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Abstract 


The rapid development of technology in the recent years has given rise to new ways of conducting 
 business and marketing communications. It has provided businesses with the opportunity to reach 
 customers through new means of communication. Furthermore, it has made it possible for them to 
 target  their  customers  more  specifically  through  the  workings  of  big  data,  i.e.  using  customers’ 


online  behaviour  to  tailor  advertisements  more  precisely.  This  in  turn  has  made  it  possible  for 
 marketers to utilise their marketing budgets more strategically.


Technological developments have thus enabled marketers to base their marketing communication 
 on  the  strategic  utilisation  of  customer  data.  However,  it  has  also  made  the  process  of 
 communicating with their customers increasingly complex, as different parties such as advertising 
 platforms, data processors and other third parties may be interposed in the communication between 
 companies and customers.  


The sophisticated use of customer data to tailor marketing communications has – along with other 
 factors - fostered an increase in privacy concerns. Along with the technological developments, the 
 perception  of  privacy  has  thus  changed.  This  has  forced  European  supranational  powers  to  take 
 action on this agenda. This led to the formulation of the ePrivacy directive in 2009 and the General 
 Data Protection Regulation (GDPR) in 2016. These regulations have made it increasingly harder for 
 marketers to collect the necessary information about their customers, in order to create relevant and 
 well-targeted advertisements. 


In  this  project,  we  explore  how  online  privacy  concerns  shape  digital  marketing  communications 
 taking point of departure in the Danish marketing and advertising industry. To investigate this, we 
 adopt an interpretivist, abductive and exploratory research approach, where we combine secondary 
 data  with  primary  qualitative  data  drawn  from  semi-structured  interviews  with  twelve  digital 
 experts.  Our  findings  suggest  that  it  is  of  critical  importance  for  businesses  to  consider  privacy 
 concerns  and  address  them.  We  further  propose  that  it  is  crucial  to  focus  on  the  direct  line  of 
 communication  between  business  and  customer  to  build  long-term  relationships  based  on  trust. 


Following our findings, we derive recommendations for businesses regarding how they can handle 
privacy  concerns.  Businesses  are  encouraged  to  be  transparent  in  the  way  they  treat  data  and  to 
clearly communicate about it in an understandable manner. 
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1.0 Introduction 


Ever since the beginning of the 1990’s, technological advancements have been rapidly transforming 
 our world and the way it operates. They have enabled new ways of conducting business as well as 
 given rise to new channels for the means of communication.  


In a time before the internet became an integrated part of our everyday life, businesses primarily 
 communicated to customers through untargeted, one-way mass-marketing initiatives. However, the 
 rapid  technological  developments  have  made  it  possible  today  for  businesses  to  not  only 
 communicate with customers through new and digital channels fostering two-way communication - 
 it  has  also  enabled  them  to  segment  and  target  their  customers  more  precisely,  allowing  them  to 
 tailor offerings and thus utilise their marketing budgets more strategically.   


One technology which has made this possible is big data, i.e. the sophisticated collection, storage 
 and  utilisation  of  information  for  strategic  business  purposes  (Herschel  &  Miori,  2017).  Big  data 
 has  enabled  businesses  to  gather  and  process  vast  amounts  of  data  about  their  customers,  their 
 online  behaviour  and  preferences.  Businesses  in  turn  can  use  this  data  to  tailor  advertising  and 
 offerings  with  the  aim  to  build  stronger  communication  platforms  and  relations  with  their 
 customers. However, as new data constantly surfaces it can be hard for companies to keep track of 
 it,  which  has  made  consumers  more  cautious  about  their  data  online  (Goldfarb  &  Tucker,  2011). 


The constant accumulation of data has the potential to place companies at increased security risks, 
 as the high volume of data may lead to increased attention from cybercriminals (Kshetri, 2014). 


As technology has become an integral part of our world and everyday life, privacy has thus moved 
from  not  only  being  a  topic  in  the  physical,  but  also  in  the  digital  world.  Before  technologies 
became  an  integrated  part  of  our  life,  people  had  direct  control  over  whom  they  disclosed  their 
personal information to and therefore knew whom they granted access to it. However, in today’s 
technologically  complex  world,  people  engage  with  many  different  online  platforms,  and  it  thus 
becomes increasingly harder for the customer to have an overview as to whom and to which type of 
data they have access.  



(7)Due  to  these  developments,  the  European  Union  deemed  it  necessary  to  develop  stronger 
 regulations around consumers’ online privacy, which resulted in the development of the ePrivacy 
 directive in 2009 and General Data Protection Regulation (GDPR) in 2016 (EUR-Lex, 2009, 2016).  


The introduction of such regulations and directives has disrupted the operation of many data-driven 
 businesses.  It  has  especially  affected  the  way  in  which  businesses  interact  with  existing  and 
 potential new customers through online platforms, as it has made it harder for them to obtain the 
 relevant knowledge about their customers and therefore tailor communication initiatives effectively 
 (Goldfarb & Tucker, 2011, 2012). 


1.1 Research aim and objectives 


This  thesis  seeks  to  investigate  how  businesses  can  utilise  and  adapt  to  the  changes  in  the 
 marketplace  and  build  market  communication  initiatives  that  enhances  long-term  relations  in  the 
 future, whilst still taking the online privacy of their consumers into account.  


In order to explore this, we have formulated the following research question: how do online privacy 
 concerns shape digital marketing communications?  


Based  on  the  research  question,  we  have  drawn  up  an  overall  research  aim  and  several  research 
objectives.  This  is  intended  to  assist  us  in  finding  an  answer  to  the  research  question  as  well  as 
provide some guidance and structure to our research process. The research question, research aim, 
and accompanying research objectives have been outlined in the following visualisation (figure 1). 



(8)Figure 1: Research aim and objectives (based on Dudovskiy, 2019) 


1.2 Delimitation 


With  this  project,  we  seek  to  investigate  how  the  technological  advancements  and  the  use  of  big 
 data  have  transformed  the  marketing  and  advertising  industry  and  fostered  the  rise  of  the  agenda 
 around online privacy. We further look at how the advancements of this agenda have transformed 
 the way in which businesses can build market communication strategies in the future. 


In order to examine the topic at hand, we have chosen to take the point of departure in the Danish 
market. This is a deliberate choice from our side, made due to the constraints of the scope of this 
research  project.  The  topic  of  investigation  is  contemporary  of  nature  and  new  data  surfaces 
everyday  around  the  world.  With  the  time  constraints  under  which  we  have  had  to  conduct  our 
research, we have thus not found it strategically possible to conduct our empirical investigation on 
an international level. Through focusing on the Danish market, the empirical investigation could be 
conducted within the given time frame. Furthermore, investigating the Danish market also served 



(9)geographical  advantages  when  finding  people  to  participate  in  our  study.  Even  though  only 
 investigating  the  Danish  market  limits  the  applicability  of  the  findings,  our  research  provides 
 interesting insights and adds further to the understanding of the general topic at hand. 


1.3 Thesis outline 


To give the reader an overview of the adopted funnel-like structure of our thesis and provide some 
 guidance regarding our research approach, we have chosen to develop a brief visualisation of the 
 structure below (figure 2). This study sets out by building a literature review drawing on academic 
 sources.  These  academic  findings  represent  the  foundation  for  the  empirical  investigation.  The 
 empirical investigation thus serves as means to investigate whether the academic findings also hold 
 true  in  practice.  Through  bridging  the  empirical  investigations  with  the  academic  findings,  the 
 project seeks to shed light on the implications this has for the future of businesses’ communication 
 initiatives.   


Besides structuring the following research project using a funnel-like structure as visualised below, 
 we have also chosen to incorporate visual elements into the thesis wherever we found it beneficial. 


This has been done with the intention to create a streamlined and dynamic experience for the reader, 
thus  facilitating  the  reading.  We  therefore  tried  to  create  a  more  visual  and  dynamic  twist  to  the 
traditional text-heavy thesis structure. In order to further facilitate the reading of this thesis, we have 
decided  to  remain  critical  throughout  the  entire  project  rather  than  having  a  separate  section  in 
which we present our critical reflections.  



(10)Figure 2: Outlined structure of the project  


1.4 Setting the scene: the rise of data-privacy in Europe 


As this project revolves around online privacy in the Danish market, we find it necessary to briefly 
 introduce the European data protection laws, which govern the area, as they have played an integral 
 role in our research. The following section will thus serve as a brief introduction for the reader as to 
 how European data protection laws has come into existence.  


The evolution of European data protection law 


Data protection laws have been in place in Europe since 1995. Back then, the European Union first 
introduced the European Data Protection Directive (Directive/95/46/EC), which was developed to 
preserve  the  protection  of  individuals  with  regard  to  the  processing  of  personal  data  and  the  free 
movement  of  such  data  (European  data  protection  supervisor,  n.d,  EUR-Lex,  1995).  However, 
during  the  early  2000’s,  global  technological  advancements  created  a  more  advanced  digital 
landscape. 
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 Protection Directive, with the aim of strengthening online privacy rights and boost Europe’s digital 
 economy (European data protection supervisor, n.d). The reform was agreed upon in 2016 by the 
 European Parliament, the Council and the European Commission. This resulted in the development 
 of the General Data Protection Regulation (Regulation 2016/679/EU), which was to enter into force 
 by the 25th of May 2018 (European data protection supervisor, n.d; EUR-Lex, 2016). The GDPR 
 thus  takes  point  of  departure  in  the  1995  European  Data  Protection  Directive.  It  also  establishes 
 new rights such as the right to be forgotten, privacy by default etc. in order to preserve the rights of 
 the  individual  (European  data  protection  supervisor,  n.d;  EUR-Lex,  2016).  Furthermore,  the  new 
 regulation  also  introduced  the  possibility  to  fine  organisations,  which  do  not  live  up  to  the 
 regulation, as well as companies that breach the EU data protection laws (European Data Protection 
 Supervisor, n.d; EUR-Lex, 2016). 


The evolution of European ePrivacy law 


Besides  the  need  from  the  European  Union  to  develop  general  data  protection  laws,  the  rapid 
 technological  advancements  in  technology  and  telecommunications  industries  in  the  early  2000’s 
 also  resulted  in  the  development  of  the  European  ePrivacy  Directive  in  2002 
 (Directive/2002/58/EF).  This  focuses  on  protecting  the  privacy  and  security  of  personal  data 
 processing in  electronic  communication  (EUR-Lex,  2002;  EUR-Lex,  2014,  EUR-Lex,  2016). 


Furthermore,  the  Directive  requires  electronic  communication  providers  to  secure  the  data  they 
 possess  by  taking  appropriate  measures  to  safeguard  security  of  its  services  (EUR-Lex,  2014).  It 
 also  prohibits  the  listening,  tapping  and  storage  of  communications  without  the  consent  of  the 
 individual (EUR-Lex, 2014; Green, 2019). 


In  2009,  the  ePrivacy  Directive  from  2002  was  amended  (Directive  2009/136/EC)  and  new 
requirements  were  added,  such  as  the  reporting  of  personal  data  breaches  and  the  option  for 
individuals to retrieve their data (EUR-Lex, 2009; Green, 2019). With the 2009 amendments, the 
ePrivacy  Directive  became  known  as  the  “cookie  law”,  because  the  updated  law  explicitly  stated 
that  all  webpages  must  ask  for  consent  from  visitors  before  being  allowed  to  process  their  web 
cookies (EUR-Lex, 2009; Green, 2019). The ePrivacy directive of 2009 was written into the Danish 
law as “cookiebekendtgørelsen” in 2011 (Erhvervsministeriet, 2011). 



(12)Cookies  are  small  amounts  of  data  generated  by  websites  when  browsing  around.  They  are  then 
 processed  and  stored  by  the  web  browser  (Gdpr.eu,  2020).  The  main  function  of  cookies  is  to 
 provide  a  better  experience  on  a  website  for  example  by  proposing  to  save  a  person’s  login 
 information, so that one does not have to fill it out every time one goes to that particular website 
 (Gdpr.eu, 2020). However, the collection and processing of cookies also serves as a strategic tool 
 for advertisers, who can use the tracking of users’ online activities and preferences to target them 
 more specifically (Gdpr.eu, 2020). 


On a basic level, cookies can be classified as being either first-party or third-party cookies: first-
 party  cookies  are  cookies  put  on  someone’s  device  directly  by  the  website  the  person  is  visiting 
 (Gdpr.eu,  2020).  Third-party  cookies  are  placed  on  someone’s  device  by  a  third-party,  i.e.  an 
 advertiser or analytics system (Gdpr.eu, 2020). 


Furthermore, cookies can serve different purposes. It is therefore necessary to distinguish between 
 four  different  types  of  cookies,  i.e.  strictly  necessary  cookies,  preferences  cookies,  statistical 
 cookies  and  marketing  cookies  (Gdpr.eu,  2020).  Strictly  necessary  cookies  are,  as  their  name 
 suggests,  required  to  browse  any  website  and  make  it  possible  to  use  a  website’s  features. 


Necessary  cookies  do  therefore  not  require  consent  from  the  user.  Preferences  cookies  remember 
 the  user’s  previous  choices  such  as  for  example  language  settings.  Statistical  cookies  gather 
 anonymised data on how users interact with the webpage and are used to identify potentially needed 
 website improvements. Marketing cookies track the user’s behaviour across websites in order for 
 marketers to understand the user’s interests and thus enable marketers to target the user directly.  


Depending on the type of data that cookies contain, they can be considered personal data and are 
 thus subject to the GDPR. The GDPR and ePrivacy Directive are therefore closely related, which is 
 also  formally  established  in  recital  30  of  the  GDPR  (EUR-Lex,  2016).  Here,  it  is  mentioned  that 
 companies  using  cookies  to  track  and  identify  users  via  their  devices  must  process  this  data  in 
 accordance with the GDPR, as it can be considered as processing of personal data (EUR-Lex, 2016; 


Gdpr.eu, 2020).   


As  previously  stated,  the  ePrivacy  directive  and  the  GDPR  explicitly  state  that  websites  need  to 
obtain consent from users before being allowed to install cookies on their devices. In order to obtain 



(13)this  consent,  many  websites  have  been  implementing  pre-ticked  consent-boxes  on  their  website. 


However, in a recent case, the Court of Justice of the European Union ruled that pre-ticked consent-
 boxes are not allowed anymore and that active consent from the user is required (Curia, 2020).  


Requiring marketers to gain active consent has been criticised as it makes it more difficult for them 
 to  get  access  to  the  necessary  customer  data,  thus  potentially  decreasing  the  effectiveness  of 
 advertising (Goldfarb & Tucker, 2012). The introduction of the ePrivacy Directive and the GDPR 
 has thus posed new regulations on the market and changed how companies and websites can obtain, 
 store and use data of their visitors and customers for business purposes.  



2.0 Methodology  


In  the  following  section,  we  will  outline  the  methodological  considerations  and  methods  adopted 
 throughout our research. To outline the methodological considerations in a logical manner, we have 
 chosen to structure the following sections by drawing inspiration from the onion model as presented 
 by  Saunders  et  al  (2016,  p.  124,  Fig.  4.1.).  We  will  thus  first  present  the  philosophical 
 considerations regarding our research. Following this, we will outline the theoretical approach i.e. 


present  whether  we  adopt  an  inductive,  deductive  or  abductive  approach.  Thereafter,  we  will 
 establish the overall design of our research process, depicting whether we adopt an exploratory or 
 conclusive design. Lastly, the section will present the data collection and sampling techniques, as 
 well as outline the analytical approach adopted in order to analyse the collected data. 


In order to give the reader a brief overview of the coming sections, we have chosen to depict the 
 structure in the following visualisation (figure 3).  


Figure 3: Outline of the methodology section 
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Philosophical reflections are an integral part of conducting academic investigations and need to be 
 considered  when  approaching  any  kind  of  research  (Saunders  et  al,  2016). Furthermore,  it  is 
 important to make philosophical reflections, as each philosophical paradigm relates to its own basic 
 assumptions and belief systems, which influences the approach and design of the particular study 
 (Saunders  et  al,  2016).  Overall,  four  main  research  philosophies  exist,  i.e. positivism,  realism, 
 interpretivism and pragmatism (Dudovskiy, 2019b).   


However, for a researcher to adopt a specific research philosophy, one must first consider the two 
 underlying  philosophical  assumptions  called  ontology  and  epistemology  (Saunders  et  al,  2016). 


Ontology stands at the core of the philosophy of science and is concerned with how the researcher 
 perceives  the  nature  of  reality  (Easterby-Smith,  2015).  It  thus  influences  the  assumptions 
 researchers  hold  as  to  how  the  world  operates  (Saunders  et  al,  2016;  Dudovskiy,  2019c). 


Epistemology refers to the kind of knowledge the researcher finds acceptable and thus impacts the 
 choice of data collection and method (Saunders et al, 2016; Dudovskiy, 2019c).  


The  following  sections  will  at  first  present  the  ontological  and  epistemological  reflections 
 conducted  in  regards  to  our  research.  Afterwards,  the  section  will  present  the  philosophical 
 paradigm adopted when approaching our research.  


Ontological perspectives 


Within the ontological perspective, two contradicting views exist on how reality is perceived. These 
 are  objectivism  and  subjectivism  (Dudovskiy,  2019d).  Objectivism  argues  that  social  phenomena 
 and entities exist independently and externally from social actors (Dudovskiy, 2019d; Saunders et 
 al, 2016). On the contrary to objectivism stands subjectivism which argues that social phenomena 
 are  created  through  the  perceptions  and  actions  of  social  actors  in  a  continual  process  and  the 
 phenomena studied are thus dynamic in nature (Dudovskiy, 2019d; Saunders, et al. 2016). 


From a positivist ontological stance, reality is perceived as external and objective, and thus exists 
 outside humans and is created based on objective and logical empirical facts (Dudovskiy, 2019d). 


Hence  it  is  assumed  that  one  true  reality  exists  which  applies  to  everyone  (Saunders  et  al,  2016; 


Dudovskiy, 2019d). The perspective does therefore not consider how people attribute meaning to 



(15)the  area  of  research.  There  is  rather  one  universal  and  definite  way  of  how  to  understand  it 
 (Dudovskiy,  2019d;  Saunders  et  al,  2016).  The  realist  research  philosophy  assumes  that  the 
 experience  of  our  senses  accurately  portrays  the  world.  It  argues  that  the  interpretations  and 
 experiences of social actors do not influence the existence of the social world (Saunders et al, 2016; 


Dudovskiy, 2019d). Realism thus adopts an objective ontological stance, as it argues that there is 
 only  one  true  social  reality  experienced  by  all  social  actors  (Saunders  et  al,  2016).  From  an 
 interpretivist  philosophical  stance,  reality  is  viewed  as  something  that  is  socially  constructed 
 through culture and language and is thus dependent on both social structures as well as contextual 
 and historical factors (Saunders et al, 2016). From an interpretivist standpoint, the researcher takes 
 active  part  in  generating  meaning  from  the  phenomena  researched,  and  thus  adopts  a  subjective 
 ontological  stance  (Saunders  et  al,  2016;  Dudovskiy,  2019e).  From  a  pragmatic  ontological 
 standpoint, reality is interpreted as complex, rich and external, and recognises that there are many 
 ways  to  interpret  the  world  and  there  thus  may  exist  multiple  realities  (Dudovskiy,  2019d). 


Researchers  following  a  pragmatic  research  philosophy  have  a  practical  understanding  of  reality 
 depending  on  what  suits  the  research  best.  They  thus  often  adopt  an  ontological  stance  that 
 combines both objectivism and subjectivism (Saunders et al, 2016; Dudovskiy, 2019d).  


Epistemological perspectives 


As  mentioned  above,  epistemology  considers  how  knowledge  is  created  and  what  the  researcher 
 regards  as  acceptable  knowledge  within  the  particular  field  of  study  (Saunders  et  al,  2016; 


Dudovskiy,  2019c).  There  are  four  different  perspectives  on  what  acceptable  knowledge  is,  i.e. 


intuitive  knowledge,  authoritarian  knowledge,  logical  knowledge  and  empirical  knowledge 
 (Dudovskiy, 2019c). Each of the four main research philosophies has a different understanding of 
 what acceptable knowledge is (Saunders et. al, 2016; Dudovskiy, 2019c). However, it is important 
 to mention that research processes might integrate several, if not all the above sources of knowledge 
 within  a  given  study.  Depending  on  the  adopted  philosophical  orientation,  the  researcher  might 
 draw on several of them (Dudovskiy, 2019c).  


From a positivist philosophical stance, only insights created based on observable phenomena, which 
can  generate  general  and  objective  law-like  conclusions  are  regarded  as  acceptable  knowledge 
(Saunders  et  al,  2016).  Positivists  thus  often  base  their  studies  on  logical,  empirical  and 
authoritarian  knowledge  rather  than  on  the  more  subjective,  intuitive  knowledge  (Saunders  et  al, 



(16)2016). From a realist philosophical stance, what the senses show us as reality is considered the truth 
 and  thus  as  acceptable  knowledge  (Saunders  et  al,  2016;  Dudovskiy,  2019c).  Realists  often  use 
 intuitive knowledge as the base for their research. However, no matter which type of knowledge is 
 included,  realists  seek  to  make  the  knowledge  scientifically  valid  through  adopting  an  objective 
 standpoint (Dudovskiy, 2019c). The third research philosophy, interpretivism, argues that the social 
 world is complex and dynamic. The researcher must seek to understand its nuances, and knowledge 
 is  thus  generated  through  subjective  meaning  (Saunders  et  al,  2016).  Researchers  adopting  an 
 interpretivist  philosophical  stance  often  base  their  research  on  intuitive  knowledge  and  regard 
 subjective knowledge as scientifically valid (Saunders et al, 2016; Dudovskiy, 2019c). It therefore 
 becomes  the  task  of  the  researcher  to  interpret  the  many  subjective  interpretations  and  generate 
 conclusions based on them. Lastly, pragmatism proposes that there are different ways to interpret 
 the  world  and  there  is  no  single  point  of  view  that  gives  an  accurate  picture  as  multiple  realities 
 exist (Dudovskiy, 2019c). Pragmatic researchers therefore often build their research around all four 
 types  of  knowledge.  They  tend  to  integrate  a  dual  approach  where  both  subjective  and  objective 
 knowledge is acceptable scientific knowledge as long as it helps to reach conclusions (Dudovskiy, 
 2019c). 


Adopting a philosophical stance 


After  having  reflected  on  the  ontological  and  epistemological  considerations  regarding  how  to 
 approach  our  research,  it  becomes  apparent  that  we  adopt  an  interpretivist  philosophical  stance. 


This  is  due  to  the  subjective  nature  of  our  understanding  of  reality  and  of  what  acceptable 
 knowledge is.  


When  approaching  our  research  project,  we  adopt  a  subjective  ontological  and  epistemological 
stance. We do this as we believe that the nature of the phenomena we study is created and attributed 
importance to through the interactions of social actors and their various and nuanced perceptions of 
the  phenomena  in  question.  Due  to  the  social  and  complex  nature  of  the  phenomena,  it  also  is 
contextually  and  historically  dependent.  It  evolves  over  time  as  people’s  perception  of  the 
phenomena gradually develops, making the researched phenomena dynamic in nature. Due to this, 
we  are  of  the  opinion  that  our  research  and  its  subsequent  conclusions  are  likely  to  only  be 
applicable within the given time, culture and space we study it in. 



(17)By adopting an interpretivist philosophical stance, we as researchers become an integral part of the 
 research  we  conduct,  as  we  take  on  the  role  of  constructing  and  generating  knowledge  and 
 conclusions from the complex and subjective nature of the phenomena in question. 


2.2 Research approach: induction, deduction and abduction 


The  above  outlined  philosophical  considerations  play  an  integral  role  when  choosing  which 
 approach  to  adopt  for  conducting  research.  Traditionally,  two  approaches  to  reasoning  exist: 


induction and deduction (Saunders et al, 2016). Deduction focuses on logic and general principles. 


It  often  involves  the  development  of  a  hypothesis  based  on  existing  theory,  and  then  designing 
 research  strategies  to  test  the  hypothesis  (Dudovskiy,  2019f;  Saunders  et  al,  2016).  Induction  in 
 contrast  assumes  that  meaning  is  generated  from  a  data  set  collected  in  order  to  identify  patterns 
 and  relationships  (Dudovskiy,  2019g;  Saunders  et  al.  2016).  In  the  next  step,  these  identified 
 patterns  and  relationships  are  used  to  formulate  a  theory.  Deductive  reasoning  takes  point  of 
 departure in theories and then looks at verifying or falsifying it through research (Saunders et al, 
 2016). On the contrary, inductive reasoning means starting with the conduction of the research and 
 that the resulting data are used as the base to identify patterns and formulate theories (Saunders et 
 al, 2016). To combine these two divergent perspectives, another approach has been introduced, i.e. 


(Saunders et al, 2016; Dudovskiy, 2019h). It focuses on the discovery of new concepts, ideas and 
 explanations  and  considers  how  the  data  supports  existing  theories  or  the  way  in  which  theories 
 might need to be modified (Kennedy & Thornberg, 2018).  


When  approaching  the  investigation  of  the  topic  at  hand,  we  adopt  an  abductive  approach  i.e. 


combining both elements of deduction and induction throughout our research. In the early stages of 
our research, we spent a lot of time accumulating our knowledge by reading broadly into the topic 
of  interest.  At  the  same  time,  we  also  accepted  that  our  knowledge  would  not  be  sufficient  to 
comprehend the topic at hand nor set a research design in stone (Saunders et al, 2016). Furthermore, 
in order to grasp the complex and dynamic nature of the topic at hand, we deemed it necessary to 
adopt a flexible and exploratory approach. To do so, we chose not to formulate a concrete research 
hypothesis,  which  was  to  be  either  verified  or  falsified,  but  it  was  rather  left  open  to  enable  the 
discovery of new topics and concepts as the research evolved.  



(18)Our empirical study was guided by our previously accumulated knowledge reflected in the literature 
 review, which we used to “test” whether our findings also held up in practice. However, at the same 
 time, we made sure that the design of the research remained flexible for new themes and concepts 
 to evolve. We were therefore “open and sensitive to the data while allowing the use of pre-existing 
 theories” (Kennedy & Thornberg, 2018, p. 52). This approach meant that we continuously moved 
 back and forth between theory and empirical findings, reconsidering and modifying our theoretical 
 foundation  as  new,  interesting  themes  came  to  surface  throughout  the  interviews.  This  also 
 emphasises  that  throughout  our  research,  we  were  open  to  the  topic  moving  into  a  different 
 direction than we had initially thought.  


2.3 Research design 


Based on the considerations outlined above, we chose to adopt an exploratory research design when 
 approaching  our  research,  as  it  allowed  the  project  to  continuously  evolve  and  change  as  the 
 research  progressed.  The  aim  of  an  exploratory research  design  is  to  explore  the  topic  at  hand 
 (Dudovskiy, 2019i). An exploratory research design therefore does not intend to offer any specific 
 and  definite  conclusion,  but  rather  seeks  to  foster  better  understanding  of  the  topic  at  hand 
 (Dudovskiy,  2019i).  Adopting  an  exploratory  research  design  fits  well  with  the  dynamic  and 
 evolving nature of the topic as well as our philosophical stance and abductive approach.  


As  mentioned  previously,  we  already  had  some  prior  knowledge  on  the  topic  before  starting  our 
 research. However, by approaching the study with an exploratory research design, we were able to 
 continuously stay open to new input and knowledge. Through it, we have allowed our knowledge 
 on  the  topic  to  continuously  evolve  throughout  the  research  phase.  The  accumulation  and 
 continuous development of new knowledge and input have therefore influenced both the next steps 
 in our research process as well as past steps in the process, which we thus had to adapt to fit in with 
 our  new  knowledge.  The  writing  process  of  this  project  has  not  been  a  linear  process  but  rather 
 cyclical and emergent in nature where we have continuously learned and evolved.  


Through adopting an exploratory and emergent research design, we were able to expand our own 
personal  knowledge  in  the  area,  which  has  transcended  into  what  has  been  termed  “fusion  of 
horizons” by Hans-Georg Gadamer (Malpas, 2018). We have thus entered our research with each of 



(19)our individual horizons and worldviews and allowed them to open and melt together to create new 
 knowledge. 


2.4 Data collection and sampling  


The following sections will outline our entire research process. Firstly, it presents our initial stages 
 of research, addressing the choice of the research method and the adopted sampling method for the 
 empirical  investigation.  Secondly,  it  outlines  our  reflections  regarding  conducting  the  actual 
 empirical research and the analysis thereof. Thirdly, it critically reflects on how we strove towards 
 building  reliability  and  validity  throughout  our  entire  research  process  with  the  aim  to  keep  our 
 research of high ethical standard and quality.  


Initial research and data collection process 


In order to start our research and accumulate our general knowledge, we began the research process 
 by reading broadly into the topic using both qualitative and quantitative secondary literature. The 
 qualitative secondary data included in our research comprises academic articles, journals and books 
 as  well  as  websites.  The  quantitative  secondary  data  included  in  our  research  is  mainly  focused 
 around  market  reports  from  well-known  consultancies.  However,  as  our  research  is  primarily 
 qualitative  in  nature,  the  quantitative  market  reports  were  mostly  incorporated  with  the  aim  to 
 further  strengthen  the  findings  and  arguments  identified  in  the  qualitative  sources  in  an  objective 
 way.  


During the process of accumulating our knowledge in the area, we simultaneously compiled a list of 
 literature, which we found relevant as the basis for our research. When our actual research process 
 began and our knowledge and ideas on how to approach our research took a more definite form, we 
 started  to  evaluate  the  compiled  list  of  literature  in  order  to  narrow  down  which  theories  and 
 concepts were relevant to include in our research. The re-evaluation of literature thus allowed us to 
 establish  the  academic  foundation  for  our  research  and  based  on  that,  we  began  to  build  our 
 literature review.  


Qualitative interviews as the empirical research method 


As we progressed in the process of building our literature review, we also started to reflect upon 
which  empirical  method  would  serve  best  to  investigate  the  topic  at  hand.  Based  on  our 



(20)philosophical  standpoint,  our  research  area  and  objectives,  as  well  as  our  qualitative  exploratory 
 design,  we  concluded  that  qualitative  interviews would  be  the  best-suited  empirical  method  to 
 incorporate  in  our  research.  Furthermore,  qualitative  interviews  were  a  way  to  investigate  if  our 
 academic  findings  discovered  in  the  literature  review  also  held  up  in  the  business  world,  i.e.  the 
 Danish  business  market.  Approaching  the  topic  through  interviews  thus  allowed  us  to  adopt  a 
 flexible  and  exploratory  approach,  where  new  themes  related  to  the  research  could  evolve  and 
 surface  in  a  way  that  would  not  have  been  possible  through  for  example  a  pre-formulated 
 questionnaire. It has further made it possible for the interviewee to bring up relevant themes related 
 to the research and guide the interview according to their knowledge and experience.  


When conducting research through interviews, Brinkman and Kvale (2018) propose two different 
 metaphors  for  how  to  approach  them:  the  miner  and  the  traveller  metaphor.  When  adopting  the 
 miner  metaphor,  the  researcher  uncovers  already  existing  knowledge  from  the  interviewees. 


Following  the  traveller  metaphor,  the  researcher  constructs  knowledge  together  with  the 
 interviewees. In our research, interviews are used with the aim to understand concepts and provide 
 meaning  to  the  already  existing  knowledge,  which  we  accumulated  throughout  building  our 
 literature review. We thus approach the interviews as miners of information.  


Semi-structured interview approach 


Due to the dynamic and complex nature of the topic at hand as well as our exploratory qualitative 
 approach, we chose to adopt a semi-structured interview form. This allowed us to have an overall 
 guiding  structure  for  how  to  approach  the  interviews,  and  which  topics  we  wanted  to  cover. 


However, at the same time, it gave us room for flexibility and adaptation of questions etc. as the 
interviews  unfolded  and  new  topics  of  interest  came  to  surface  (Saunders  et  al,  2016).  Semi-
structured  interviews  are  characterised  as  being  close  to  everyday  conversation  but  having  a 
purpose (Brinkmann & Kvale, 2018). They involve a specific technique and allow the interviewees 
to  convey  their  own  perspective  in  their  own  words  (Brinkman  &  Kvale,  2018).  Researchers 
conducting semi-structured interviews tend to come up with some guiding questions in the form of 
an interview guide, but let the interview evolve naturally and let it take the direction suggested by 
the interviewee (Brinkman & Kvale, 2018).  



(21)In order to investigate whether our academic findings also apply in the Danish business world, we 
 chose  to  interview  experts  within  the  field  of  digital  marketing  and  advertising.  These  types  of 
 interviews qualify as “elites” in Brinkman & Kvale’s (2018) categorisation, as they are people who 
 are  leaders  or  experts  in  a  community.  Even  though  “elite”  interviews  can  serve  as  a  source  of 
 insight and expertise, there are still several areas where difficulties can arise (Brinkman & Kvale, 
 2018). Firstly, it can be hard to set up interviews, as it may be difficult to get hold of them due to 
 their  profession  and  busy  schedule.  This  is  also  what  we  experienced  as  we  had  a  difficult  time 
 finding interviewees. Secondly, when conducting elite interviews, the researcher must also be aware 
 that the usual power imbalance between interviewer and interviewee might not apply anymore or 
 might even be inverted (Brinkmann & Kvale, 2018). Normally, interviews are characterised by a 
 power asymmetry meaning that the researcher has more knowledge on the topic in question than the 
 interviewee  and  is  thus  the  one  in  power  (Brinkman  &  Kvale,  2018).  But  as  “elites”  are  very 
 knowledgeable in the field, the power asymmetry is reduced or may even shift. Thirdly, as “elites” 


are  often  used  to  being  interviewed,  they  might  be  following  their  own  agenda.  The  interviewer 
 needs  to  stay  alert  and  make  sure  that  the  “elite”  does  not  take  over  the  interview.  Brinkman  & 


Kvale (2018) emphasise that such difficulties can be avoided by the researcher through being well-
 prepared and considering these points before conducting the actual interview.  


Sampling 


As  established  in  the  beginning  of  this  project,  our  research  revolves  around  Danish  businesses 
 working with marketing and advertising. However, due to the scope of our research and the time 
 constraints under which we had to conduct our research, it was not possible to include the entire 
 population  in  our  empirical  research.  We  thus  found  it  relevant  to  conduct  the  empirical 
 investigation using sampling, i.e. using a sample of sub-cases to foster insights and a more general 
 understanding of the topic at hand (Saunders et al, 2016). In order to identify which companies and 


“elites”  to  include  in  our  sample,  we  made  use  of  the  non-probability  sampling  method  called 
purposive sampling (Saunders et al, 2016; Dudovskiy, 2019). This method entails “using personal 
judgement to select cases that will enable you to answer your research question” (Saunders et al, 
2016, p. 301).  



(22)In order to create a sample that best represented the entire population, we created a categorisation of 
 the types of businesses, which we considered to be working proactively with the topic in question. 


We thus came up with the categorisation of 1. digital marketing agencies (Klint Marketing, Precis 
 Digital, IIH Nordic, Berthu & Co) 2. online platforms (Monsido, APSIS, QueueIt), 3. field experts 
 (IT-Branchen,  Copenhagen  Business  School)  and  4.  well-established  Danish  businesses  (Leo 
 Pharma, VELUX, Lemvigh Müller). We were of the opinion that interviewing people from these 
 categories could help us to get multiple perspectives on the situation in Denmark. Afterwards, we 
 started to build lists of relevant companies and people to reach out to for each of the categories.   


As a first step in the process of finding people to include in our sample, we drew on our existing 
 network.  Here,  we  took  advantage  of  our  workplaces  and  asked  if  there  were  people  we  could 
 interview, or potential people in the business network we could reach out to. Furthermore, we asked 
 relevant people in our own personal network if they would like to participate or knew other relevant 
 people  we  could  interview.  Simultaneously,  we  started  to  compile  a  list  of  businesses  we  found 
 relevant to approach via Google searches, LinkedIn searches and general recall from prior events 
 and other talks related to our studies at CBS. 


When  conducting  research  using  sampling,  it  is  important  to  be  aware  of  the  sample  size,  as  it 
 affects  the  validity  and  quality  of  the  findings  (Saunders  et  al,  2016).  For  qualitative  research,  a 
 general rule of thumb is it to continuously gather data until additional data collected provides little, 
 if any, new information or suggests new themes (Saunders et al, 2016). However, as Saunders et al 
 (2016, p. 297) also point out, “this does not answer how many participants you are likely to need for 
 your  sample”.  They  thus  propose  a  minimum  sample  size  ranging  from  five  to  twenty-five 
 participants when conducting semi-structured interviews (Saunders et al, 2016). Through the initial 
 sampling process, we reached out to several people and businesses, which we found relevant for our 
 research. But we were also aware that not all would have the time and/or interest in participating. 


Through  purposive  sampling,  we  were  able  to  set  up  twelve  interviews,  which  served  as  the 
empirical basis for our research. This fits within the range of sample size as proposed by Saunders 
et al. (2016). 



(23)Developing the interview guide 


To develop the interview guide, we first compiled a list of themes and potential questions to cover 
 in the interviews based on the findings discovered in the literature review. We formulated this guide 
 to  give  us  some  structure  for  the  interview  and  make  sure  that  we  covered  the  relevant  topics 
 (appendix 1). Nevertheless, we agreed to adjust our questions to each interviewee and the individual 
 interview situation to enable an open dialogue between us and the interviewee and to leave enough 
 space for the interviewees’ thoughts. It was a deliberate choice from our side, as we wanted to be 
 flexible and able to adapt the interview situation as the interviews evolved. It was important for us 
 to  concentrate  on  each  individual  interviewee  and  their  individual  area  of  expertise  and 
 understanding of online privacy.  


When working on the interview guide, we focused on formulating the questions as open and neutral 
 as possible in order to avoid framing the interview in any way or imposing our perspective and bias 
 on  the  interviewees.  According  to  Brinkman  and  Kvale  (2018,  p.  64),  “good  interview  questions 
 should  contribute  thematically  to  knowledge  production  and  dynamically  to  promote  good 
 interview interaction”. We kept this advice in mind when formulating our questions. Before the first 
 interview, we handed the questions out to some of our acquaintances to get input from people who 
 were not as involved in the topic as us. This was done to ensure that the questions were understood 
 in  the  way  they  were  intended  to  be.  Their  feedback  proved  as  insightful  and  we  made  sure  to 
 include it in order to improve the interview guide. 


Reflecting upon the interview analysis  


Brinkman  and  Kvale  (2018)  suggest  taking  the  analytical  process  of  the  interviews  into  account 
 even  before  conducting  them,  as  such  considerations  can  provide  the  researcher  with  the 
 opportunity to get the analytical process going whilst the interviews are taking place. Furthermore, 
 it  also  gives  the  researcher  the  possibility  to  consider  and  ensure  the  reliability  of  the  interview 
 structure  and  the  questions  in  the  process  of  designing  them  (Brinkman  &  Kvale,  2018). 


Considering  the  further  process  already  before  conducting  the  interviews  thus  gave  us  the 
opportunity  to  reflect  upon  the  interview  design.  Based  on  this,  we  chose  to  include  some  scale 
questions to facilitate the analytical process and make it possible to quantify some of the findings if 
necessary.  Furthermore,  we  also  decided  on  both  a  mode  and  method  for  analysis  already  before 
conducting the interviews.  



(24)According  to  Brinkman  and  Kvale  (2018),  there  is  no  standard  method  on  how  to  analyse 
 interviews,  but  they  rather  argue  that  there  are  different  modes  of  analysis.  These  can  focus  on 
 either meaning, language or both. As the intention for our interviews was to gain knowledge on the 
 topic in question and not on the linguistic features, our focus was on retracting the meaning from 
 the interviews. We thus intentionally decided to disregard linguistics when analysing the interviews. 


Furthermore,  already  before  conducting  our  interviews,  we  also  reflected  on  which  analytical 
 process  could  serve  as  the  best  foundation  for  generating  and  extracting  meaning  from  the 
 interviews.  As  our  main  mode  of  analysis  focuses  solely  on  generating  meaning,  we  sought  it 
 relevant to process and analyse them through a “thematic analysis” (Saunders et al, 2016, p. 579), 
 i.e.  the  researcher  codes  the  qualitative  data  to  identify  themes  or  patterns  related  to  the  research 
 question  for  further  analysis.  We  will  further  elaborate  on  how  we  have  gone  about  formally 
 approaching the thematic analysis process in one of the following sections. 


Interview formalities 


When  conducting  the  interviews,  we  chose  not  to  send  out  the  questions  beforehand  to  avoid 
 interviewees preparing in-depth and coming up with a ready-made approach to the interview. We 
 did this as we wanted them to approach the interview in an open manner. The only exception was 
 one interviewee who insisted on receiving some of the questions prior to the interview. We agreed 
 to that as we did not want to lose this interview, as we regarded it as very valuable for our research. 


However, we did send each of the interviewees a reminder three to five days prior to the interview 
 (appendix 2). This reminder provided them with the formal guidelines and some general themes in 
 order to give them an idea of what they could expect from the interview.   


As  mentioned  previously,  we  chose  to  conduct  the  interviews  face-to-face.  However,  due  to  the 
recent outbreak of COVID-19, we were not able to do that, and we therefore had to conduct most of 
the interviews online. We managed to conduct five of the twelve interviews face-to-face. These five 
interviews took place at the interviewee’s workplace and were recorded on our mobile phones. The 
location  was  chosen  with  the  motive  to  be  convenient  for  the  interviewees,  to  make  them  feel 
comfortable and to not be disturbed. We conducted the other seven interviews online using digital 
communication tools such as Skype, Zoom, Teams etc. and recorded the interview with the help of 
the respective technology. As the internet was strongly used in this period, the internet connection 



(25)was  not  the  best,  which  also  affected  the  quality  of  the  recordings  and  interviews.  But  it  was 
 sufficient to conduct the analysis, and the interviewees were very welcoming and relaxed about the 
 entire process.  


The interviews took around forty-five to sixty minutes. Prior to the first interview, we agreed on the 
 following structure of the interviews: they started with a brief to give an introduction to the topic 
 and ended with a debrief to round off the interview on a good note, as recommended by Brinkman 
 and Kvale (2018) (appendix 1). We both participated in all the interviews to have two perspectives. 


We also made sure to have a clear role split, so that we both knew what to do in order to create a 
 professional atmosphere for the interviewees and to not distract them. Furthermore, the person who 
 was  not  leading  the  interview  was  in  charge  of  taking  notes.  These  notes  proved  helpful  for  the 
 analysis of the interviews.  


Processing and analysing the interviews 


In order to start the process of the analysis as early as possible and to ensure that we were on the 
 same  page,  we  discussed  our  key  takeaways  directly  after  each  interview.  This  helped  us  to 
 compare  whether  we  understood  the  interviewee  in  the  same  way.  It  also  gave  us  the  chance  to 
 make sense of what had been said and tie it to our academic discoveries.  


Even though the main purpose of the interviews was to gain a general understanding and insights 
 into the phenomena in question, we still chose to transcribe all the interviews with the help of the 
 application  called  Otter  (Otter,  2020).  We  did  it  as  it  helped  us  to  identify  and  extract  the  exact 
 statements of the interviewees in an unbiased way. As the transcriptions only served as a means for 
 extracting  the  explicit  statements  of  the  interviews,  we  concluded  that  it  was  not  necessary  to 
 enclose all the transcriptions in the appendix. The transcriptions did, however, serve as an extensive 
 foundation for the next steps in our analysis.  


As also briefly mentioned above, we chose to adopt a thematising, funnel-like analytical approach, 
in order to extract and generate meaning from the interviews (Saunders et al, 2016). The analytical 
process  was  conducted  on  a  continuous  basis,  i.e.  we  already  started  the  analysis  of  some  of  the 
interviews  while  still  conducting  others.  We  each  read  through  the  interview  transcriptions  and 
noted down recurring themes and arguments throughout the reading process. After that, we came 



(26)together to compare our results and based on this, some overall themes came to surface. We used 
 these to create several thematised tables in order to help to foster the analytical process (appendix 
 3). Following this, we started to allocate the statements and arguments from each interview to the 
 relevant thematised table. This allowed us to accumulate the findings and arguments in one place 
 and  through  it  we  gained  an  overview  of  our  findings  (appendix  3).  After  having  processed  and 
 categorised  the  interview  statements  using  the  thematised  tables,  we  compiled  a  more  condensed 
 table outlining the main findings and arguments of the interviews (table 3). This was built based on 
 the themes developed in the preceding table. By adopting such a thematising, funnel-like analytical 
 approach to the interviews, we were able to extract knowledge and afterwards discuss and evaluate 
 it in relation to the academic findings of our literature review.  


Assessing the research quality: reliability and validity  


When conducting research, it is important to assess the quality of the research, which can be done 
 through two criteria, validity and reliability.  Reliability and validity are thus two factors, which are 
 central  to  the  judgement  about  the  quality  of  research  (Saunders  et  al,  2016;  Dudovskiy,  2019j). 


Whereas  validity  is  concerned  with  the  questions  whether  the  measures  used  are  appropriate  in 
 order to investigate the phenomenon at hand and whether the resulting findings can be generalised, 
 reliability looks at replication and consistency and thus addresses the question whether the research 
 could be reproduced at a later point in time or by another researcher.  


Validity 


As mentioned above, validity is concerned with the generalisability of the study at hand. Qualitative 
studies are characterised by small samples, which is why the generalisability of such research has 
often been questioned (Saunders et al, 2016). Due to our choice of adopting a qualitative method 
and  the  exploratory  research  design,  our  research  can  thus  not  be  used  to  draw  statistical  and 
universal  generalisations.  Furthermore,  as  our  research  is  both  qualitative  and  dynamic  of  nature, 
we were also aware that if we had chosen to interview other people, we would have likely reached 
different results. In order to strengthen our research method, we therefore spent a high amount of 
time on choosing relevant interviewees with different backgrounds and from different organisations 
to get broader insights and allow for different viewpoints. We are also aware of the fact that other 
researchers may have drawn different conclusions from the interviews than we did. Nevertheless, 
Saunders et al (2016, p. 400) emphasise that, “semi-structured interviews can achieve a high level 



(27)of  validity,  where  conducted  carefully  using  clarifying  questions,  probing  meanings  and  by 
 exploring responses from a variety of angles”. We thus focused on following this recommendation 
 in order to increase the validity of the study.  


Reliability 


Reliability is sometimes distinguished between internal and external reliability. Internal reliability is 
 concerned with consistency throughout the research project, whereas external reliability focuses on 
 whether the research is replicable. However, “qualitative research is not necessarily intended to be 
 replicated  because  it  will  reflect  the  socially  constructed  interpretations  of  participants  in  a 
 particular setting at the time it is conducted” (Saunders et al, 2016, p. 205). This underlines that it is 
 not the purpose of qualitative studies to be reproduced. However, in order to help others to conduct 
 similar  studies,  researchers  should  be  thorough  in  outlining  the  research  process  including  the 
 research design, context and methods.  


In  order  to  ensure  internal  reliability  throughout  our  research,  we  made  sure  to  consider  how  to 
approach  the  research  in  depth  and  to  be  detailed  in  describing  our  research  process.  Before 
embarking  on  our  research,  we  thus  took  the  time  to  carefully  think  about  how  to  approach  the 
different  steps  of  our  research  and  how  each  aspect  and  step  had  to  link  together  with  our 
philosophical considerations. Furthermore, we reflected in advance on how to approach the analysis 
of our findings before conducting the actual interviews. The fact that we conducted the research as a 
team  further  enhances  the  internal  reliability  of  our  research.  Through  it,  we  had  two  different 
perspectives, which we brought together to make sense of the entire process. This made it possible 
for us to challenge each other's interpretations, values and potential biases. This in turn gave us the 
opportunity  to  reflect  on  them,  be  aware  of  them  and  thus  be  as  objective  as  possible  when 
approaching  our  research.  Through  researching  as  a  team,  the  level  of  internal  reliability  is  thus 
increased in comparison to if the research had only been conducted by a single person. Due to our 
philosophical  orientation  and  the  fact  that  our  research  topic  is  dynamic  and  contextually 
dependent, it is likely not possible to replicate the research at a later stage or by another researcher 
in  the  exact  same  manner  reaching  the  same  conclusions.  We  have  thus  not  been  able  to  gain 
external  reliability  for  our  research.  Nevertheless,  we  still  strove  towards  making  our  research  as 
reliable as possible by documenting it in a detailed manner and by reducing the risks of threats to 
reliability. 



(28)Minimising threats of reliability 


According to Saunders et al (2016), several factors pose a threat to reliability, i.e. participant error, 
 participant bias, researcher error and researcher bias.  


Participant  error  refers  to  anything  that  negatively  affects  the  performance  of  the  participant, 
 whereas  participant  bias  includes  everything  that  leads  participants  to  give  false  responses 
 (Saunders et al, 2016). In order to reduce both the risk of participant error and bias, researchers can 
 take  a  range  of  measures  (Saunders  et  al,  2016).  The  setting  of  the  research  plays  a  fundamental 
 role:  it  is  essential  to  make  the  whole  process  as  convenient  as  possible  for  the  participants,  for 
 example through choosing a location which is easy to access for the participants and where they can 
 feel at ease (Saunders et al, 2016). We made sure that the interviews were scheduled at a time and 
 in a setting that was convenient for the interviewees. We further focused on creating an open and 
 calm  atmosphere.  To  make  the  interviewee  feel  relaxed,  we  conducted  most  of  the  face-to-face 
 interviews at the respective interviewee’s office and in a separate room. In this way, the interviews 
 were  not  disturbed  by  others  and  the  audio  recording  of  the  interviews  was  facilitated  due  to 
 reduced noise. Furthermore, it is fundamental that the interviewer is knowledgeable of the topic to 
 establish credibility with the interviewees in order to reduce the risk of interviewee bias towards the 
 interviewer (Saunders et al, 2016). As we interviewed “elites”, this was highly relevant (Brinkman 


&  Kvale,  2018).  We  therefore  made  sure  to  gain  an  extensive  knowledge  base  within  the  area 
 before  conducting  the  interviews.  In  addition  to  that,  we  were  clear  about  the  purpose  of  the 
 interview and explaining the nature of the interviews to the interviewee. As mentioned earlier, we 
 used open questions, which were clearly formulated. Theoretical concepts were not included in the 
 questions, only if the interviewees brought them up. We did not judge the interviewees’ answers but 
 rather indicated that we were actively listening to what they were saying. 


Researcher error describes factors which alter the researcher’s interpretation (Saunders et al, 2016). 


In  order  to  reduce  this,  we  made  sure  to  be  well-prepared,  energised  and  concentrated  for  every 
interview.  Researcher  bias  relates  to  everything  which  induces  bias  in  the  recording  and 
interpretation  of  participant’s  responses  (Saunders  et  al,  2016).  It  is  particularly  important  to  be 
aware of this when conducting qualitative research, as the researcher becomes an integral part of the 
research. We recognised this and that our worldview affected our understanding. We were the ones 
interpreting the gathered data and the conclusions drawn in the project thus rest on our perception 



(29)and  us.  We  were  aware  of  this  and  made  sure  to  be  as  objective  as  possible  about  the  entire 
 interview process. We further took the following measures to reduce researcher bias: we made sure 
 to  ask  clarifying  follow-up  questions  throughout  the  interviews  when we  were  not  completely 
 certain about how to interpret or understand their statements. Furthermore, we made time to discuss 
 the  main  findings  after  each  interview  to  calibrate  our  understanding  and  remove  any  individual 
 biases, in order to remain as objective as possible towards our findings. 


2.5 Conclusion 


From  the  above  methodology  section,  it  has  been  established  that  the  overall  research  method 
 adopted  in  the  project  is  qualitative.  Furthermore,  the  section  has  outlined  the  methodological 
 choices  made  throughout  our  entire  research  process  with  the  aim  to  depict  a  clear  academic 
 connection between the adopted research philosophy, research approach as well as research design. 


Lastly, the section has presented and critically evaluated the entire process of data collection and 
 sampling with the intention to make the research as valid and reliable as possible.    



3.0 Theory and literature review 


As we have established the methodological foundation of this thesis above, the following section 
 will present the theories included in this project. It will start by introducing communication theory, 
 taking  point  of  departure  in  Aristotle’s  communication  theory  and  move  towards  Shannon  and 
 Weaver’s communication theory and alterations thereof. Following this, the section will give a brief 
 overview of big data, its characteristics and its effect on the marketing and advertising industry as 
 well  as  its  role  regarding  online  privacy  concerns.  In  the  next  part,  the  section  will  introduce 
 theories relating to the concept of privacy. Here, we will introduce different ways of understanding 
 privacy. From there, the section will move towards introducing theories related to the concept of 
 disclosure  in  relation  to  privacy.  In  this  context,  we  will  introduce  the  theories  communication 
 privacy  management  theory,  social  exchange  theory,  social  contract  theory  and  behavioural 
 decision theory. 


  


In  order  to  give  the  reader  a  brief  overview  of  the  structure  of  the  coming  sections,  we  have 
developed the following visual (figure 4). 



(30)Figure 4: Overview over the theory and literature review 


We  have  chosen  to  incorporate  Aristotle’s  (300  B.C.)  as  well  as  Shannon  and  Weaver’s  (1949) 
 communication  theories  into  our  research,  as  they  represent  the  foundation  on  which  modern 
 communication  theories  are  built  (Fiske,  2011).  They  have  thus  served  as  a  major  contributing 
 factor to the evolution of communication theory. Big data has been included, as it has extensively 
 added  to  the  working  of  the  marketing  and  advertising  industry  and  how  companies  can  use  its 
 workings to communicate with customers in new ways (Palmatier & Martin, 2019). However, the 
 utilisation  of  big  data  has  fostered  privacy  concerns  with  consumers  (Goldfarb  &  Tucker,  2011). 


We are therefore of the opinion that big data plays an important role in relation to our research. In 
 order  to  understand  privacy  concerns,  we  deemed  it  necessary  to  include  privacy  theory  into  our 
 project.  Privacy  is  a  complex  concept,  and  to  build  on  its  complex  nature,  we  have  found  it 
 necessary to present a number of different privacy theories (Tavani, 2008). In order to understand 
 online privacy and privacy concerns related to data and personal information, we found it relevant 
 to  also  investigate  what  affects  the  process  of  disclosing  information.  This  is  why  theories  in 
 relation to information disclosure have been included. We have chosen these theories because they 
 all  highlight  different  factors  and  through  that,  add  to  the  understanding  of  how  we  disclose 
 information.  


Through  combining  theories  in  relation  to  communication,  big  data,  privacy  and  information 
disclosure, they serve as an extensive foundation to investigate the topic at hand. 



(31)3.1 Communication theory 
 Aristotle’s communication model 


The first traces of a communication model were developed by Aristotle 300 B.C. and it was a linear 
 transmission  model  mainly  used  for  public  speaking  (Communication  theory,  2014).  The  model 
 illustrates  how  a  speaker  transmits  a  message  to  the  receiver  of  that  message.  Aristotle’s 
 communication model consists of three basic components: the speaker, the speech and the audience 
 (Lawrence, 1979). From this perspective, communication is viewed as a one-way process and does 
 not take the receiver’s decoding of the message into consideration. One can thus not know whether 
 the receiver has actually received and/or understood the message. 


Figure 5: Aristotle’s communication model (based on Communication theory, 2014) 


Aristotle’s  communication  model  can  be  regarded  as  the  underlying  model  of  traditional 
 advertising: the speaker represents the organisation, the message the advertisement and the receiver 
 the customer.  


Shannon and Weaver’s communication model 


Since  the  development  of  Aristotle’s  model,  many  new  technologies  which  allow  to  pass  on 
 messages  have  emerged  (Richey  et  al,  2011).  Claude  Shannon  and  Warren  Weaver  included  this 
 into their widely accepted and acknowledged communication model of 1949. In it, they added the 


“channel”  as  the  means  of  sending  the  message  to  the  receiver  (Shannon  &  Weaver,  1949). 


Shannon  and  Weaver  (1949)  also  recognised  that  with  the  new  technologies  through  which 
 messages were transmitted, they further needed to take into consideration “noise”, i.e. anything that 
 interferes with the transmission of the message. 


        



(32)Figure 6: Shannon and Weaver’s communication model (1949) 


Shannon  and  Weaver’s  model  of  1949,  however,  was  a  model  of  its  time  -  a  time  in  which 
 telephones were the main channels for transmitting a message (Hendricks, 2020). In recent years, 
 many  new  channels,  which  enable  communication,  have  emerged  (Richey  et  al,  2011).  This  has 
 resulted in the model being criticised for being too linear and for not taking the more interactional 
 and  transactional  perspectives  of  interpersonal  and  technologically  advanced  communication  into 
 consideration (Chandler, 1994). Weaver later chose to add a layer of “feedback” to the model, i.e. 


the receiver's response to the message (Chaturvedi & Chaturvedi 2013). 


Figure 7: Shannon and Weaver's communication model with feedback loop 


Even  though  the  feedback  loop  was  added,  the  model  was  still  heavily  criticised  by  Chandler 
(1994), who called it a “misleading representation of nature of human communication”. According 
to Chandler (1994), the model only focuses on the dimension of information and does not consider 
meaning, which is a fundamental factor for social constructivists. He also raises the point that the 
model does not take the context into account in which the communication takes place. He further 
criticises  that  it  does  not  distinguish  between  different  media  but  rather  follows  a  universal 
approach no matter what medium is being used. On the positive side, he praises the simplicity and 
generalisability of the model.  



(33)Multiple perspectives on communication 


Shannon  and  Weaver’s  mathematical  model  of  communication  (1949)  adopts  a  transmissional 
 understanding of communication, as it focuses on communication as a process in which information 
 is passed from one place to another (Richey et al, 2011). However, this transmissional perspective 
 on communication has been challenged, as some scholars argue that there are multiple perspectives 
 on communication (Richey et al, 2011). The scholar Littlejohn (1989) has among others categorised 
 the  different  perspectives  and  distinguishes  between  four  viewpoints:  the  transmissional, 
 behavioural, the interactional and the transactional perspective.  The behavioural understanding of 
 communication sees it as a stimulus-response situation, where the sender stimulates a meaning in 
 the receiver (Richey et al, 2011). In behavioural models, feedback from the receiver is integrated in 
 the communication process, these models are, however, still characterised by linearity (Richey et al, 
 2011).  


The interactional understanding sees communication as interaction through messages and focuses 
 on the social component of communication (Richey et al, 2011). This means that it acknowledges 
 that senders and receivers are operating at the same time. It further puts emphasis on the notion that 
 messages  are  interpreted  by  the  individual  person  (Richey  et  al,  2011).  Based  on  the  person’s 
 background and understanding, he/she will probably have a different interpretation than someone 
 else. Individual characteristics are thus taken into account (Richey et al, 2011). The transactional 
 understanding  further  builds  on  this  and  focuses  on  communication  as  a  process  of  creating 
 meaning.  It  stresses  that  communication  is  dependent  on  the  individual  situation  (Richey  et  al, 
 2011).  


These four perspectives all add to the concept of communication, as they understand it in different 
 ways and contribute with new ideas. The different understandings can be linked back to the context 
 in  which  these  theories  arose  (Richey  et  al,  2011).  The  transmissional  and  the  behavioural 
 understandings  are  based  on  the  scientific  approach  of  empiricism  and  rationalism,  whereas  the 
 interactional  and  the  transactional  understanding  are  based  on  humanism  and  constructivism 
 (Richey et al, 2011). This distinct reasoning explains the different understanding of communication. 


The transmissional and behavioural understandings focus on the process of transferring information 
(Richey  et  al,  2011).  On  the  contrary,  the  interactional  and  transactional  perspectives  stress  the 
social component of communication and the important role of creating meaning in communication 
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