(Quantitative research)
(Survey research) (One shot study)

(Questionnaire)

21-50
/
(Multi-stage sampling)
400
SPSS (Statistical Package for the Social Sciences ) forWindow
(Descriptive statistics)
(Frequency) (Percentage) (Means)

(Standard deviation)

(Inferential statistics)

Independent Sample t-test, Paired sample t-test Oneway ANOVA

(Pearson’s
product moment correlation coefficient) (Linear

regression)
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87

220

27.8)
232
225
21.8)
116
84 |

21-25

55)

58)

56.3)

29)
21)

121

4(30

(

30.3)

180 ( 45)
26-30

10,001 -15,000
15,001 - 20,000
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400 2
(Intrusive media) 1 (Non-intrusive media)
(Intrusive media) 5 /
/
/ (sms) /
5
(Non-intrusive media) 4
1 /
H /
/
4
2
1
?
(Mean = 2.53)
3 (Mean = 2.20)

(Mean = 2.29)
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(Mean = 2.57)
/
/ /
(sms) /
" (Mean = 3.07)
(mean = 3.16) "(Mean = 2.77)
(Mean = 3.52)
3 /
(Mean = 3.70) /
(Mean = 3.69) (Mean = 3.68)
/
/
/
" (Mean =
3.73) / " (Mean =
3.69) /
" (Mean = 3.66)
(Intrusive media) (Mean = 2.53)
(Non-intrusive media) (Mean = 3.52) 0.05

(Non-intrusive
media) (Intrusive media)
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? ? ? , 79

0.05

0.05

0.05

0.05
15,000
30,000
3
(Mean = 3.36)

(Mean = 2.54)



203

«

(Intrusive
media) (Mean = 3.36)
(Non-intrusive media) (Mean = 2.54) 0.05
(Intrusive media)
(Non-intrusive

media)

(Mean = 3.02)

(Mean = 3.61)

(Mean = 3.02)

(Mean = 3.61) 0.05



21-30

0.05

15,000
30,000

41-50
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0.05

0.05

0.05
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(Mean = 3.79)
(Mean = 3.21)
? ?7 7 ?
(Intrusive media) (Mean = 3.79)
(Non-intrusive media)
(Mean =3.21) 0.05

(Intrusive media)

(Non-intrusive media)

0.05

(4.47)
(4.33)
(4.29)



(
)
1
(r=-0.26)
0.05
1
2
0.05

(r=-0.29)
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0.05 ( =0.33)

0.05
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1
(2543)
(Survey)
(Questionnaire)
Korgaonkar, «arson  Akaah (1s97) (Survey)
(Questionnaire)
5
2
/
Tayloret al. (2000)
Taylor et al. (2000) (Survey)
(Questionnaire)
(Telemarketing)

(Telemarketing)
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/ Milne
Boza (1999

4,851

Korgaonkar etal. (1ss7)

Taylor et al. (2000)
(Telemarketing)

/
Milne Boza (1999)
/
Taylor et al. (2000)
(Telemarketing) /

Tayloret al.
(2000)
(Telemarketing)
(2543)
(2540)
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Petrison, Wang, Messick (1998)

(Petrison et al., 1998)

Phelps et al. (2001)

(Mail survey)

980 Settle et al. (1994)

Korgaonkar et al.
(1997)
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Fletcher  Peter (1997)

Spiller  Baier (2004)

Mitchell (2003)

/ ( )
(Focus group) (Survey) (Questionnaire)
/

Taylor et al. (2000)

/ Taylor et al. (2000)

/
G. Belch M Belch (2004)  Krizan, Merrier — Jones (2005)



Clarke (1998)

( 1 2548)

. (sms)

(Message hox)
(sms)

(2535)

(2540)
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| 2548)

(sms)
(sms)

(Krizan, étal-, 2005)



f

(2543)

Nash (2000)

Clarke (1998)

(2541)

Active
Passive
Active

(Speck & Elliott, 1997)

(Krizan, et al., 2005)
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Korgaonkar et al. (1997)

(Pro-DMA segment) (Critics-of-
DMA segment)
(2543)

(2540)

Korgaonkar et al. (1997)
(Pro-DMA segment)

Korgaonkar et al. (1997) (Pro-DMA segment)
(Critics-of-DMA segment)

15,000
30,000
Korgaonkar et al. (1997)
(Pro-DMA segment)
(Critics-of-DMA segment)
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Equifax .. 1990-1995
84
(Harris and Associates, 1990; Harris and Associates,

1991; Harris and Associates, 1992; Harris and Associates, 1993; Harris and Associates,
1994: Harris and Associates, 1995, as cited in Milne & Boza, 1999)

AT&T Cronor
Reagle (1998, , 2545) 1

87
Petrison et al. (1998)

Nowak  Phelps (1993)
Duncan (2005)

Petrison et al. (1998) Spiller ~ Baier (2004)
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Krizan, et al. (2005) ,

Jefkins
(1988)
(Nash, 2000) Petrison et al.
(1998) 4
(Privacy of
repose)
(Bonnicksen, 1982, ) , 2543)
' . (Mamell, 1973)
(Push media)
(Marketer-initiated)
(Pull media) (Consumer-initiated)
, (Clarke, 1998; Milne & Rohm,
2000)

(Petty,
2000)



(Consent) (Pember, 1972)

H. Wang et al. (1998)
(Unwanted solicitation)

(Thomas & Housden, 2002)

Clarke (1998)
(Irrelevant)
(Annoying) ‘ ', (Junk mail)
(Thomas & Housdon, 2002) Michell (2003)

/

Nash (2000) /
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(sms)

(" ! ", 2547)
Telemarketing Resource Center (2003, as cited in Spiller & Baier, 2004)

Clarke (1998)

Spam

' (Mailbox)
Jacobsson Carisson (2003)
(Unsolicited e-mail)

(Milne & Boza,
1999) (
, 2542)
(Nowak & Phelps, 1993; Petrison et al., 1998; Spiller & Baier, 2004)

(H. Wang, Lee  c. Wang, 1998)

Wack (1993)
(Secrecy)
(Right to control information
about self) (Flaherty, 1986, as cited in Bennett, 1992)
(Duncan,

2005; Nowak & Phelps, 1993; Taylor et al., 1995)

Petrison ~ Wang (1995)

ri
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(Media coverage)
(Information privacy)
Taylor et al. (2000)

Milne Boza (1999)  Cranor  Reagle (1998,
, 2545)

Petrison et
al. (1998)
/
Petrison ~ Wang (1995)
(Info sold/transferred)
(Used different purpose)
(Intrusion individuals’ lives)
(Inability to refuse)
(Inability to know and see)
(Inability to correct) (Too many have access)

(Inadequate security)
(Unethical collection)
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(Right to

be alone) (Bennett, 1992; Garner, 2004; H. Wang et al., 1998 Taylor et al., 1995; Warren

& Brandeis, 1890)

Roberts Berger (1999)

21- 30
41-50

(Petrison & Wang, 1995)

Milne Boza (1999)

Milne Boza (1999)

(2537)
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(2537)
(2538)

Taylor al. (2000)

" (Michael, 1994: , 2539;
, 2543)

.. 2545 (Direct
Selling and Direct Marketing Act B.E. 2545)

( . 2546)
2 | 2 13
26
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Milne
Rohm (2000) (Survey)
(Questionnaire) 1,508
Metromail

Milne Rohm (2000) '

Milne Rohm (2000)



(Milne & Boza,1999)
Thomas Housden (2002)

(Opt-out)
10-15
UK data protection legislation

(Mean=4.33)
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(Mean = 4.47)
(Opt-out)

(Milne & Rohm, 2000)

(Opt-out)

(Chief privacy officer- CPO)
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(Spiller & Baier,

2004)
(Mean=4.29)
Phelps Nowak ( 995, as cited in Milne &
Rohm, 2000) Taylor et al. (1995)

Clarke (1998) Duncan (2005)

,  Taylor et al. (1995) ,



(Mean=4.26)

(Questionnaire)  Mitchell (2(303)
8 2
(Government regulators)

(Organizational distruster)

' 34

Nowak  Phelps (1993)

(Mean=4.25)

Mitchell (2003)

Ferrell, 2000, as cited in Milne & Rohm, 2000)

Milne

225

(4.10)

Rohm (2000)

(Phelps, Nowak &
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(Mitchell, 2003)

(Milne & Boza, 999)

Phelps et al. (2001)

(Mail survey)

Milne Boza (1999)

4,851

(Focus group) Mitchell (2003)
(Active enjoyers)
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(Hard core resisters)

Aaker (1991) Lutz (1991)

Assael (1998) Hanna ~ Wozniak (2001)
(Positive valence)

2
Lutz (1991) (The unidimensionalist view of
attitude) (Intention) (Behavior)
3
Lutz (1991)
(The unidimensionalist view of attitude) 2

(Affective component)

(Mail survey)  Phelps et al. (2001)
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Lutz (1991)

Wells, Burnett ~ Moriaty
(2003)

0.27

Wicker (1971)



1
2.
(Quantitative research)
(Focus group)
3.
/

(In-depth interview)
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(Survey research)

(Qualitative research)

(In-depth interview) /
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2 1) /
2)

/

L
/
.. 2545 (.. . 2545)
2.
/
3.
/
/

(Pre-test)

4, (Non-intrusive media)

(Intrusive media)
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21 -30
41-50



232

2. (Intrusive
media) (Non-intrusive media)
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