location-based services, customer behavior, location-based marketing, 

applications, smartphones.  
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2 - Frame of reference 
The chapter involves relevant theory, previous research and data collected to shed some light 

within the academically side of location-based marketing and privacy.  

 

2.1 - Push & Pull 
There are several different ways of getting your marketing message out to the masses. Among 

these delivery methods are “push” and “pull”. The two methods are viewed as the absolute 

contrariety to each other (Rimlinger, 2011). Characteristics of the two methods are completely 

different and there are huge varieties in which amount the sender can influence how the 

message reaches the customer (Beldona et.al., 2012). Both methods are used to attract 

customers (Kotler, Wong, Saunders, & Armstrong, 2005). 

Push messaging is based upon that the sender, in most cases the marketer, sends the message 

out to the customer. This enables the sender to be in control of the message. The sender is the 

one who determine when and where the push message will be delivered. The receiver or 

customer will just obtain the message without capability of affecting anything. The timing of 

the message is critical. A message delivered at the right time may create benefit for the 

customer and be a positive experience. In the opposite, may a message sent at the wrong 

occasion upset the customer and cause him to distance himself from the sender (Rimlinger, 

2011). 

 

 

 

 

Pull is based upon that a demand for the brand or product is created within the mind of the 

customer. The customer actively searches for information about the brand. Therefore is the 

message said to be “pulled” out by the customer. For pull to happen there is a need for brand 

preference and will to know more about the brand and what it has to offer (Jyh-Shen, Min-

Chieh, & Lei-Yu, 2009). Jyh-Shen et al. (2009) is mentioning that when pull occurs, the 

customer has created a demand; they are then willing to find out more about the brand. The 

contact with the brand is not created by the company but by the customers own will. Kotler et 

al. (2005) says that when there is uncertainty regarding predicting a demand, the pull strategy 

may be better suited. 

 

 

 

Figure 2.0 - Push strategy (Kotler, Wong, Saunders, & Armstrong, 2005, s. 744) 
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Figure 3.0 - Pull strategy (Kotler, Wong, Saunders, & Armstrong, 2005, s. 744) 
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If a customer utilizes the pull method, then the trust for the brand is likely to be high. A 

consumer will not actively search or disclose information to a brand which they cannot trust 

(Jyh-Shen et al., 2009). Beldona et al. (2012) say that pull is commonly used before visiting a 

store, or for example, during a shopping trip in a city.  

According to research done by Beldona et al. (2012), the pull method is the method that is 

most easily accepted by the masses. Customers do want to choose when to receive 

information and when to not. They want to be in control of the information provided. 

Likewise, they want to receive the right information at the right moment. The same research 

shows also that if the entire consumer experience is increased, then are they willing to use a 

combination of push and pull.  

 

2.2 - Cost of privacy model 
There is a model that addresses the different dimensions of privacy. The authors Thommesen 

and Andersen (2009) refers to the model as a cost of privacy for individuals that has been 

exposed to surveillance in any form. The model includes categorization of privacy and the 

intrusiveness of surveillance. According to the model, there are five categories: (1) privacy of 

personal behavior, (2) privacy of location and space, (3) privacy of the person, (4) privacy of 

personal data and (5) privacy of personal communication. These five categories show the 

different type of costs customers might have to give up or disclose in order for companies to 

collect data.   

The technology that concerns (2) the privacy of the location and space is GPS devices, 

smartphones, radio-frequency identification (RFID) or iBeacons, which enable companies to 

collect and observe data and physical movement. As Milaj (2015) states different technologies 

have different effects on privacy. Location-based services will, therefore, affect privacy 

different from other kinds of technology such as collection of data online or audio 

surveillance for instance.  

Visual tracking through GPS or any other location-based tracking system is not considered an 

intrusion of an individual's privacy while in public places. The reason for that is that a 

person's activities in public are accessible to everyone that is able to observe the activity. 

Because of that, the sensitivity towards privacy violations in public places is less important 

than on private places. The public masses have over time agreed that this kind of surveillance 

has little to no impact on their private lives (Cen, 2011). 

 

2.3 - Criteria that affect the willingness of information disclosure 
There are seven questions or criteria you must consider when you think about the privacy of 

the customers according to Thommesen and Andersen (2009). As mentioned in 2.2, there are 

different types of privacy costs, there are also different ways of collecting data. These seven 

questions help the customer to be more critical to the way corporations or authorities collect 

data about them. By understanding the reason behind the collection or observation of the 
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customer and how it will be used is vital in the modern technological society (Thommesen & 

Andersen, 2009).  

This theory is linked to the first of three primary problems when it comes to surveillance and 

data collection, which is the level of awareness when data is collected (Milne & Gordon, 

1993). 

The seven questions are formed to include the factors that affect the willingness from 

customers to disclose information about themselves. Thommesen and Andersen (2009) have 

listed the seven factors that affect the willingness from customers to disclose information 

about themselves: 

(1)  The receiver of the information. From an individual perspective, it is important to know 

who the observer is. It could be a corporate or a governmental institution and the individual 

should be informed. 

(2) The degree of personal identification. How the individual is identified is also an issue, the 

individual can be anonymous, or have their own identity or persona as well as being identified 

as a group or segment of individuals.  

(3) Type of place. Where the data collecting occurs is of great importance. Individuals are 

reacting differently depending on where the information is gathered. It could be in a public 

location or in a private location and that is important to take into account. 

(4) The sensitivity of the information. The type of information that is gathered differs 

depending on how sensitive the disclosed information is to the individual. Information that the 

individuals feel is personal or private might be harder for companies to collect. On the other 

hand, there is information that individuals have no problems sharing.  

(5) The technology used to collect data. What kind of technology that is used to collect data 

has various effects on individuals. Individuals have different attitudes towards different data 

collecting methods. 

(6) The purpose of the observation. For an individual, it is important to understand the 

purpose behind the collecting of data. Sharing or disclosing information is less difficult if they 

know the purpose of it. 

(7) Awareness and control. The amount of awareness and control over the data collecting and 

the data itself is another key factor. Individuals want to be aware when it occurs and what 

kind of control they possess regarding their data.  

 

2.4 - Personalization 
Personalization is initiated by corporations towards the customers. By analyzing data, the 

companies can prepare personalized offers, information, products or services based on the 

customer behavior and activity online or in store. The advantages of personalization are the 

hope of greater customer's satisfaction and, therefore, better relationship and higher profits. 
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The companies strive for a more accurate and complete picture of their customers to meet 

their needs. One setback is the possibility of intrusion of privacy in the quest for fully 

understanding the customer (Arora et al., 2008). 

The increase of sales and activities online have made the personalized offers and marketing 

more effective and precise than before. The reason behind that is all the easily accessible data 

that companies collect from the internet (Arora et al. 2008). 

It is important to consider when and what to offer to the customer. Arora et al. (2008) raise 

questions like, how will the offer or information impact the recipient? Is the information 

relevant and beneficial for the customer or is it irrelevant and intruding? The nature of the 

product and service as well as the relationship with the customer, must also be considered. 

Due to the extensive internet usage, the companies have plenty of data about their customers, 

which can be a great advantage. At the same time, from a customer's perspective, it is also a 

risk when companies have that amount of information about their personal life and behavior. 

That risk can become a problem for companies if the customers suddenly start to become 

more suspicious or fear how the companies may use that information incorrectly (Li & Till, 

2012). 

Secondly is the timing, it is all about the right time to present the personalized content. 

Recommendations and offers are more successful for products or services that the customer 

already has had contact with. It is more difficult when it comes to products or services that the 

customer for the first time encounters or when they are in the middle of a search process (Li 

& Till, 2012). 

 

2.5 - Personal data rights 

Personal data is now, during the 21st century, considered a new economic asset or resource 

and works as a new currency in the digital society. Digital information and personal data are 

essential for governmental institutions as well as commercial enterprises. Rotenberg (2015) 

presents an important point on personal data in his UNESCO article: “It is no longer sufficient 

for customers to offer payment for goods and services. They must now also provide personal 

details that can then be used by companies for subsequent purposes" (p. 3). 

Collecting and analyzing data from customers are a vital process for companies to create 

revenue and achieve financial growth. Information about customers and their behavior are as 

important as any other asset such as capital, technology and human resources in the business 

environment (Kosciejew, 2014). 

Personal data fundamentally belongs to the individual it identifies and represents. The person 

should be able to control and manage their personal data in different situations. Although the 

reality today is not that easy. As mentioned in the previous section, companies treat personal 

data as an asset for company growth. Governmental institutions are monitoring and observing 

the population for numerous reasons for example preventing crimes, maintaining national 

security and securing the well-being of the inhabitants (Kosciejew, 2014).  
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In a society where digital information is used everywhere, every transaction, every visit at the 

hospital, every time you ride the bus, data is registered. The list is endless and the use of 

information is inevitable for the society no matter if its governmental or commercial 

organizations (Kosciejew, 2014). 

Therefore, the right of personal data is more important than ever. People have certain rights 

when it comes to personal data and privacy rights. It is basic human rights according to 

United Nations Human Rights report. In the adoption of resolution 68/167, a law that protects 

personal data offline as well as online, the UN’s General Assembly stated: “the rights held by 

people offline must also be protected online, and it called upon all States to respect and 

protect the right to privacy in digital communication” (United Nations Human Rights, Office 

of the High Commission, 2014). 

As an individual, you have a right that protects your identity and behavior both in an offline 

and an online environment. Since corporations profit from collecting your data, it is your right 

to be able to take part of your information. Partly to protect your privacy as well as being able 

to benefit from what your personal data gives the corporations and get a return for letting 

them collect your data (Kosciejew, 2014) 

The right of privacy or right to protect your personal data is a combination of several rights as 

it comes to private individuals. First and foremost you have the right to control and own your 

personal data. Governments and corporations have a tendency to collect, store and use data as 

they please and for a purpose that suits them best. As a customer or individual, you have the 

right to remove your personal information from companies if you are dissatisfied with the 

way they are using your data. Theoretically, you are in a position to possess and determine 

how your personal information should be used. In some cases, the customers agree to disclose 

or share information about themselves to companies. Worth to mention is that disclosing 

information is a temporary exchange of information in return for customer benefit. The owner 

of that information is the customer, not the company. There is a difference between sharing 

information and giving up ownership of that information (Kosciejew, 2014). 

In order to protect the personal information, there are two different alternatives that users 

should be offered, Opt-in and Opt-out. Opt-in means that you accept if you are willing to give 

up personal information before the collection of data. Opt-out is the other way around, you 

have an opportunity to remove data after the collecting has occurred. To clarify opt-in and 

opt-out, imagine you download an application from a large fashion brand to your smartphone. 

Once you open the application, you will be asked if they are allowed to track your current 

position. That is opt-in, you are given an option if you want to let them know your location or 

not. Opt-out, on the other hand, does not ask for permission to locate your position but gives 

you the option to turn it off. Opt-ins and Opt-outs are good tools for the customer to be able to 

control, remove and edit information about themselves (Kosciejew, 2014). 
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Those options are giving the customer control over their personal data and also eliminate the 

risk that companies can claim the ownership from the customers (Orzan, Veghes, Silvestru, 

Orzan & Bere, 2012). As Pentland (2008) mentions in his article Reality Mining of Mobile 

Communications: Toward a New Deal on Data: 

 "You, the data owner, must have full control over the use of your data. If you're 

not happy with the way a company [or some other third party] uses your data, 

you can remove it. All of it. Everything must be opt-in, and not only clearly 

explained in plain language, but with regular reminders that you have the option 

to opt-out." (p. 79) 

Another aspect of the rights regarding privacy is the fact that the customer must be informed 

about the process of collecting their data. Companies and organization must inform the 

customers with a specific reason for collecting the data. How will the data be used, for how 

long and for what purpose must be presented to the customer according to the privacy rights 

(Kosciejew, 2014). 

  

2.6 - Key characteristics in technological surveillance 

In the digital age today, technology is a factor that both can threaten customers privacy and at 

the same time improve the customer experience (Rotenberg, 2015). In his article for UNESCO 

(United Nations Educational, Scientific and Cultural Organization) Rotenberg (2015) 

mentions three theories. 

 Amplification refers to the ability to gather more detailed and accurate information to a 

greater extent due to more advanced technology. Examples of amplification can be illustrated 

with the development of location-based services such as GSP. The GPS technology can 

through satellites determine an individual's location with a margin of error of 5-30 meters. 

The technological progress in terms of location-based services such as BLE Beacons is more 

accurate than previous tracking techniques. BLE Beacons can pinpoint an exact position of an 

individual through Bluetooth signals from a smartphone with only a few centimeters as a 

margin of error (Greenwald, Hampel ,Phadke & Poosala, 2011). As Rotenberg (2015) states 

in his article “There is considerable debate about whether it is appropriate to regulate 

techniques of amplification. While it is true that some of these methods intrude into private 

life, it is also clearly the case that such technologies have beneficial applications” (p. 2). 

Routinization is the process of implementing and practicing technology and methods in this 

case data collecting, in the everyday life of customers. It can be conceived as either 

appropriate or inappropriate when it comes to routinized techniques. The attitude from a 

customer perspective towards technology is determined by the purpose versus the sacrifice, as 

well as how used the customer is to that type of technology. To clarify routinization take 

camera surveillance for example. People consider camera surveillance appropriate in banks 

because they see the purpose of it, to prevent robberies. Camera surveillance in a public 

restroom, on the other hand, is considered inappropriate because people lack the 

understanding of its purpose (Rotenberg, 2015). 
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How used people are to certain technology is also a significant factor in routinization. Camera 

surveillance on public transportation has been used for a long time and people, in general, do 

not see that as an issue, because of the fact that they are used to it. Installing camera 

surveillance in workplaces, for example, is going to raise suspicion, due to the fact that people 

are not used to it (Rotenberg, 2015).  

Sublimation is defined as the increased difficulty to detect various techniques that collect data. 

Technology is getting more and more advanced and the possibilities for governments and 

corporations to collect data are increased. It is difficult for political and jurisdictional 

instances to detect and challenge the various methods for collecting data (Rotenberg, 2015). 

 

2.7 - Technology acceptance model 
Technology Acceptance Model (TAM) is a theoretical model explaining the customer’s 

technology adoption process when it comes to smartphone channels and applications. The 

model consists of the trade-off between benefits (Time Convenience, User Control and 

Service Compatibility) and costs (Risk and Cognitive Effort). Value M-channel is the value 

customers get from using the service or application via smartphone. Intentions to use is 

basically using the application for various purposes. Benefit is defined as service quality 

attributes and risk is defined as both monetary and nonmonetary costs such as effort, time and 

personal disclosure (Kleijnen, Ko & Wetzels, 2007). 

Time convenience is the first aspect that is covered in the model. Customers in today's digital 

society want to be able to access information and use services at any time and place. In a 

business environment that is focused on time saving, customers tend to be more impatient 

when it comes to searching for information or buying products and services.  It is of great 

importance that the customers feel that they are saving time and effort when using certain 

services or applications. It is based on the fact that time is our most precious and least 

replaceable asset (Kleijnen et al., 2007). 

User control is defined as the extent to which the customers have control over the content 

such as information and transactions for example. By being able to control the situation, the 

customer will be more likely to maintain a positive attitude towards the company. It also 

makes the customers believe they can influence the outcome and it will, therefore, increase 

the customer experience (Kleijnen et al., 2007). 

Service Compatibility is the third factor in the model. Compatibility is described as how 

customers perceive the new technology in terms of their needs, values and routines from past 

experiences. The primary reason for customers to use new technology is because they are 

given an opportunity to fulfill certain needs. The new technology enables them to do tasks or 

receive information in a different or improved way. For example, the need to check the mail 

inbox has always been there. Before smartphones individuals had to get access to a computer, 

now is it possible to do it in a public park or at a cafe (Kleijnen et al., 2007). 

Risk is a significant factor in the smartphone environment because of the allocation of 

responsibility and who is responsible for the protection of data and other personal 
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Figure 4.0 - Technology acceptance model (Kleijnen, Ko & Wetzels, 2007) 

information. Customers are sensitive about their personal information and especially 

monetary information and transactions, which can reduce the trust for new technology. 

Therefore, risk has a negative effect on the attitude towards new technology. If the security is 

not treated right in the eyes of the customers, trust issues might occur (Kleijnen et al., 2007). 

Cognitive Effort is the second factor in the cost category and is defined as the amount of effort 

that is involved for customers to comprehend the new technology and get to understand how it 

works. It can be compared to the search process for information, the less effort you must put 

into figuring out how it works the better the attitude becomes towards the new technology. A 

user-friendly application satisfies the users and will increase their overall experience 

compared to an application that is difficult and hard to understand (Kleijnen et al., 2007). 

 Time Consciousness is linked with time efficiency. Customers value their time spent in 

relation to the outcome or benefit they expect to receive. In the shopping process for goods 

and services, customers tend to not waste time and therefore the time aspect is vital in the 

technological acceptance model. Both service compatibility and time convenience are the two 

major factors that can reduce the time spent on new technology. Service compatibility will 

increase the productivity because the customer can accomplish tasks on the go and time 

convenience let the customer be more effective in their use of new technology or applications 

(Kleijnen et al., 2007). 

Value M-Channel is defined as the value a customer gets from using the application. The 

value is based upon the benefit factors. If customers perceive the application as an asset, they 

will receive a value by using it. On the contrary, if the benefit is lower than the costs the value 

will decrease or disappear (Kleijnen et al., 2007). 

Intentions to use, as a marketer it is the final goal in the marketing process to get the 

customers or users to actually buy or use the company's products or services. If the customers 

acknowledge the new technology or application and feel like the benefits overcome the risks, 

you have succeeded with the implementation of the newly developed technology (Kleijnen et 

al., 2007). 
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3 - Method 
This chapter will describe and justify the method, which is the basis for the essay structure. 

Scientific method and theory are selected and justified. Method and source criticism is observed. 

 

3.1 - Scientific methods 
In the processing of information that is relevant for a research project, there are two different 

methods available, the qualitative and quantitative. The different methods have different 

advantages and disadvantages. They should be used depending on what kind of information 

that will be collected. The quantitative method is based on a quantifiable result that can be 

measured. While the qualitative method is based upon verbal interviews with the respondent.  

We have chosen to use a deductive approach since we are not observing the respondents. 

With other words will we test our hypothesis and theories compared against what people 

perceive and do (Jacobsen, 2002). 

  

3.1.1 - Quantitative method 

According to Jacobsen (2002), the quantitative method is preferred when you want to 

standardize information and put it into categories. It is also easier to generalize, analyze and 

compare numbers. A quantitative method is better for questioning large numbers of 

respondents and thereby create a representative sample of the population. Researchers are able 

to examine a large amount of data to test the hypothesis and find correlations. 

 

3.1.2 - Qualitative method 

Qualitative method is according to Olsson & Sörensen (2007), used by researchers who need 

describing data and understanding for the subject. It is often severely more detailed than a 

quantitative research. However, due to the amount of time it takes to collect detailed data, 

qualitative research is often performed on a smaller number of respondents. The qualitative 

method researches characteristics and attributes of a subject, as well as getting a deeper 

understanding of the subject. 

 

3.2 - Choice of method 
We have used a quantitative method for our research. The decisions is based upon that we 

want to know what the masses think about privacy and location-based marketing, not single 

individuals. A qualitative method would go deeper on the reasons behind why location-based 

marketing is intruding or not on people's integrity (Jacobsen, 2002). This survey aims for 

knowledge about if individuals think that their privacy would be intruded and not why. 

Therefore, we think that it would be impropriate with a qualitative method.  

The quantitative research has been done with a descriptive approach, in other words, an 

explanatory approach. We will utilize a cross-sectional study, which according to Olsson & 

Sörensen (2007) is when a researcher examines a certain population at a certain time. Our 
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research will be based on a representative sample of the population. The results from the 

sample will be used to describe the entire population. The purpose of the survey is to find out 

if and when people's privacy are affected by location-based marketing. Because we require a 

lot of data the quantitative method is chosen. We will utilize enclosed questions, systematized 

with multiple choice questions. This will limit the respondents ability to express themselves 

freely and will make the answers measurable (Jacobsen, 2002). 

 

3.3 Data collection 
The purpose and problem identification determines which method the researcher will use to 

collect data. To get the right data for examination of our purpose and problem, both primary- 

and secondary data will be used. The primary data will be collected through a survey 

conducted in both Sweden and New Zealand. While the secondary data will be collected from 

scientific articles, literature, and trustworthy electronic sources.  

 

3.3.1 Primary data 

According to Jacobsen (2002), primary data is data that is collected for the first time. No 

other research has been done on that specific subject. The researcher is focusing on the 

primary source of information and collects the data himself. A great thing with primary data is 

the fact that the data collecting can be customized in a way that suits the study. There are 

several different methods which can be used when collecting primary data. The methods are 

interviews, observations and conducting surveys. Jacobsen (2002) also mentions that the 

researcher has some control over the reliability and conditions when collecting primary data. 

The researcher knows how the data collection has been done and therefore, able to reflect on 

how the reliability could be affected. 

 

3.3.2 Survey 

We have used a survey in our research. With a survey, you are able to collect huge amounts of 

data in a relatively short time (Jacobsen, 2002). We are interested in what the masses in 

Sweden and New Zealand think, not the individual. Therefore, our choice fell on conducting a 

survey and not interviews. The data collected from a survey can easily be categorized, 

generalized and in the end compared with our secondary data.  

Our survey contained seven questions (not including age and gender questions) and 

statements, which were standardized and categorized. Some of the questions were multiple-

choice questions while in other questions the respondent was asked to choose just one 

alternative. The purpose of the survey was to find out if and when location-based marketing 

affects individuals privacy. We also wanted to know if people in Sweden and New Zealand 

views privacy and location-based marketing different. The result will show which country that 

has the individuals who think that privacy is most important, in which business sector 

individuals are willing to disclose personal data, which type of data and how that data will be 

used.  
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We designed the survey to make sure that all questions were understandable and could be 

answered within a reasonable time. By letting several people test our survey before launching 

it, we found out that it would take around 4 minutes to complete it.  

The survey starts with two questions regarding gender and age. There will be no further 

research based upon gender. The age of the respondents will be used to categorize them into 

different age groups. All age groups will be in a range of 10, except the last one who will be 

used for anyone who is 58 years and older. The different age groups will be used to compare 

and evaluate if there is any difference in the view of privacy concerning the respondents age. 

This is followed by a question about how frequently the respondent use smartphone 

applications when they shop. After this question, we ask when they use applications during 

the shopping process. This question gives us an overview and understanding of when 

applications are mostly used by individuals for shopping.  

For the next question, we shifted our focus to privacy. We asked what individuals accept that 

companies know about them. This was a multiple-choice question with options such as age, 

economic situation, address, etc. The results of this question will provide a broader 

understanding of what type of personal data that individuals are willing to share. This is 

followed by a question that deals with what people think is OK for businesses to do with their 

personal data. That is followed by a question that highlights when individuals do not think it 

is OK for companies to collect their personal data. These questions will be used to examine 

what individuals think companies are allowed do with their personal data. 

Question number 8 is used to obtain data regarding if individuals believe that location-based 

marketing can improve their shopping experience. We asked if special offers sent to 

respondent’s phone would improve their shopping experience. The last question is about 

different business sectors that individuals are most willing to disclose their data to. This 

question will produce a result on which of the sectors that people has the greatest trust in. 

We used Google forms as the platform for our survey. The survey was distributed through 

digital channels for the Swedish individuals. For New Zealand, the survey was conducted on 

the streets of Auckland and through digital channels. We carried out the survey in Auckland 

on four different weekdays. The survey was also conducted in different places like 

universities, parks, squares, and streets. This was done to gather the right number of 

respondents and ensuring that we got different ages and people with different backgrounds. 

The digital part of the survey was distributed via digital channels and through contacts that we 

have established during our time in New Zealand. 

In several of the questions, we made sure that the sequence of the answer options came in 

different order for each respondent. This is to avoid that a certain answer has a higher chance 

of being selected (Jacobsen, 2002). 

 

3.3.3 Selection method 

According to Jacobsen (2002), it is difficult to conduct a survey consisting all residents of a 

city or country.  This requires huge amounts of resources and money. Jacobsen (2002) 
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mentions that researchers often face the problem of how large their population should be. 

Sending out questionnaires to all individuals in a city becomes impractical to carry out from 

an organizational, time and economic perspective. It is better to make a selection or a sample 

from the total population (Jacobsen, 2002). 

We have used random selection. The random selection is based upon a representative cross-

section of the population, given a sufficient number of respondents and that the respondents 

are randomly chosen (Jacobsen, 2002). 

Probability selection is when the selection is made randomly, all individuals in a population 

has the same chance to be a part of the study. The opposite of this, non-probability selection 

implies that certain individuals have a greater chance than others to participate in the study. 

With a probability selection, the researcher avoids biases and it is possible to generalize from 

the selection (Jacobsen, 2002). 

A study in all of New Zealand is too excessive in relation to the extent of the study. This 

would require too much time and resources. Therefore, we have for New Zealand decided to 

investigate individuals from Auckland. Auckland is the largest city in New Zealand, 

containing 30% of New Zealand's entire population (http://nzdotstat.stats.govt.nz). In Sweden, 

we have chosen to investigate individuals from all of Sweden since the survey is only 

distributed online. For our study to be as representative as possible, probability selection has 

been done randomly with the method-stratified selection. Stratified selection is when you 

divided the population into groups, called strata. Strata can, for example, be men and/or 

women. This aim is to recreate the population in miniature (Jacobsen, 2002). Our strata are 

that we remove anyone with an age below 18.  

  

 3.3.4 Sample size 

As previously mentioned, there is not enough time or resources to examine an entire 

population. Thus, we have chosen to make a selection. We carried out a comparative study 

between New Zealand and Sweden. We therefore made a selection in both countries. One of 

our selections were for Auckland, New Zealand. The other one is for Sweden in general. 

Auckland has 1,058,400 people aged 18 and older (http://nzdotstat.stats.govt.nz). Sweden has 

7,624,341 people aged 18 and older (http://www.statistikdatabasen.scb.se). Based on this we 

got the following sample sizes: 
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We will thus have 385 respondents for both Sweden and New Zealand, a total of 770. Having 

5 as confidence interval means that we are 95% confident that our results are representative of 

the whole population. We should therefore statistically generalize correctly in 95% of the 

cases (Jacobsen, 2002). 

 

3.3.5 Selection of respondents 

The Swedish part of our survey was distributed via digital channels such as Facebook and 

LinkedIn. We were meticulous to share it to various age groups, to make sure that we got a 

representative sample. As for the New Zealand part of the survey, it was conducted with both 

digital and paper surveys in Auckland city. We distributed the digital survey, through digital 

channels. The remaining answers were collected via paper surveys in public places in 

downtown Auckland. We selected places such as parks, squares, transport hubs and 

universities. These places had a high percolation of people of different age and backgrounds.  

 

Our rough estimation for how many individuals we reached out to in New Zealand consists of 

~400 on the streets of Auckland ~200 through e-mails. For our Swedish survey, we invited 

~900 friends of facebook and ~600 contacts on LinkedIn. By posting our survey on social 

media platforms, the reach of the survey goes beyond just the individuals that were invited to 

participate. That is because of the way social media works. Overall, we estimated that our 

survey reached out to ~2100+ individuals in both Sweden and New Zealand. 

For our survey, we had as a criteria that the respondent must be 18 years or older. That is 

because in Sweden it is not legal to do marketing aimed for children under 18 years. It is 

applicable to all types of media (http://www.konsumentverket.se/). Therefore, no respondents 

under 18 years are of interest to our survey about privacy and location-based marketing. Since 

we have chosen to exclude minors in Sweden we also choose to leave out all respondents 

under 18 years in New Zealand as well. 

 

Figure 4.0 -Determine Sample Size Sweden 

(Survey Monkey, 1999). 

Figure 5.0 - Determine Sample Size 

Auckland (Survey Monkey, 1999). 
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3.3.6 Secondary data 

Secondary data is according to Jacobsen (2002) data collected by another researcher, often 

with a different intention.  

The data used in this essay are from scientific articles, journals and relevant articles collected 

from the database of Halmstad University called Summon and the underlying databases 

available through the Summon platform. Some data are also collected from Halmstad 

University's Library. 

Keywords that we used were privacy, location-based marketing, right of privacy, information 

management, consumer behavior, data privacy, personal information, data collection, 

location-based services and BLE Beacons. 

 

3.3.7 Selection of theory 

We have used several different sources to gather theory for this essay. We have to a great 

extent avoided using websites from the internet as sources. Location-based marketing is a 

rapidly changing and a growing subject. Thereby some websites have inevitably been used for 

our framework of theory. These websites are exclusively reliable and include UN agencies 

such as UNESCO and OHCHR. The sources that were most relevant for our work were 

scientific articles and literature. 

Theories picked from scientific articles are spanning over several different topics that are 

related to our research. Relevant articles about both privacy and location-based marketing 

have been sought extensively and comprehensively. The information and theories compiled 

from these articles will be examined and then either confirmed or rejected. Scientific articles 

have been used to gather theories which later will be compared against our empirical data, and 

thus reach a conclusion. 

 

3.4 Method criticism 
The survey for New Zealand conducted in paper form in central Auckland may have suffered 

from the Hawthorne Effect. The Hawthorne Effect is what happens when a subject/respondent 

unintentionally change their behavior because they know they are being observed, and 

therefore act differently than they would if they were not observed (Jacobsen, 2002). This 

effect may possibly have occurred when we were in the vicinity of the respondents answering 

the survey. The Swedish survey may have a higher validity than the New Zealand one. One 

should keep in mind that a large proportion of the respondents in New Zealand also made the 

survey digitally and were then not subjected to any influence from the researchers. 

We could note that the survey took longer than expected to do on paper than digitally. We do, 

however, believe that it does not affect the validity in the overall result. Furthermore, the 

surveys were done in two different languages. Minor differences may exist between the two 

as the Swedish survey was translated into English. Major emphasis was given to ensure that 

the surveys were as identical as possible to avoid biases of the results. 



20 
 

For the surveys, we used 95 percent confidence level and confidence interval 5. If the study 

had 99 percent confidence level and confidence interval 5 it had demanded a higher amount of 

respondents, and at the same time led to a result that better represented the whole population.  

3.5 Source criticism 

Since many different sources have been used in this work, it is important that the sources are 

critically assessed. Especially the electronic sources should be examined critically. Secondary 

sources are according to Jacobsen (2002) data that others have collected. The scientific papers 

that we retrieved information from, we consider as reliable. 

When researching, one must not accept the scientific sources just as they are. This means that 

researchers shall examine when and where the research is conducted. To have sources that are 

updated and relatively new is important for the credibility of the research (Denscombe, 2009). 

According to Thuren (2013), there are four criteria when assessing a source. The first criteria 

are Authenticity, to check if the author is an expert in the area and the sources used in his 

work are correct. The other is Time connection, how long it has been since the event, which 

the source describes. The third criteria is Independence, an author who has witnessed an event 

are more credible than if the author heard it from someone else. The last criteria are the 

Tendency of freedom, it is important to pay attention to whether there are hidden purposes 

with the text. All these criteria have been taken in consideration when selecting sources for 

this essay.  

Since location-based marketing is constantly developing and the research around the subject 

is relatively weak. It led to difficulties for us researchers to find relevant information in many 

scientific articles, which were often outdated. There were more relevant articles regarding 

privacy, due to the fact that the subject has been studied to a greater extent. 

 

3.6 Ethics 
A survey means that you breaking an individual's private sphere. According to Jacobsen 

(2002), there are three basic requirements for conducting a survey.  

 The first is Informed consent, the respondent must be given the option to choose 

whether they want to participate or not.  

 The second requirement is Requirement of private life, the respondent must be given a 

option to be anonymous.  

 The third requirement is that the respondent must be Accurately reflected. The answers 

from the respondent should be correctly reflected in the result.  

We have followed and fulfilled all three requirements for our surveys, both in Sweden and 

New Zealand. The information and the answers of the respondents in our surveys are only 

used for educational purposes. Our result and data are not submitted to any third party. 
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59,0% 
(227) 
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38,2% 
(147) 

61,8% 
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4 - Empirical Framework 
In this chapter we will present the collected empirical data. The data have been collected through 
surveys in both Sweden and New Zealand. In this chapter the same questions will be presented for 
both countries. 

 

4.1 - Survey to research integrity and location-based marketing 
When presenting the data of the survey, we have chosen to present each question from both 

countries in order to make the experience of reviewing and comparing easier. This data is also 

complemented with charts from the survey showing the exact percentage and outcome of each 

question. We use percentage to make it easy to compare the results. Numbers in parentheses 

are the number of respondents for each answer. 

 

4.2 - Survey overview 
The survey has been conducted on 385 respondents in both countries, a total of 770 

respondents. Below is a pie chart on the gender of our respondents (Chart 1.0 & Chart 1.1). 

The age of the respondents is 18 years and upwards. In the charts below (Chart 2.0 & Chart 

2.1), respondents are divided into age groups of 10 years per age group. This is to facilitate 

the understanding of the age distribution we have in our research. No further research is based 

on the age of the respondents. 

As seen below in Chart 1.0 and Chart 1.1, the gender distribution of the survey in Sweden and 

New Zealand are about the same. In New Zealand, 59% of the respondents were men and for 

Sweden, the number was 38.2%. 41% of the respondents in New Zealand were women and 

the corresponding number for Sweden was 61.8%. As no further research is done based on 

gender, these charts are for presentation purposes only.  

Chart 1.0 - Gender New Zealand Chart 1.1 - Gender Sweden 



22 
 

Charts 2.0 and 2.1 show the age distribution in the surveys. For the New Zealand survey, the 

age distribution was even and spread across the different age groups that we selected. The 

largest interval was 18-27 containing 36% of the respondents. Second largest group of 

respondents was 38-47 with 24%. Only 5% were 58 years or older.  

The age group 18-27 with 78% dominated the Swedish survey. As chart 2.0 shows, the 

percentage for 58 years or older, are lowest with just 2% of the respondents being of that age. 

There was a big leap between the two biggest group of respondents, with the second largest 

group 28-37 containing just 9% of the respondents. The age distribution is not used for further 

research. We are more interested in the differences between the two countries than differences 

among the age groups.  

 

 

4.3 - Smartphone usage when shopping 
Charts 3.0 and 3.1 shows how often respondents make use of smartphone applications when 

shopping. In New Zealand, 21.2% responded that they use it often and exactly the same 

percentage said they rarely make use of applications in the shopping process. More responded 

that they quite often use applications with 25.8% compared to the number of respondents 

using it quite rarely with 12.1%.  

36% 
(139) 

22% (85) 

24% (92) 

13% (50) 

5%  
(19) 

Age New Zealand 

18-27 28-37 38-47 48-57 58+ 

78% 
(299) 

9% (34) 

6%  
(23) 

5%  
(21) 

2%  
(8) 

Age Sweden 

18-27 28-37 38-47 48-57 58+ 

Chart 2.0 - Age New Zealand Chart 2.1 - Age Sweden 



23 
 

21,2% (82) 

12,1% (47) 
19,7% (76) 

25,8% (99) 
21,2% (82) 

0% 

20% 

40% 

60% 

80% 

100% 

1-Rarely 2 - Quite Rarely 3 - Sometimes 4 - Quite often 5 -Often 

3 - Do you use smart phone applications for shopping? 
(information, discounts, offers etc) - New Zealand 

18,9% (73) 18,9% (73) 
25,0% (96) 

21,0% (81) 
16,2% (62) 

0% 

20% 

40% 

60% 

80% 

100% 

1-Rarely 2 - Quite Rarely 3 - Sometimes 4 - Quite often 5 -Often 

3 - Do you use smart phone applications for shopping? 
(information, discounts, offers etc) - Sweden 

 

The Swedish survey showed that 16.2% of the respondents often use applications. 18.9% use 

it rarely. In addition, there were more who used it quite often (21%) compared to quite rarely 

(18.9%). Overall, for both countries, there are a few percent advantages for respondents using 

applications quite often or often compared to quite rarely or rarely. 

 

 

 

Chart 3.0 - Smartphone applications and usage - New Zealand 

Chart 3.1 - Smartphone applications and usage - Sweden 
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4.4 -When are applications used during the shopping process 
Charts 4.0 and 4.1 shows when respondents use applications during the shopping process. 

This was a multiple-choice question, which explains why the total percentage is higher than 

100%. In Chart 4.0 it is possible to deduce that New Zealanders frequently used applications 

before the purchase with as many as 81.8% choosing that answer. Almost half (47%) of the 

respondents use it while purchasing. 10.6% used applications after the purchase. About a fifth 

of the respondents, 21.2% answered that they did not use any applications when they are 

shopping. 

 

The Swedish survey showed that 75.9% used applications before the purchase. 44.9% uses it 

while purchasing. Very few of the respondents, 3.4%, used applications after the purchase. 

15.9% said that they do not use applications in the shopping process. 

75,9% (292) 

44,8% (172) 

3,4% (13) 

15,9% (61) 

1,4% (5) 
0% 

20% 

40% 

60% 

80% 

100% 

Before the purchase While purchasing After the purchase I don't use 
applications 

Other 

4. If so, when do you use that application in the shopping 
process? - Sweden 

Chart 4.0 - When are applications used in the shopping process - New Zealand 

 

Chart 4.1 - When are applications used in the shopping process - Sweden 
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4.5 - I think it is OK that companies know the following about me 
Chart 5.0 and 5.1 treats the question of what respondents feel is OK that companies know 

about them. Respondents were asked to choose three answer options. The different answer 

options consisted of various forms of personal information that an individual might find tough 

to disclose.  

Chart 5.0 shows what the New Zealand respondents thought was OK for companies to know 

about them. Almost all respondents thought gender was OK that companies knew about them 

with 89.4% choosing that answer. Age came second with 81.8%. Name (66.7%) was third 

most all right according to the New Zealanders. Religious and sexual preferences and 

economic situation were chosen by few with 7.6% and 9.1%. A higher percentage thought it 

was OK for companies to know their shopping habits online, 42.4%, than their shopping 

habits in store, 25.8%. 

 

The Swedish survey's top 3 was identical to the New Zealand results. Gender came first with 

89%, age second with 86.3%, and name was third with 74% of the respondents choosing that 

answer. About half of the respondents thought it was okay that the companies knew about 

their shopping behavior online with 52.1%. Address and movement in public places received 

about the same response rate of 37% and 34.9% respectively. Swedes do not like to disclose 

information about their religious or sexual preferences with a percentage of only 4.8%. Other 

answers that showed a low percentage was in store shopping habits (15.8%), marital status 

(16.4%) and economic situation (8.2%). 

3,0% (12) 

25,8% (99) 

12,1% (47) 

42,4% (163) 

7,6% (29) 

9,1% (35) 

16,7% (64) 

28,8% (111) 

89,4% (344) 

81,8% (315) 

66,7% (257) 
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5. I am OK with companies knowing this about me - New 
Zealand 

Chart 5.0 - I am OK with companies knowing this about me - New Zealand 
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4.6 - It is OK for companies to collect data if I know the following 

Chart 6.0 illustrates what the respondents prioritize to know when companies collect data 

from them. The chart shows which of the following statement that is most important to them. 

Who is using the collected data is represented by 37.4% of the respondents, which implicates 

that individuals want to be able to see who is using their data.  

When asked that the data will be used to get discounts, 27.3% selected that answer. 68.2% 

selected that they want to be able to control their data and remove it whenever they want. This 

was the most selected answer in the survey. 30.3% felt that it was OK to disclose information 

to get personalized offers in return. 53% meant that it was OK for companies to collect data if 

they explain the reason behind it. 37.9% thinks it OK to disclose data if that information is 

used to increase the customer service. Only 15.2% cared if the company was a well-known 

company that is collecting the information. When it comes to collecting data to improve the 

company’s products and services 25.8% feel it was OK to disclose information. Finally, 

12.1% did not think it was OK for companies to collect their data. 
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The chart 6.1 for the Swedish respondents, on the other hand, 55.1% felt the need to know 

who is using their data, which were more selected than in the New Zealand survey. 25.9% 

answered that is was OK if they would receive some sort of discount in exchange. 56.5%, 

which is once again the most selected answer, feels that they want to be able to remove their 

data whenever they want. 40.8% think it is OK if they get personalized offers in return for 

disclosing data. As also showed in chart 6.0, 51.7% of the Swedish respondents consider 

knowing the purpose behind the collecting of data as important. 19% think it is safer to 

disclose information if the company is well known. 29.9% believes that it is OK to share data 

if the company uses the data to improve their products and services. Only 11.6% did not think 

it was OK for companies to collect their data. 2% of the respondents selected other but did not 

tell us what that could be. 
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4.7 - I do not think it is okay for companies to collect data if 
In chart 7.0, when asked when they consider disclosing information is not OK, the 

respondents showed that a full 86.4% believed it was not OK to collect their data if the 

company sells the information. 12.1% answered that it is not OK if the company do it for their 

own good only. 75.8% of the respondents consider knowing when and how the companies 

collect their data and feel like it is not OK if they do it without letting them know about it. 

1.5% thinks that it is OK for companies to collect data no matter what. 51.5% believes it is 

not OK if companies share the information to other companies. 47% are sensitive towards 

companies collecting their payment details and 34.8% towards collecting their social security 

number. 3% selected the other option but did not tell us what that could be.  

 

In chart 7.1, 70.7% of the Swedish respondents did not think it was OK for companies to 

collect data and then sell it to other companies. Merely 19.7% think that collecting data for 

the companies own good only is not OK. The most frequent answer with 80.3% was collecting 

data without letting the customer know about it. Only 4.8% thought it was OK for companies 

to collect their data no matter what. 34% selected the answer where they did not like when 

companies share their data with other companies. 50.3% choose the answer regarding 

collecting payments details and 34% collecting and saving social security number. Only 1.4% 

chose the other option but did not tell us what that could be.  

Chart 7.0 - I do not think it is OK for companies to collect data if - New Zealand 
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4.8 - Would offers sent to your phone in store increase the shopping 

experience 

Chart 8.0, when getting asked if information and special offers sent to their phone would 

increase their shopping experience upon entering a store. 16.7% strongly disagree that 

information and offers would increase their shopping experience. 16.7% disagree with the 

statement. 30.3% stood neutral in the question. The most selected answer was agree with 

31.8% and finally, 4.5% strongly agree with the statement.  
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On the Swedish chart 8.1 regarding entering a store, if information and special offers would 

increase their shopping experience, 14.3% strongly disagree with the statement. 19% 

disagreed while 27.2% selected neutral in the question. 27.2% agreed with the statement and 

12.2% strongly agreed that information and special offers upon entering a store would 

increase their shopping experience.  

 

 

4.9 - I trust the following sectors to collect data from me 

To get an understanding of which sectors that the public feel confident in disclosing 

information to. Chart 9.0 shows that trust of disclosing information to the transport sector is 

50.8%. Grocery reached 33.8%. 26.2% of the respondents felt trust in the retail sector. Only 

18.5% selected the fashion sector. Telecommunication reached 26.2% and finance 32.3%. 

Healthcare was the most selected answer with 73.8%, followed by 63.1% choosing the 

governmental sector. 18.5% feel trust towards the entertainment business and 4.6% selected 

other but did not tell us what that could be.  
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In Chart 9.1, 23.8% of the Swedish respondents selected transport. 48.3% trust the grocery 

sector while only 22.4% feel confident disclosing information to the retail sector. Fashion, on 

the other hand, reached 36.4%. Telecommunication with 17.5% was the least selected option. 

21.7% trusted the finance sector. Healthcare and governmental was widely selected, same as 

the New Zealand survey with 64.3% for healthcare and 62.9% for governmental. 25.2% 

answered entertainment and 2.1% chose other but did not tell us what that could be.  
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Chart 9.1 - Which sectors respondent trust to collect data from them - Sweden 
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5 - Analysis 
In this chapter, we will compare the theoretical framework with the empirical studies to outline 

differences and similarities with previous research. 

 

5.1 - Information in location-based marketing 
According to Beldona et al. (2012) push and pull are used to distribute information to 

customers in two different ways. If the entire consumer experience is increased, customers are 

willing to use a combination of push and pull. Push is based upon that the sender, in many 

cases the marketer, sends the message out to the customer.  

Push leaves the customer without any control over the message. The company that sends the 

message determines where and when they send it. Customers will only receive the message 

and are not able to affect the message itself. However, the timing of the message is important. 

A push message delivered at the right time will possibly bring additional value to the 

customers. If the message is sent at the wrong time, customers could get upset and distance 

themselves from the company that sent the message (Rimlinger, 2011).   

Push notifications can be sent by using BLE Beacons. BLE Beacons is a location-based 

service that can determine an individual's position with a few centimeters as a margin of error 

(Greenwald. et.al 2011). As shown in figure 2.0, pull message can be sent when, for example, 

an individual step into a store (Kotler et al., 2005). 

In chart 8.0 and 8.1, when getting asked if information and special offers sent to their phone 

would increase their shopping experience upon entering a store, our respondents for New 

Zealand answered that they agree with 31.8% and strongly agree with 4.5%. 30.3% were 

neutral in the question. Over half of the respondents for New Zealand think therefore that a 

message sent to them with push would rather increase their shopping experience than make it 

worse. The Swedish respondents showed the same tendency to think it was generally more 

positive than negative. 27.2% chose agree and 12.2% strongly agree. 27.2% were neutral on 

the issue. This indicates that the majority of Swedes, just like the New Zealanders, are 

neutral/positive to receive a message with information or special offers upon entering a store. 

This goes well with what Rimlinger (2012) says about push messages, if sent at the right time 

it can provide additional value to customers. Entering a store might be the right time to send a 

push message since the result for both countries were positive in our research. 

Pull is when a customer actively searches for information. A demand for information about, 

for example, a product is created within the mind of the customer. The customer makes 

contact with the product, therefore, it is said that the customer “pulls” out the information. If a 

customer chooses to use the pull method, they have probably great trust for the brand (Jyh-

Shen et al., 2009). Beldona et al. (2012) say that pull is more easily accepted. This is because 

the customer is in control of the information and decides when they want to take part of it. 

They also mention that pull is most often used before or during a purchase. 
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Our study, illustrated in chart 4.0 and 4.1 shows when respondents use applications in the 

shopping process. Chart 4.0 shows that an entire 81.8% of the respondents in New Zealand 

use applications before they buy something. Almost half (47%) use it while purchasing. 

10.6% of the respondents use applications after the purchase, and 21.2% said they do not use 

applications at all. A large majority of the New Zealanders thereby use applications before 

they make a purchase. 

The Swedish results are similar to the New Zealand one. 75.9% said they use applications 

before making a purchase. Here is also the percentage for while purchasing just below 50% 

with 44.8% of the respondents choosing that answer. Notably, fewer Swedes use applications 

after a purchase, with only 3.4%. 15.9% said that they do not use applications when shopping. 

Looking at these results, it goes well with what Beldona et al. (2012) says about the pull 

method. They state that pull is commonly used before or during a purchase, our result 

confirms the theory. The pull method is used for searching information, and thus it is natural 

that this is being done before the purchase or while purchasing. 

  

5.2 - Tracking of individuals 
According to Cen (2011) GPS and other location-based technologies that track the physical 

movement of individuals or customers are not considered as an intrusion of privacy. The 

reason behind the theory is the fact that every movement and behavior in public places is 

accessible to everyone that is present and able to observe it. Therefore, the sensitivity towards 

observing individuals in public places is less intrusive than observing individuals in private 

places.  

Our study (Chart 5.0 and 5.1) shows that 12.1% from New Zealand and 15.5% from Sweden 

are OK with companies knowing and observing their physical movement in public places. 

Those numbers compared to other answers in our survey are among the lowest selected 

options. Our results do not match Cens (2011) theory that GPS and location-based tracking 

systems do not intrude on the privacy of individuals.  

When asked if the respondent was OK with companies knowing about their in-store shopping 

behavior the percentage increase from 12.1% to 25.8% (chart 5.0) and from 15.5% to 34.5% 

(chart 5.1). Our result from the survey shows that the respondents are less sensitive towards 

being observed inside a store rather outside a store.  

Notably, 42.4% (chart 5.0) and 52.1% (chart 5.1) of the respondents answered that it was OK 

for companies to collect their data online. That also disproves Cens theory (2011) that 

collecting data in public places is less important than in private places. Due to the fact that our 

respondents consider data collecting online less intrusive than data collecting in public places 

and in store. 
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5.3 - Willingness of information disclosure 
According to Thommesen and Andersen (2009), there are seven criteria that affect the 

willingness of customers to disclose information. In our survey, we asked our respondents 

about three of those criteria to get an understanding of their importance.   

In the survey for New Zealand (chart 6.0), 36.4% answered it was important for them who is 

using their data. It is the fourth most selected answer when asked what is important to know 

when companies collect their data. Our respondents from the Swedish survey (chart 6.1) 55% 

considered knowing who is collecting and using their data as important. It is the second most 

selected answer regarding data collection. Our result shows that it is more important for 

Swedes (55%) to know who the receiver of the information is compared to what the 

responders from New Zealand (36.4%) answered. 

Another criteria that Thommesen and Andersen (2009) mentions is the purpose of the 

observation. For a customer to become more willing to share data and information, it is 

important for them to know the reason behind the data collecting. When we asked our 

respondents how important knowing the purpose behind the collecting and usage of their data, 

53% from New Zealand (chart 6.0) and 51.7% (chart 6.1) of the Swedish respondents 

considered it as important to them. This shows the importance of informing customers what 

their data will be used for. Our results match Thommesen and Andersen (2009) point of view 

in terms of the purpose of the observation.    

Awareness and control are the third criteria we asked in our survey. When asked if the 

respondents value the fact that they can remove their data at any time, 68.2% (chart 6.1) 

agreed it was important to them. 56.5% of the Swedish respondents answered that it was 

important for them. Both groups of respondents value awareness and control when it comes 

to companies collecting their data, as Thommesen and Andersen (2009) stated in their theory 

about the seven criteria that affect customers' willingness to disclose data. 

 

5.4 - Personalization 
Personalization is a theory that Arora et al. (2008) formed regarding how companies prepare 

and design their marketing message. By analyzing customer data, companies can create 

personalized information, offers, products and services based on the behavior of the customer. 

The reason behind that is to become more effective and precise when it comes to 

communication and marketing towards certain customers or potential customers.  

In our survey, we asked if information and special offers sent to your phone would increase 

your shopping experience when entering a store. Chart (8.0) show that 33.4% disagree or 

strongly disagree  with the statement. They would not like to get personalized offers sent to 

their smartphones. In chart 8.1, 33.3% disagree or strongly disagree with the statement. In 

New Zealand, 30.3% of the respondents and 27.2% of the Swedish respondents were neutral 

on the matter.  
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It is hard to tell why they remained neutral, reasons for that can be that they never 

experienced that sort of marketing or they did not have any opinions on personalization. On 

the other hand, 36.3% (chart 8.0) and 39.4% (chart 8.1) agreed or strongly agreed that 

personalized information and offers would increase their shopping experience which Arora et 

al. (2008) also imply. 

 

5.5 - Customer privacy 
Kosciejew (2014) has studied personal data rights and discussed several rights a customer 

possesses regarding data collecting and the use of the customer data. Kosciejew (2014) 

mentions rights such as the protection of your identity, the right to be able to take part of your 

information as well as being able to benefit from disclosing personal data.  

Kosciejew (2014) stresses the fact that a customer is in a position to possess and determinate 

how the data and information will be used. Whenever there is an exchange of information 

between a customer and company, it should be clear for what purpose the information will be 

used. The protection of that data is also a factor that must be taken into consideration. If a 

customer discloses information to a certain company, the customer takes for granted that the 

information will be used by that specific company. Unless there is a mutual agreement that 

the information can be used for other purposes.  

When we asked our respondents what they do not think is OK for companies, in terms of 

collecting data, two answer options stood out in the survey. 86.4% (chart 7.0) and 70.7% 

(chart 7.1) did not think it was OK if the company sold their personal data. As Kosciejew 

(2014) states, the customer are in possession of their data. If the company sell that information 

the customer are no longer in charge of the information. The ownership of the information has 

changed from the customer to the company. That is a violation towards the right of personal 

data according to Kosciejew (2014), which more than the majority of the respondents agree 

with.  

The second answer that was widely selected was they [the company] do it [collecting data] 

without letting the customer know about it reached 75.8% (chart 7.0) and 80.3% (chart 7.1). 

That is a clear violation towards the right of personal data due to the fact that the customer is 

not aware of the data collecting. When a company collects data and information, the customer 

has no way of knowing the rights and conditions of the specific data collection. In addition to 

that, the customer has not agreed that they are willing to share or disclose information. The 

customer has no chance to possess or determinate how their information will be used, which 

is according to Kosciejew (2014) a violation of privacy. 

 

5.6 - Privacy and benefit 
In terms of the discussion between customer benefit and intrusion of privacy, Rotenberg 

(2015) has developed a theory called key characteristics in technological surveillance. 

Amplification is the ability to gather more detailed and accurate information about customers 

with advanced technology.  
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If companies can utilize different techniques to gather the right data and information about the 

customers there might be more intrusion of customer privacy, at the same time will the 

customer benefit potentially increase. In our survey, most respondents answered it was OK for 

companies to collect data about their customer behavior. The New Zealand respondents 

considered disclosing information about the customer behavior online (42.4%) and in-store 

(25.8%) as OK (chart 5.0). 52.1% of the Swedish respondents agreed that it was OK for 

companies to collect data regarding their online behavior and 34.5% for in-store behavior 

(chart 5.1). 

To further support Rotenberg's (2015) theory about amplification, 27.3% (chart 6.0) and 

25.9% (chart 6.1) of our respondents answered that they would give up personal data to 

receive discounts. 30.3% (chart 6.0) and 40.8% (chart 6.1) answered that it was OK for 

companies to collect their data if they get personalized offers. 37.9% (chart 6.0) and 20.5% 

(chart 6.1) of the respondents are willing to give up their privacy to increase the customer 

service. All these numbers support the theory about amplification that customers are willing 

to ease up on the privacy aspects to gain personal benefits. 

 

5.7 - Customer application adoption 
Technology Acceptance Model (TAM) is a theory regarding customer technology adoption in 

smartphones applications. The model consists of benefit, which are reasons for customers to 

use the technology. Cost is defined as setbacks when using the technology. If the benefit is 

higher than the cost, the customer gets intentions to use it, and get some sort of value from it. 

Time convenience, user control and service compatibility are positive aspects while risk and 

cognitive effect are negative aspects of application usage (Kleijnen et al., 2007). 

Time Convenience is one of the three benefit factors in the model. It is linked with time saving 

and accessibility. When looking for information, customers want the application to provide 

them with fast and accurate information with low effort (Kleijnen et al., 2007). 

User control is the second benefit factor and is described as the amount of control the 

customer have in terms of content, information and transactions for example. It is also to what 

extent a customer can influence the outcome of the application (Kleijnen et al., 2007). 

Service Compatibility is the last factor which cover how customer perceive the applications in 

terms of their needs, values and experience from similar applications or technologies 

(Kleijnen et al., 2007). 

Risk is the first cost factor regarding the responsibility and security of personal data and 

information. Since there might be sensitive information about the individual or monetary 

transactions, there is a fear of information being leaked or hacked (Kleijnen et al., 2007). 

Cognitive Effort is the amount of effort required for a customer to understand the application 

and how to use it properly. An application that is difficult to understand will create a negative 

attitude from a customer perspective (Kleijnen et al., 2007). 
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Value-m channel is the value aspect in the Technology Acceptance Model. The benefit factors 

determine the amount of value a customer gets from using the technology or application 

(Kleijnen et al., 2007). 

Time Consciousness is the time the customer earns or loses when using the application. If the 

positive attributes is higher than the negative attributes the customer will save time and effort 

and vice versa. If the customer feels that the application saves time and effort they will have a 

reason to use it, which leads us to the next factor (Kleijnen et al., 2007). 

Intentions to use is the final step and if the positive aspects are higher than the negative 

aspects of the application, the customer have intentions to use the new application. If that is 

the case, the new technology or application has succeeded (Kleijnen et al., 2007). 

When we asked our respondents if they use smartphone applications for shopping the majority 

in both Sweden and New Zealand answered that they use applications when shopping. Chart 

3.0 and 3.1 shows that 47% and 37.2% of the respondents use applications quite often and 

often when shopping. 19.7% (chart 3.0) and 25% (chart 3.1) use the application sometimes. 

33.3% (chart 3.0) and 37.8% (chart 3.1) answered that they rarely and quite rarely use 

applications. Those who answered quite often and often have intentions to use the application 

when shopping. They believe that the benefit overcome the cost. Sometimes is defined as 

neutral or that the respondents do it from time to time. Rarely and quite rarely on the 

opposite, the customer feel that the risk overcome the benefit. Overall, our respondents use 

applications when shopping and that means that they have accepted the technology or 

application as Kleijnen et al. (2007) theory refers to. 
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6 - Conclusion 
In this chapter, we will conclude our research and discuss our own thoughts of why we have 
achieved the result in question. We will further develop the answer to our research question and 
what knowledge we have learned about location-based marketing and privacy. We will state what 
kind of forces we think lie underneath and what kind of further research can be done 

 

6.1 - Conclusion 
Q1: If and when does location-based marketing intrude on individual’s privacy? 

In our study have we consistently studied if and when location-based marketing does intrude 

on individual’s privacy. We conducted a survey question in New Zealand regarding if 

information and special offers sent to their phone would increase their shopping experience 

upon entering a store. This revealed that well over half of the New Zealanders were positive 

or at least had a neutral attitude to get a Push message sent to them. For the same question in 

Sweden, the majority was also positive, or at least, had a neutral attitude to push messages. 

We concluded from this that push notifications in most cases does not intrude on an 

individual's integrity. 

We also studied when people used applications in the shopping process. Our survey question 

regarding this showed that the vast majority of both New Zealanders and Swedes use 

applications to search for information before they shop. About half of the respondents in both 

New Zealand and Sweden used it during the shopping process. There were few who never use 

applications in the shopping process. Our study is thus showing that it is common for people 

to actively seek information before they are shopping. According to our survey, pull do not 

intrude on individual's privacy according to individuals in both New Zealand and Sweden. 

Whether location-based marketing is intrusive, according to our study, is situational. In terms 

of what information that is collected, individuals perceive intrusion differently. Factors like 

shopping habits or customer behavior are of a lesser sensitivity level for individuals compared 

to personal information such as sexual preferences, marital status or economic situation. As a 

marketer, customer behavior is one of the key factors. What they buy, where the buy it and 

how the buy it are crucial information that is useful to companies. Therefore, our conclusion 

is that location-based marketing is both an effective and tolerated technique when studying 

customers and their behavior. 

Q2: Does individuals perceive privacy differentially in Sweden and New Zealand? 

According to our empirical work, we found that both the Swedish and New Zealand study 

have similar results regarding privacy and what is OK and not OK when disclosing 

information to companies. When looking at our graphs there are significant similarities with 

the top selected answers and the lowest selected answers. There are slight differences in 

percentage but overall, the result matches between the two nationalities. Regarding what 

sectors that the respondents feel confident disclosing information to, there are some 

differences but the reason behind that is most likely the institutional structure of the branches 
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that differs between the two countries. Our conclusion is that individuals of Sweden and New 

Zealand do not perceive privacy different when it comes to location-based marketing. 

Q3: From the individual's perspective, what is the limit for information disclosure? 

The limit for information disclosure is based upon benefit versus cost. Basically, individual’s 

agree to disclose personal information when they feel they are getting some sort of 

compensation in return. There is information that is considered as high cost information and 

for a company to be able to take part of that specific information, the benefit for the customer 

must be higher.  

The second factor that sets the limit for disclosing information is how companies use the 

collected data. If companies use the information in a bad manner customers feel 

uncomfortable disclosing information. On the opposite if the customer feel like their data and 

information are in good hands, they have higher possibilities to share their personal 

information. Another aspect is the amount of control the customer possess over their data. 

Customers wish to be able to own their data and remove it whenever they want. Our 

conclusion is therefore, the limit is based upon benefit versus cost and how the companies 

treat the information that is collected or handed to them. 

 

6.2 – Suggestion of further research 

Our study is a cross-country study between two countries. A company that uses location-

based services in their business in Sweden or New Zealand might be interested in making a 

in-depth study in that specific country. It would be interesting to do a study and see why 

people think as they think regarding location-based services and how it affects people's 

privacy. Our study shows that New Zealanders and Swedes have very similar views when it 

comes to privacy. Further studies could be carried out in countries, which vary more, 

alternatively on the cultural differences that form the basis for countries' similarities/ 

differences. 

Another angle on location-based marketing is to find out how companies perceive customer 

privacy, if customers and companies have the same view on privacy or not. Also, how the 

information exchange is perceived from both a customer and corporate perspective. It could 

be interesting to research how location-based services and marketing would work in specific 

branches. To find out if there is a significant difference between branches and what the 

reasons behind it could be. 

 It would also be interesting to do a similar study in a few years, since the topic, location-

based marketing is something that is evolving rapidly. There are still many stores that do not 

utilize, for example iBeacons, so a similar survey in a few years could provide broader 

information about what people think and how their privacy is affected. As the technology is 

constantly changing and developing, there are great possibilities for further research regarding 

location-based marketing and privacy.  



40 
 

7 - References 
 

Arora, N., Dreze, X., Ghose, A., Hess, J.D., Iyengar, R., Jing, B., Joshi, Y., Kumar, V., Lurie, 

N., Neslin, S., Sajeesh, S., Su, M., Syam, N., Thomas, J., & Zhang, Z.J. (2008). Putting one-

to-one marketing to work: Personalization, customization, and choice. Marketing Letters, 

19(3-4), 305-321. Retrieved from http://dx.doi.org/10.1007/s11002-008-9056-z 

 

Barwise, P., & Strong, C. (2002). Permission-based mobile advertising. Journal of Interactive 

Marketing, 16(1), 14-24. Retrieved from 

http://onlinelibrary.wiley.com/doi/10.1002/dir.10000/pdf 

 

Beldona, S., Lin, K., & Yoo, J. (2012). The roles of personal innovativeness and push vs pull 

delivery methods in travel-oriented location-based marketing services. Journal of Hospitality 

and Tourism Technology, 3(2), 86-95. Retrieved from 

http://www.emeraldinsight.com/doi/full/10.1108/17579881211248772 

 

Boyer, M., C.F.E. (2014). iBeacons: How they work and how they can increase leads for 

franchise brands. Franchising World, 46(11), 42-43. Retrieved from 

https://ezproxy.bib.hh.se/docview/1639835936?accountid=11261 

 

Caravella, M. N. (2007). Privacy, strategic information disclosure and new customer 

acquisition: Implications for customer relationship management. Harvard University (Order 

No. 3273199). Available from ABI/INFORM Global. (304850126). Retrieved from 

https://ezproxy.bib.hh.se/docview/304850126?accountid=11261 

 

Cen, J. (2011). GPS tracking and the right of privacy. Frontiers of Law in China, 6(2), 334-

342. Retrieved from http://dx.doi.org/10.1007/s11463-011-0132-6 

 

Culnan, M. J., & Bies, R. J. (2003), Consumer Privacy: Balancing Economic and Justice 

Considerations. Journal of Social Issues, 59: 323–342. Retrieved from 

http://onlinelibrary.wiley.com/doi/10.1111/1540-4560.00067/abstract 

 

Denscombe, Martyn. (2009). Forskningshandboken - för småskaliga forskningsprojekt inom 

samhällsvetenskaperna. Andra upplagan. Lund: Studentlitteratur. 

 

Elmore, B. (2012). Ethics of Collecting Customer Data. Baylor Business Review, 30(2), 56-

57. Retrieved from https://ezproxy.bib.hh.se/docview/1220743550?accountid=11261 

 

Greenwald, A., Hampel, G., Phadke, C., & Poosala, V. (2011). An economically viable 

solution to geofencing for mass-market applications. Bell Labs Technical Journal (John Wiley 

& Sons, Inc.), 16(2), 21-38. Retrieved from 

http://onlinelibrary.wiley.com/doi/10.1002/bltj.20500/abstract 



41 
 

Jacobsen, D. (2002). Vad, hur och varför? - Om metodval i företagsekonomi och andra 

samhällsvetenskapliga ämnen. Lund: Studentlitteratur AB 

 

Jyh-Shen, C., Min-Chieh C., & Lei-Yu, W. (2009). Antecedents of retailer loyalty: 

Simultaneously investigating channel push and consumer pull effects. Department of 

International Business, National Chengchi University, Taiwan, 63(4), 431-438. Retrieved 

from 

http://www.sciencedirect.com.ezproxy.bib.hh.se/science/article/pii/S0148296309000873?np=

y 

 

Kleijnen, M., Ko, D. R., & Wetzels, M. (2007). An assessment of value creation in mobile 

service delivery and the moderating role of time consciousness. Journal of Retailing, 83(1), 

33-46. doi:http://dx.doi.org/10.1016/j.jretai.2006.10.004 

 

Konsumentverket (1973). Reklam till barn. Retrieved 13 April, 2016 from: 

http://www.konsumentverket.se/Foretag/Marknadsforing/Reklam-till-barn/ 

 

Kosciejew, M. (2014). Proposing a charter of personal data rights. Information Management, 

48(3), 27-31,47. Retrieved from 

https://ezproxy.bib.hh.se/docview/1548702857?accountid=11261 

 

Kotler, P., Wong, V., Saunders, J., & Armstrong, G. (2005). Principles of Marketing (Fourth 

European Edition). Harlow, Essex, England: Pearson Education Limited 

 

Li, T., & Unger, T. (2012). Willing to pay for quality personalization? trade-off between 

quality and privacy. European Journal of Information Systems, 21(6), 621-642. 

doi:http://dx.doi.org/10.1057/ejis.2012.13 

 

Milaj, J. (2015). Privacy, surveillance, and the proportionality principle: The need for a 

method of assessing privacy implications of technologies used for surveillance. International 

review of law, computers & technology. Retrieved from 

http://www.tandfonline.com/doi/full/10.1080/13600869.2015.1076993 

 

Milne, G.R., & Gordon, M.E. (1993), Direct Mail Privacy-Efficiency Trade-offs Within an 

Implied Social Contract Framework. Journal of Public Policy & Marketing, 12, 2, Fall, 206-

215. Retrieved from http://connection.ebscohost.com/c/articles/9602150595/direct-mail-

privacy-efficiency-trade-offs-within-implied-social-contract-framework 

 

Murphy, P. E., Laczniak, G.R., & Wood, G. (2007). An ethical basis for relationship 

marketing: a virtue ethics perspective. European Journal of Marketing, Volume 41, No. 1/2. 

Retrieved from http://www.emeraldinsight.com/doi/abs/10.1108/03090560710718102 

 

Olsson, H., & Sörensen, S. (2007) Forskningsprocessen–kvalitativa och kvantitativa 

perspektiv. Stockholm: Liber AB 



42 
 

Orzan, G., Veghes, C., Silvestru, C., Orzan, M., & Bere, R. (2012). Marketing implications of 

information society privacy concerns. Revista De Management Comparat International, 

13(5), 733-742. Retrieved from 

https://ezproxy.bib.hh.se/docview/1355867086?accountid=11261 

 

Pentland, A. (2008). Reality Mining of Mobile Communications: Toward a New Deal on 

Data. Global Information Technology Report 2008-2009. Retrieved from 

http://hd.media.mit.edu/wef_globalit.pdf 

 

Pousttchi, K., & Wiedemann, D. G. (2006). A contribution to theory building for mobile 

marketing: Categorizing mobile marketing campaigns through case study research. Mobile 

Business, 2006. ICMB '06. International Conference on Mobile Business (ICMB), 1-1. 

Retrieved from https://mpra.ub.uni-muenchen.de/2925/ 

 

Rimlinger, C. (2011). Push and pull marketing strategies: Using them to your advantage. 

Franchising World, 43(12), 15-16. Retrieved from 

https://ezproxy.bib.hh.se/docview/913283066?accountid=11261  

 

Roach, G. (2009). Consumer perceptions of mobile phone marketing: A direct marketing 

innovation. Direct Marketing, 3(2), 124-138. Retrieved from 

http://dx.doi.org/10.1108/17505930910964786 

 

Rotenberg, M. (2015). Preserving privacy in the information society. United Nations 

Educational, Scientific and Cultural Organization. Retrieved from 

http://www.unesco.org/webworld/infoethics_2/eng/papers/paper_10.htm.  

 

Statistics New Zealand (1956). Age by sex, for the census usually resident population count, 

1996, 2001, 2006, and 2013 Censuses. Retrieved 12 April, 2016 from: 

http://nzdotstat.stats.govt.nz/wbos/index.aspx 

 

Statistiska Centralbyrån (1962). Folkmängd efter ålder och kön. Retrieved 12 April, 2016 

from 

http://www.statistikdatabasen.scb.se/pxweb/sv/ssd/START__BE__BE0401__BE0401B/Befol

kprognRev2007/table/tableViewLayout2/?rxid=86e240e6-76ed-49a1-8f1f-741587b65a27 

 

Sullivan, M. (2012. 9 august). A brief history of GPS. PC World. Retrieved from 

http://www.pcworld.com/article/2000276/a-brief-history-of-gps.html 

 

Survey Monkey (1999). Sample Size Calculator. Retrieved 12 April, 2016 from 

https://www.surveymonkey.com/mp/sample-size-calculator/ 

 

Thommesen, J., & Andersen, H. B. (2009). Privacy Implications of Surveillance Systems. 

Mobile communication and social policy. Retrieved from 

http://orbit.dtu.dk/fedora/objects/orbit:56150/datastreams/file_4010841/content 



43 
 

Thurén, T. (2013). Källkritik. Tredje upplagan. Stockholm: Liber AB 

 

United Nations Human Rights, Office of the High Commission (2014). The Right to Privacy 

in the Digital Age. Retrieved from 

http://www.ohchr.org/EN/Issues/DigitalAge/Pages/DigitalAgeIndex.aspx  

 

Wang, J.L., & Loui, M.C. (2009). Privacy and ethical issues in location-based tracking 

systems, in Technology and Society, 2009. ISTAS '09. IEEE International Symposium on, 18-

20. Retrieved from 

http://ieeexplore.ieee.org/xpl/login.jsp?tp=&arnumber=5155910&url=http%3A%2F%2Fieeex

plore.ieee.org%2Fxpls%2Fabs_all.jsp%3Farnumber%3D5155910 

 

Wijesinghe, T. C., & Zhang, J. (2015). Location based marketing: A promising marketing in 

Sri Lanka. International Journal of Marketing Studies, 7(5), 88-93. Retrieved from 

https://ezproxy.bib.hh.se/docview/1725462353?accountid=11261 

 

Wind, Y. (2008). A plan to invent the marketing we need today. MIT Sloan Management 

Review, 49(4), 21-28. Retrieved from 

https://ezproxy.bib.hh.se/docview/224961231?accountid=11261  

 

Winter, J. S. (2014). Surveillance in ubiquitous network societies: Normative conflicts related 

to the consumer in-store supermarket experience in the context of the internet of things. Ethics 

and Information Technology, 16(1), 27-41. Retrieved from 

http://link.springer.com/article/10.1007%2Fs10676-013-9332-3 

 

Yepez, J. (2011). Diffusion of location based services and targeting U.S. hispanics: A case 

study (Order No. 1520476). Available from ABI/INFORM Global. (1070816113). Retrieved 

from https://ezproxy.bib.hh.se/docview/1070816113?accountid=11261  



44 
 

Appendix 1 - Swedish Survey 
 

Integritet och platsbaserad marknadsföring SE 

Detta är en enkät om platsbaserade tjänster och hur de kan användas i marknadsföringssyfte. 

Hur platsbaserade tjänster så som platstjänster, 4G och Bluetooth i smartphones används av 

företag för att lokalisera kunder och deras fysiska rörelse. Syftet är att få en uppfattning om 

individers inställning till att dela med sig av viss information till företagen. 

Undersökningen tar uppskattningsvis 4 minuter. 

Nyckelord 

Data: information som identifierar och skiljer individer från varandra, så som ålder, kön, 

adress, preferenser men även köpbeteende. 

Platsbaserad marknadsföring: marknadsföring vars mål är att nå ut med information/reklam 

till befintliga och potentiella kunder, beroende på deras geografiska position. 

Alla deltagare än anonyma och svaren kommer endast användas i vetenskapligt syfte.  
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Appendix 2 -English Survey 
 

Privacy and location-based marketing 

This is a survey about location-based services and how it can be utilized for marketing 

purposes. Location-based services, such a tracking functions (GPS, 4G or Bluetooth) in your 

smartphone, are used by companies to locate the customers and their movement. The purpose 

of the survey is to get an understanding of the individuals attitude towards sharing certain 

information to companies. 

The survey will take approx. 3 minutes. 

Keywords: 

Data = information that identifies and separates individuals from each other. Such as age, 

gender, address, preferences but also consumer behavior. 

Location-based marketing:  Advertising which uses the consumer's location to provide 

location-specific advertisements on their mobile devices. 

All the respondents will anonymous and the answers will be used for scientific purposes only. 
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