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Kurokawa, H., Sasaki, S., & Ohtake, F. (2024). The role of nudge-based messages on the acceptability and download of COVID-19 contact
tracing apps: survey experiments. The Japanese Economic Review, 1-31.
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OECD(2023) Consumer vulnerability in the digital age, OECD Digital Economy Papers, No. 355.
Helberger, N., Sax, M., Strycharz, J., & Micklitz, H. W. (2022). Choice architectures in the digital economy: Towards a new understanding of
digital vulnerability. Journal of Consumer Policy, 1-26.
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Mathur, A., Acar, G., Friedman, M. J., Lucherini, E., Mayer, J., Chetty, M., & Narayanan, A. (2019). Dark patterns at scale: Findings from a crawl
of 11K shopping websites. Proceedings of the ACM on human-computer interaction, 3(CSCW), 1-32.

Luguri, J., & Strahilevitz, L. J. (2021). Shining a light on dark patterns. Journal of Legal Analysis, 13(1), 43-1009.

OECD(2022) Dark Commercial Patterns, OECD Digital Economy Papers, No. 336.



vﬁ R T TS5A400

BATOCRADZREICREVESEITIC ENMREPFERZRUZVERT ST REEDMEZ
B<U. Z<DHEFDEDLZ5I<

- BAOREOHEICTZEVESETITHERIL T CTIC.FEAYHANDEEPLTHY  FENMIEINERMN

FELZELUTEHEAMDBAATE WIS ZERDITXL D ETDRFECHANDIRNEE A, TDMIS TEEA
LCULES

- UUOORNDFREBZEH
+ I CICEVU ZRECHEPH AIFIERLTVND ) HROERREICIIAFRZH DMNEL
BV ERWRE S & T 5728 FROBBREICERICANTUED

- Blake et al. (2021) : F v rBIRFGEEStubhublCHEWT T4 —IUREREEE, SxIH5
[ RS + FERLDREER T ZETDRVE RV T TSAI T TRRZUZAD., 58Y _EITHM
20%EINL. BAEXRE14%5<B2>TCUESZEZEZRUEL

Blake, T., Moshary, S., Sweeney, K., & Tadelis, S. (2021). Price salience and product choice. Marketing Science, 40(4), 619-636.
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Frederick, S. (2005). Cognitive reflection and decision making. Journal of Economic perspectives, 19(4), 25-42.

Haita-Falah, C. (2017). Sunk-cost fallacy and cognitive ability in individual decision-making. Journal of Economic Psychology, 58, 44-59.

Strough, J., Karns, T. E., & Schlosnagle, L. (2011). Decision-making heuristics and biases across the life span. Annals of the New York Academy of Sciences, 1235(1), 57-74.
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Cloarec, J. (2020). The personalization—privacy paradox in the attention economy. Technological Forecasting and Social Change, 161,
1202909.

Benndorf, V., & Normann, H. T. (2018). The willingness to sell personal data. The Scandinavian Journal of Economics, 120(4), 1260-1278.

Allcott, H., Braghieri, L., Eichmeyer, S., & Gentzkow, M. (2020). The welfare effects of social media. American economic review, 110(3), 629-
676.
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Allcott, H., Gentzkow, M., & Song, L. (2022). Digital addiction. American Economic Review, 112(7), 2424-2463.
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OECD(2022) Dark Commercial Patterns, OECD Digital Economy Papers, No. 336.
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Ceschi, A., Costantini, A., Sartori, R., Weller, J., & Di Fabio, A. (2019). Dimensions of decision-making: An evidence-based classification of
heuristics and biases. Personality and Individual Differences, 146, 188-200.
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WhatsApp 34.9 101.2

Sunstein, C. R. (2020). Valuing facebook. Behavioural Public Policy, 4(3), 370-381.




