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ARTICLE INFO ABSTRACT

Keywords: While cookie disclaimers on websites have been proposed to ensure that users make informed decisions regarding
qukies consenting to data collection via cookies, such informed consent is hindered by several factors. One of them is
Pr“]’)acy . the presence of so-called dark patterns, that is, design elements that are used to lead users to accept more cookies
:/vair Zifiymg than needed and more than they are aware of. The second factor is lack of transparency on behalf of the service

providers with regards to what happens if the user does not consent to cookie usage even despite dark patterns
nudging them to do so. The contributions of this paper are (1) evaluating the efficacy of several of these factors
while measuring actual behaviour; (2) identifying users’ attitude towards cookie disclaimers including how they
decide which cookies to accept or reject; (3) assessing the behaviour of websites regarding storing non-necessary
cookies despite user’s consent. We show that different visual representation of the reject/accept option have
a significant impact on users’ decision. We also found that the labelling of the reject option has a significant
impact. In addition, we confirm previous research regarding biasing text (which has no significant impact on
users’ decision). Our results on users’ attitude towards cookie disclaimers indicate that for several user groups
the design of the disclaimer only plays a secondary role when it comes to decision making. We furthermore
show that even without user’s explicit consent, the majority of websites we investigated still uses non-necessary
cookies. We provide recommendations on how to improve the situation for different stakeholders, namely, for
developers and policy makers.

Dark patterns

more data than they would otherwise prefer. But are all dark patterns
actually achieving their goal? As such, there is an acknowledged need
of empirical studies aimed at a better understanding on which design
elements in cookie disclaimers can be considered dark patterns Santos
et al. (2020).

However, a comprehensive analysis via such studies is challenging

1. Introduction

Cookie disclaimers are nowadays an indispensable part of the Inter-
net. According to the ePrivacy Directive, also known colloquially as the
Cookie Law, website owners need to ask for informed consent before
storing cookies on users’ devices — other than the technically neces-

sary ones.! But there are also many cookies which website owners want
users to accept in order to collect more data and sometimes even to link
data of one user from various websites. The General Data Protection
Regulation (GDPR) deals more generally with the protection of personal
data, which includes cookies, and consent to the processing thereof.
According to the GDPR, consent needs to be “freely given, informed,
specific and unambiguous”. As detailed regulations on the design are
missing, so-called dark patterns are widely used, that is, design elements
that are intended to lead the user into selecting an option for sharing
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due to a large number of design elements used in cookie disclaimers:
A number of such designs have been studied in previous research Utz
et al. (2019); Kulyk et al. (2018, 2020); Machuletz and Bohme (2020);
Nouwens et al. (2020); Grassl et al. (2021). Yet, given that these studies
focused on different elements in different settings, and given that some
of the studies came to different conclusions regarding the effectiveness
of certain design elements in influencing users’ behaviour, there is a
need for more research that investigates a variety of elements in a sys-
tematic way.
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1 The so called technically necessary ones are those cookies which are needed for the website to provide its service.
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In this work, we select a number of design elements of cookie dis-
claimers to evaluate with a between-subject online user study with
N =521 participants, conducted as an experiment measuring partici-
pants’ behaviour when interacting with a cookie disclaimer. For this
study we chose the design elements in different dimensions: (1) the vi-
sual look and feel of the options provided to the participants (Visual),
(2) the text label on the option to reject cookies (Label) and (3) the
text in the disclaimer aiming to explain the usage of cookies to the user
(Explanation). The goal of our study was to identify the dimensions - as
well as specific design examples within these dimensions — that have the
most effect on the users’ behaviour. In addition to the quantitative eval-
uation of how the design of the disclaimer influences users’ decision, we
conduct a qualitative analysis of free-text answers to better understand
the reasons behind the participants’ decisions. We used open coding to
identify users’ attitude for decision making in this context.

To further contextualise our results, we analyse 376 of 500 top web-
sites in Germany Inc (1996) regarding their use of cookie disclaimers.
We build on previous work to analyse the design disclaimers them-
selves, as well as use both browser-based and third-party tools to de-
termine whether websites comply to the user’s decision to reject all
non-necessary cookies.

In short, our work provides the following contributions:

(1) We show that two of the three studied dimensions on cookie dis-
claimers indeed have a potential to nudge the users into selecting
the “accept” option, namely, the Visual and Label dimensions. By
far the largest effect was observed for presenting the option to re-
ject cookies as a link instead of a button. A lesser yet significant
effect was furthermore identified for highlighting the “accept” op-
tion compared to highlighting the “reject” option, confirming that
similar to studies in other domains Almuhimedi et al. (2015), users
might gravitate towards an option that is presented as the default
one. However, we did not detect a significant difference in terms of
accepting cookies when the “accept” option was highlighted (while
both options being presented as buttons next to each other) vs.
keeping the “accept” and “reject” options the same. This is inline
with the findings in Grassl et al. (2021), suggesting that the “de-
fault” effect loses its prominence in this case. With regards to the
Label dimension, we furthermore show that the text on the “reject”
button or link influences the acceptance rates independent on the
visual presentation of the options, suggesting that the phrasing of
these options indeed has a potential to influence users’ perceptions
of what the consequences of them either accepting or rejecting
cookies are. (iii) We did not detect significant differences between
the level of bias presented in the explanation text of the cookie dis-
claimer (i.e. whether the participants are told about the benefits
of accepting all cookies). In this we confirm the findings in previ-
ous research suggesting that the text accompanying the disclaimer
does not influence users’ decisions (i.e. being either not read or not
taken into account) Kulyk et al. (2018, 2020), while, as opposed to
previous works, measuring actual behaviour instead of relying on
self-reporting.

From the qualitative analysis, we found that users’ attitudes to-
wards decision making regarding cookie disclaimers are often in-
fluenced by factors that are orthogonal to the actual design of the
cookie disclaimer. As such, we found that users accept all cookies
for various reasons, such as lack of risk awareness, habituation ef-
fects, the fear of not being able to access the website, the fact that
they use browser extensions or configured their browser in a way
that cookies are deleted on a regular bases.

We show that only 17% of investigated websites provide an option
to the users to reject all non-necessary cookies, with this option
being as easily accessible as the option for accepting all cookies (i.e.
requiring no more than one click) and the user not being nudged
due to visual elements such as button highlighting, which were
shown by our study to influence user’s decisions. We furthermore
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show that over 70% of the investigated websites use non-necessary
cookies despite lack of user’s explicit consent.

The results described in (1) and (2) have also been previously pub-
lished in Berens et al. (2022). The description of the investigations
related to (3) is also available in a German language publication Bohlen-
der et al. (2023).

We conclude that the lack of structural approach to cookie dis-
claimers at the beginning of introduction of the relevant legislation —
in particular, lack of guidelines regulating the use of dark patterns or
blocking access to the website unless the user has agreed to accept
all cookies — has lead to the issues of habituation, fear, and coping
strategies that we observed. While we recognise that a more precise
regulation of design elements is challenging, we encourage the policy
makers to request conducting independent empirical studies (i.e. a kind
of evaluation) before implementing cookie disclaimers or any other pri-
vacy consent dialogue in the wild.

We furthermore conclude that regulations regarding the design
alone is not sufficient, as currently the user is not guaranteed to be
protected from non-necessary data collection even if they choose to re-
ject non-necessary cookies. Hence, more transparency is required from
the website providers regarding which cookies they consider necessary,
what functionality is ensured by these cookies and which data is col-
lected via them. Overall, conclude that relying on users’ consent does
not work, as the users are not making their decisions based on full in-
formation on how their data is being collected and used.

2. Related work

A literature review by Schaub et al. Schaub et al. (2015) discusses
challenges wrt. designing usable and understandable settings interfaces
and notices. These include complexity of available notices, lack of ac-
tionable choices, users’ fatigue, and lack of integration in user context.
While a few researchers e.g. Barocas and Nissenbaum (2009) think
that addressing these challenges is impossible, several researchers have
proposed, applied, and studied guidelines for improved interfaces e.g.
Renaud and Shepherd (2018). Most notably, understanding users’ men-
tal models is generally considered to be an important step towards
designing usable privacy decision support measures Renaud and Shep-
herd (2018); Schaub et al. (2015, 2017). However, all this research
assumes that the provider of the interface is interested in providing a
fair UI wrt. privacy settings.

The study of effects that design elements have on users’ decisions
have been the subject of multiple works. Particularly relevant to our
work is the concept of nudges, or using specific patterns to increase the
likelihood of a specific behaviour Thaler and Sunstein (2008), such as
getting people to stop smoking or to save water due to environmental
concerns. The usage of nudges in the digital world have furthermore
been studied in various domains Bergram et al. (2022); DiCosola and
Neff (2022) such as choice of cloud service, password creation, encryp-
tion of smart phone, choice of public wifi Zimmermann and Renaud
(2021) or installing apps Almuhimedi et al. (2015). In most studies
nudges were often evaluated by looking either at the so-called content
nudges (Zimmermann and Renaud (2021); Ma and Birrell (2022)) or de-
sign nudges Keller et al. (2011). In some contexts nudges appear to be
more effective, when combined with information or strengthen active
choice by giving more options.

Building on the concept of nudges, several works studied specific
design elements to understand their effect on users’ behaviour - in par-
ticular, whether these design elements are capable of increasing the
likelihood of users to accept cookies (thus potentially enabling access
to more data to the service providers). As such, several works investi-
gated such design nudges as highlighting one of the options on the cookie
disclaimers — that is, either accepting all cookies or rejecting all but nec-
essary cookies — or leaving both options with the same look and feel Utz
et al. (2019); Keller et al. (2011); Machuletz and Béhme (2020). The re-
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sults were varying, with some studies finding a significant difference
in users’ behaviour when highlighting the “accept” option compared to
presenting both the “accept” and the “reject” option equally Utz et al.
(2019); Keller et al. (2011); Machuletz and Béhme (2020), yet others
not detecting any effect of highlighting the “reject” option Grassl et al.
(2021). Similarly varying findings resulted from investigations of the ef-
fect of the amount of clicks a user would need to make to either accept
or reject Utz et al. (2019); Nouwens et al. (2020); Grassl et al. (2021) or
the position of the disclaimerUtz et al. (2019); Nouwens et al. (2020).
Further studies focused on content nudges, such as the effects of expla-
nations textsUtz et al. (2019); Kulyk et al. (2018, 2020), showing either
small effect or no significant effect.

While these studies provide us with some insights on the effec-
tiveness of particular design elements in affecting users’ decisions, the
combination of various elements with a potentially nudging effect —
such as the look and feel of the “reject” option and the explanation text
— have not been systematically studied, yet. With this work, we aim to
make a first step towards conducting such an investigation,

3. Methodology

We aim to study the effect of various design elements in cookie dis-
claimers on users’ behaviour and how users make decisions when faced
with cookie disclaimers.

3.1. Investigated design elements

We look at three kinds of design elements that we found to be most
frequent in real world cookie disclaimers.

3.1.1. Visual representation of the “reject”-option

We study the sub-dimensions “usage of highlighting” and “highlight-
ing type” and consider overall five ways in which the “reject”-option
can be represented:

Button-Same Both the “reject” and the “accept” options are presented
as buttons and look the same

Button-Highlight-Accept Both the “reject” and the “accept” options
are presented as buttons, but the “accept” option is high-
lighted

Button-Highlight-Reject Both the “reject” and the “accept” options
are presented as buttons, but the “reject” option is high-
lighted

Link-End The “reject” option is presented as a text link and is located
at the end of the explanation text

Link-Middle The “reject” option is presented as a text link and is lo-
cated in the middle of the explanation text

In particular, for the variants that presented the “reject”- option as a
button and highlighted one of the options (“Button-Highlight-Accept”,
“Button-Highlight-Reject”), we conducted a pre-study to understand
what kind of look and feel of buttons users perceive as highlighted.?
In this pre-study, the participants were presented with three images of
cookie disclaimers, containing three different variants of using colour
and position — one after the other - to distinguish the “accept” and “re-
ject” option: (D1: accept-white-right) with “reject” button with a blue
background and to the left, and “accept”-button with a white back-
ground and to the right, (D2: accept-white-left) with “reject” button
with a blue background and to the right, and “accept”-button with a
white background and to the left, (D3. accept-blue-right) with “rejec-
t” button with a white background and to the left, and “accept”-button

2 The participants of the preliminary study were recruited using personal
networks and social media of the paper authors, resulting in a total of 71 par-
ticipants. They were not reimbursed for their participation. The study took less
than five minutes.
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with a blue background and to the right. The participants were asked to
select for each disclaimer, which button they perceived as most promi-
nent, i.e. highlighted. As the result, the majority of the participants
perceived the button that had a blue background as the one that is
highlighted on all of the three disclaimers, with 96% of participants (68
out of 71) marking the “accept” option as highlighted on the disclaimer
D3, 80% (57 out of 71) and 92% (65 out of 71) marking the “rejec-
t” option as highlighted on the disclaimer D1 and D2 respectively. We
therefore concluded that the use of these colours, and to a lesser extent,
of a position of the button (given the difference in responses between
the disclaimers D1 and D2) would be appropriate markers for our main
study in designing the buttons on the disclaimers “Button-Highlight-
Accept”, “Button-Highlight-Reject”.

3.1.2. Label of the “reject” option

For the content-dimension, we choose to study the effect of how the
“reject” option is named on the disclaimer (sub-dimension “naming of
options”). In particular, we study four of the possible labels that could
be present either as a text on the corresponding button or the text to a
corresponding link:

Reject The label states “Reject”

No-Additional The label states “No additional cookies”
Only-Necessary The label states “Only necessary cookies”
Save-Choice The label states “Save choice”

3.1.3. Explanation text

For the fairness dimension, we consider the sub-dimension “impres-
sion generated” and investigate whether composing the explanation text
in a way that attempts to convince the participants to share more of
their data plays a role in participants’ decisions. Namely, we consider
following variants for the explanation text shown to the participants:

Bias The explanation text contains bias nudging the participants
towards accepting the cookies, stating: “This website requires
some cookies to function. If you allow us, we will additionally
use other cookies to use them for marketing purposes. This
helps us to present you with more relevant and personalized
ads. This can significantly improve your internet experience.
Therefore, we recommend that you agree to these cookies.”

No-Bias The explanation text does not contain bias nudging the partic-
ipants towards accepting the cookies, stating: “This website
requires some cookies to function. If you allow us, we will
additionally use other cookies to use them for marketing pur-
poses. You can change or revoke your consent later at any
time.”

Fig. 1 shows examples of displayed disclaimer for each one of the
Visual-Options. The screenshots of disclaimers for all the combinations
of Visual, Label and Explanation are provided in A.5.

3.2. Hypotheses

We aim to study the effect of various design elements in cookie dis-
claimers on users’ behavior. To do so, we define the following null and
alternative hypotheses for each one of the studied variables:

* Hj: There is no difference in terms of how likely the users are to
accept all cookies, based on the Visual variable.

* H,,: There is a difference in terms of how likely the users are to
accept all cookies, based on the Visual variable.

3 Here and in the rest of the paper, the text used in the study is translated
from German.
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This website uses cookies!

This website requires some cookies to function. If you allow us, we will additionally use other cookies to use them for
marketing purposes. You can change or revoke your consent later at any time.

Essential Cookies +

Marketing Cookies (optional) +

m Accept All

(a) Button-Same

This website uses cookies!

This website requires some cookies to function. If you allow us, we will additionally use other cookies to use them for
marketing purposes. You can change or revoke your consent later at any time.

Essential Cookies +

Marketing Cookies (optional) +

Reject } Accept All

(b) Button-Highlight-Accept

This website uses cookies!

This website requires some cookies to function. If you allow us, we will additionally use other cookies to use them for
marketing purposes. You can change or revoke your consent later at any time.

Essential Cookies +

Marketing Cookies (optional) +

=

(c) Button-Highlight-Reject

This website uses cookies!

This website uses cookies!

This website requires some cookies to function. If you allow us, we will additionally use other cookies to use them for
marketing purposes. You can change or revoke your consent later at any time. Here, you can reject the storage and
use of marketing cookies: reject.

Essential Cookies

Marketing Cookies (optional)

+
¥
Accept All

(d) Link-End

This website requires some cookies to function. If you allow us, we will additionally use other cookies to use them for
marketing purposes. Here, you can reject the storage and use of marketing cookies. You can change or revoke your

consent later at any time.
Essential Cookies

Marketing Cookies (optional)

+

+

Accept All

(e) Link-Middle

Fig. 1. Examples of cookie disclaimers with different visual representations of the “reject”-option (Visual). In all the examples, the reject option is labelled as “Reject”,
and the explanation does not include bias. Note, the text in the provided figure is translated from original German.

H,,: There is no difference in terms of how likely the users are to
accept all cookies, based on the Label variable.
H, ,: There is a difference in terms of how likely the users are to
accept all cookies, based on the Label variable.

Hj: There is no difference in terms of how likely the users are to
accept all cookies, based on the Explanation variable.
Hj ;: There is no difference in terms of how likely the users are to
accept all cookies, based on the Explanation variable.

3.3. Study procedure

We use a between-subject factorial design, where each partici-
pant is randomly exposed to a cookie disclaimer with (1) either
“Button-Same”, “Button-Highlight-Accept”, “Button-Highlight-Reject”,
“Link-End” or “Link-Middle” for visual representation of the “reject”-
option (variable Visual), (2) either “Reject”, “No-Additional“, “Only-
Necessary” or “Save-Choice” for labelling of the “reject” option (vari-
able Label) and (3) either “Bias” or “No-Bias”) for the explanation text
(variable Explanation). Thus, participants got one of 40 =5 x4 X 2 possi-
ble combinations of the investigated variables.

In order to get insights of the real-world behaviour of users, we
used deception in our study, where the participants were not told that
their interaction with the disclaimer is the real subject of the study. In-
stead, the study was advertised using a cover story, where the users
were told that the purpose of the study is to study user experience on
website Uls. After clicking on the link that lead to the questionnaire,
one of the 40 cookie disclaimers was randomly selected and displayed.
Once the participants selected either the “accept” or the “reject” option
on the disclaimer, they were forwarded to the debriefing page, where
they were told about the real purpose of the study, informed that re-
gardless of their decision no actual cookies have been stored on their
devices, and were asked whether they consent to further participation
in the survey. If the participants chose not to consent, their data was

not included in further evaluations. If the participants consented, they
were asked further questions about their interaction with the cookie
disclaimer in the study, as well as their demographics. The questions
furthermore included an attention check where the participants were
asked to select a particular option.

3.4. Recruitment and ethics

In order to test these hypotheses, we aimed to recruit at least 500
participants, following the guidelines for choosing the sample size for
logistic regression Bujang et al. (2018). The guidelines recommend a
sample size of n = 100 + 50i, with i as the number of independent
variables, which in our case would equal to 8 (counting the dummy
variables of 44+-3+1 representing the values of Visual, Label and Explana-
tion correspondingly). We furthermore decided to recruit 100 additional
participants to account for possible exclusion due to insufficient re-
sponse quality (e.g. due to failed attention checks, see 3.3).

The participants in both our studies were recruited using the Click-
worker platform.* They were offered 1.60€, which was calculated
based on the study duration of 10 minutes (as estimated by pretests
of both of the studies) and the minimal hourly wage of 9.60€ in Ger-
many, where the study was conducted. While there is no mandatory IRB
approval at our institution, we took measures to avoid harms to our par-
ticipants, following the guidelines for empirical research suggested by
the American Psychological Association American Psychological Asso-
ciation et al. (2002). In particular, since our studies involved deception
due to the need to test the reactions of the participants on cookie
disclaimers without biasing them with the real purpose of the study,
we took measures to ensure proper debriefing and obtaining informed
consent for using the data provided by the participants. The study fur-
thermore involved attention checks to ensure proper data quality. The

4 https://clickworker.com, last accessed March 23rd, 2022.
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Link-End

(N =108)

Link-Middle

(N =106)
Button-Highlight-Accept
(N =103)

Button-Same

(N =95)
Button-Highlight-Reject
(N =109)

0% 25% 50% 75%

Fig. 2. Percentage of participants accepting all cookies for each visual represen-
tation of the “reject”-option (Visual).

participants were informed about the presence of such checks, as well
as about the fact that they would not get any reimbursement if they fail
these checks, at the beginning of the study.

4. Study results

There were 644 participants completing our study (excluding partic-
ipants who started the study but decided to drop out at any point). Of
them, 123 were excluded from further analysis for the following reason:
47 failed the attention check, 66 were cases of suspected or confirmed
repeated participation,® five did not have their decision recorded by the
survey system due to a technical error, two reported using smartphone
instead of a computer,® one reported not seeing the disclaimer, thus
suspecting that there was a technical problem with the study, one sus-
pected that the shown disclaimer is a part of the study due to the fact
that cookie disclaimers are usually blocked for them because of browser
addons, and one reported that they would act differently if it were not
for participating in the study.

Out of the remaining participants, 306 were men, 209 women, one
non-binary person, one person identifying as both man and woman and
three participants who did not input their gender.” The most common
age group of the participants was 30 to 34 years old (107 participants,
of them 63 men, 44 women), followed by 25 to 29 years old (81 par-
ticipants, of them 45 men, 33 women) and 20 to 24 years old (65
participants, of them 29 men, 36 women). Further demographic data,
including education and employment status of the participants is pro-
vided in A.2.

Overall 69% of participants (360 out of 521) selected the option for
accepting all cookies. The majority of the participants reported reading
the header of the disclaimer (74%, 385 out of 521) and the labels on the
buttons (73%, 381 out of 521); on the other hand, only around a third of
the participants (34%, 178 out of 521) reported reading the explanation
text, and less than 15% reported reading detailed information about
marketing cookies (13%, 67 out of 521) or essential cookies (14%, 74
out of 521).

4.1. Comparison between groups

The distribution of participants into groups according to the vari-
ables Visual, Label and Explanation is provided on Table 1. Fig. 2, 3 and
4 show the rate of participants accepting all cookies grouped by vari-
ables Visual, Label and Explanation correspondingly.

5 Note, the recruitment for the study was performed in two rounds, and due to
technical issues in some cases repeated participation could not be conclusively
excluded.

6 While the behaviour of the users with devices with smaller screens with re-
gards to cookie disclaimers is an interesting research question, we decided to
exclude such participants from our study, since the way the disclaimers were
displayed to them would be too different compared to the rest of the partici-
pants.

7 Note, it was possible to select multiple options as one’s gender.
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Table 1
Number of participants in the group for each combination of
Visual, Label, Explanation.

Visual Label Explanation

Bias No-Bias

Button-Highlight-Accept ~ No-Additional 14 14

Only-Necessary 7 13
Reject 11 13
Save-Choice 17 14

No-Additional 12 15
Only-Necessary 17 14
Reject 11 12
Save-Choice 13 15
No-Additional 11 11
Only-Necessary 14 13

Button-Highlight-Reject

Button-Same

Reject 8 14
Save-Choice 12 12
Link-End No-Additional 15 15
Only-Necessary 16 11
Reject 13 12
Save-Choice 13 13

Link-Middle No-Additional 12 15
Only-Necessary 15 10
Reject 14 14

Save-Choice 15 11

Reject
(N =122)

No-Additional
(N =134)

Save-Choice
(N =135)

Only-Necessary
(N =130)

0% 20% 40% 60% 80%

Fig. 3. Percentage of participants accepting all cookies for each label of the
“reject”-option (Label).

Bias
(N =260)

No-Bias
(N =261)

0% 20% 40% 60%

Fig. 4. Percentage of participants accepting all cookies for each explanation
(Explanation).

We use a logistic regression model,® with the participants’ decision
to accept all cookies as the outcome and the variables Visual, Label and
Explanation as predictors. The analysis of deviance for the model is pro-
vided on Table 2, showing significant effects of the variables Visual and
Label. Thus, H|, and H,, are rejected, but H; could not be rejected.

We furthermore computed pairwise comparisons for the variables
Visual and Label, with the odd ratio values and their confidence inter-
vals shown on Fig. 5 and 6. The analysis shows significant differences
between disclaimers that displayed the “reject”-option as the link (Link-
End, Link-Middle) and the ones that displayed both the “reject” and
“accept” options as buttons (Highlighted-Accept, Highlighted-Reject,
Same), with users being 5 to 12 times less likely to accept cookies if the
“reject” option was presented as a button (OR from 0.0835[0.0299, 0.234]

8 The statistical analysis is performed using R packages “stats” and “em-
means”. The assumption for applying logistic regression to the data have been
fulfilled.
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(Button-Highlight-Reject) / (Link-End)***

(Button-Highlight-Reject) / (Link-Middle)***

(Button-Same) / (Link-End)***

(Button-Same) / (Link-Middle)***

(Button-Highlight-Accept) / (Link-End)***

(Button-Highlight-Accept) / (Link-Middle)***

(Button-Highlight-Accept) / (Button-Highlight-Reject)*

(Button-Highlight-Reject) / (Button-Same)

(Button-Highlight-Accept) / (Button-Same)

(Link-End) / (Link-Middle)

0.03
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Fig. 5. Odds ratios and their 95% confidence intervals for pairwise comparison of Visual variable. The x-scale is logarithmic, *** signifies p-value <.001, * signifies

p-value between .01 and .05.

Table 2
Analysis of deviance for the logistic regression model.
Df Sum Sq Mean Sq F value Pr(>F)
Visual 4 18.05 4.51 25.50 <.0001
Label 3 2.52 0.84 4.75 0.0028
Explanation 1 0.04 0.04 0.23 0.6311
Residuals 512 90.63 0.18

to 0.2098[0.0735,0.599]). Smaller, albeit still statistically significant dif-
ferences were furthermore identified between displaying the “reject”-
button as highlighted, versus highlighting the “accept”-button, with
users more than twice more likely to accept cookies in the later case
(OR =2.43[1.1045,5.346]). We detected smaller effects with regards to
the “Label” variable. As such, labelling the “reject” option “Only neces-
sary cookies” made it 2.5 times less likely to accept cookies compared
labelling this option as “Reject” (OR = 0.404[0.183,0.893]). Similarly,
changing the label from “No additional cookies” to “Only necessary
cookies” makes it more than twice as likely for the users to accept cook-
ies (OR =2.25[1.049,4.828]). No further significant differences between
the different labels were identified. The full statistical output of the
pairwise comparisons is provided in the Appendix, see Tables 8 and 9.

4.2. Users’ attitudes

In order identify the attitudes of users regarding cookie disclaimer
that affected their decisions, we conducted an open-coding analysis of
their answers to the question “Why have you chosen this option on
the cookie disclaimer?”. The coding was done by two researchers. The
code-book was developed in the following steps: Two of the authors
developed a code book based on 10% of the responses (randomly se-
lecting while making sure those from different groups were covered as
well as those from participants having accepted all cookies). The two
code books were discussed during a meeting. It was agreed on a com-
mon code-book. Afterwards each author coded the entire code-book.
During this step new codes were identified and discussed. Afterwards
these new codes were applied. The resulting coding has reached the
agreement between the coders of Cohen’s x = 0.88.

The code-book containing all the codes (including description for
each individual code and quotes from the participants exemplifying the
code) is provided in the Appendix. The code were classified in the fol-
lowing categories:

UL: Participants’ response makes it clear that their decision was
due to the design of the disclaimer, e.g. stating that they
selected the highlighted option, or that there was only one
option available.

Attitude: The response of the participant reflects their attitude to-
wards cookies in general, e.g. stating that they always just
accept as a habit, that they don’t have the time to read text
on disclaimers, or that they are not concerned about cookies.

Deliberation: The response indicates that the participant has thought
about their decision before making their choice, e.g. stating
that they always choose the option that accepts the minimal
amount of cookies, or on the contrary, that they decided to ac-
cept all cookies because they thought that they would other-
wise be unable to access the website. But also that they accept
all because they configured their browser to delete cookies.
Note, this category includes codes explaining why accepting
all cookies and others explaining why all non-technically nec-
essary ones were rejected.

Emotions: The response was very emotional, e.g. Participant stating
that they find cookies annoying or feel anxious when asked
to share their data. Note, these codes was usually assigned in
addition to another code.

Accident: The response indicates that the participant might have se-
lected the option (usually the accept all option) by accident.

Others/Nonsense: We also had a few statements which could not be
assigned to one of the categories/codes above but were only
mentioned by one or two participants. Furthermore, a few
statements had to be assigned as nonsense.

Fig. 7 shows how frequently codes from a specific category (exclud-
ing 32 responses that were coded as “others/nonsense”) were men-
tioned by participants, depending on the visual presentation of the
“reject”-option (Visual) on the cookie disclaimer they saw, and the de-
cision they made.® Note, several of those coded as attitude in the group
Button-highlight-reject-group thought they have accepted all cookies,
although they actually rejected the non-technically necessary ones.

The frequencies for each of the individual codes are provided in 10.
The category that was most often assigned is attitude (assigned to 280
participants), closely followed by the category deliberation’ with 272

9 Note, that some responses were assigned multiple codes (at most three).
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Fig. 6. Odds ratios and their 95% confidence intervals for pairwise comparison of Label variable. The x-scale is logarithmic, *** signifies p-value < .001, * signifies

p-value between .01 and .05.

All cookies accepted

Attitude

Deliberation 27 % 31 % 25 %
Accident 2% 7% 2% 7% 9%
u 2% 4% 2% 9 % 8 %
Emotions 8 % 5% 7% 4% 5%
Button-  Button-  Button- Link- Link-
Highlight- Highlight- Same End Middle

Accept Reject

Only necessary cookies accepted

18% 7% 6 %

1%

6 % 5% 4% 7% 6 %
Button-  Button-  Button- Link- Link-
Highlight- Highlight- Same End Middle

Accept Reject

Fig. 7. Frequency of codes from each category being mentioned by participants (as a percentage of total codes mentioned by participants shown a notice with a
particular Visual and making a particular decision). Note, the responses of some participants were assigned multiple codes.

assignments. The appearance of the other three categories was much
less: emotions with 35, accident with 26, and UI with 26, too. The indi-
vidual code that was assigned most often is ’effort factor’, i.e. want to
use the web page as soon as possible, which is a code under ’attitude’: It
was assigned 125 times. The individual code that was assigned second
often is ’habit (routine)’, also a code under ’attitude’: It was assigned 80
times. 62 times we assigned the code ’if possible, only essential cookies’
(while several referred to if easily possible) an 58 times the code ’(Pro-
tection of) Privacy - abstract’. While these are the top four, it might
be worth mentioning that 14 answers were assigned to the individual
code ’Perceived only one option’, 21 to the individual code ’trust in the
site’, and 41 to the individual code 'website functionality’, i.e. those
were afraid that they cannot use the website if they do not accept ev-
erything.

5. Investigation of the use of only necessary cookies

In order to understand the impact of users consenting to collection
of “only necessary” cookies, we have conducted an investigation of pop-
ular websites, looking into whether the cookies they collect can indeed
be reasonably concluded to be necessary. In particular, we based our
investigation on previous work Krisam et al. (2021) which analysed
cookie disclaimers on Top 500 German websites Inc (1996), resulting
in the analysis of cookie disclaimers on 389 websites (excluding web-
sites that were in language other than English or German). Of these
websites, only 376 were still available at the time of our analysis (July

2022), hence, we focused on these 376 for the sake of comparison with
previous work. Our analysis is performed in two steps. First, we cate-
gorise the websites according to the design of the disclaimers and the
options they offer to the user regarding rejecting non-necessary cook-
ies. Second, we analyse the cookies that are set by the website in case
the option to reject non-necessary cookies is selected (or if no option to
reject such cookies is provided to the user) via browser tools and third-
party tools to check whether these cookies are indeed necessary for the
website functionality. We describe both of these steps in the subsections
below.

5.1. Disclaimer design and options provided to the users

One third of the investigated websites (128 of 376, 34%) did not of-
fer website visitors any opportunities to reject the use of cookies on the
website, either not showing any cookie disclaimer (87 of 376, 23%), or
showing a disclaimer mentioning usage of cookies either with only the
“accept all” option without further information (1 of 376) or with a link
to further information but without any further options (40 of 376, 11%).
A further third of the disclaimers (120 of 376, 32%) provided a choice of
either accepting all cookies via clicking on a button, or configuring the
cookies one wants to accept either on the disclaimer itself (11 of 376,
3%) or on a separate page (109 of 376, 29%). The rest of the disclaimers
(128 of 376, 34%) corresponded to the ones we investigated in our ex-
periment, containing both an “accept” and a “reject” option directly
on the disclaimer. Note that there has been a significant change to the
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Table 3

Websites categorised by cookie disclaimer design and options pro-
vided to the user. Note, as 13 of the websites investigated in 2021
were not available in 2022, the total number of websites differs.

2021 2022

No choice for the user 208 128
No disclaimer 134 87
Disclaimer without link to further information 5 1
Disclaimer with link to further information 69 40
Choice for the user with single click to reject 39 138
“Reject”-Button without highlighting 7 62
“Reject”-Button with “accept” option highlighted 21 66
Config dialog without highlighting 2 3
Config dialog with “accept” option highlighted 9 7
Choice for the user with several clicks to reject 142 110
Config dialog without highlighting 1 0
Config dialog with “accept” option highlighted 1 1
Config page without highlighting 16 13
Config page with “accept” option highlighted 124 96
Total 389 376

investigation in Krisam et al. (2021) which was conducted a year ear-
lier, with previous results showing only 7% of the disclaimers showing
an explicit “reject” option, and the majority of the websites (58%) ei-
ther not showing any disclaimer (34%) or showing a disclaimer without
any option to reject cookies (19%). The full overview of the categorisa-
tion of the disclaimers, together with the comparison with the previous
study, is provided on Table 3.

Out of the websites that provided the user with an option to either
accept all or to reject non-necessary cookies (248 of 376), the majority
allowed choosing the “reject” option with a single click, either by click-
ing on “Save settings” button with all non-necessary cookies deactivated
by default (10 websites) or by clicking on the explicitly provided “Re-
ject” button (128 websites). However, only 65 websites displayed both
the “accept” and the “reject” option in an equal way (26% of all dis-
claimers that provided both options).

This allows us to conclude that at least 49% of websites (183 of
376) collect non-necessary cookies while nudging the user to accept
them, either via requiring additional clicks to select the “reject” option
or via presenting the “accept” option in a highlighted way. The remain-
ing 51% require further investigation to determine whether the cookies
they store — either by default, if no decision is available to the user, or
with the user explicitly choosing to reject non-necessary cookies — are
indeed necessary for the functionality of the website.

5.2. Use of non-necessary cookies

In order to understand whether the cookies stored by the website
are necessary for its functionality, we have conducted an identification
process consisting of 3 levels. First, the websites are manually examined
using the developer tools, which can be accessed in the browser. In the
next step, a web-based tool is used and in the last step the privacy
policies are used to identify non-necessary cookies. In the following the
identification process is described in more detail.

5.2.1. 1stlevel

The Developer Tools can be accessed by right-clicking in most
browsers. They contain information about the cookies that are set on
a website. This allows us to identify the name and value of the cook-
ies. In this step, it was assumed that Google Analytics cookies are not
technically necessary. The reason for this assumption is that GA collects
data about the user’s interaction and creates statistics for the website
operator based on this data Google (2023). Without these cookies, the
website would be still functional. GA cookies are always found with
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” «

“ ga”,“ gid” or “_gat_<number>" names, so when checking the lists,
these cookies were searched for.

« If no cookies are displayed in the cookie list, the website is classi-
fied as one without cookies.

 If no GA cookie is detected, the website moves to the 2nd level of
the identification process.

- If a GA cookie is detected, it is classified as a website with cookies
that are not technically necessary.

5.2.2. 2nd level

The web-based tool “Cookie Checker” is a tool from CookieYes Lim-
ited to identify the cookies that are set on a website. First, the tool scans
the website, activates all cookies and collects necessary details about
the cookies found. After that, an automatic scan report is generated and
provided to the user Limited (2023).

In this step, it was assumed that the “Cookie Checker” works reli-
ably, and outputs correct information about the cookies’ functions in the
report. Since the provider of the Cookie Checker offers a Cookie Consent
Management Tool, the information in the scan report was trusted.

« If only necessary cookies are found in the scan report, the website
is classified as one that only sets technically necessary cookies.

« If no non-necessary cookies are found in the report and at least one
cookie is found that does not have a clear function assignment, then
the website moves to the 3rd level of the identification process.

« If at least one non-necessary cookie was found in the scan report,
which was also found in the 1st Level Cookie List, the website is
classified as one with cookies that are not technically necessary.

5.2.3. 3rd level

The privacy policy is available on most websites by clicking on a
link at the bottom of the website and contains information about the
cookies that are set on the website.

In this step, it was assumed that the information in the privacy state-
ment is correct.

+ If the use of non-necessary Cookies, which were also found in the
1st Level Cookie List, could be derived from reading the privacy
policy, the website will be classified as one with cookies that are
not technically necessary.

If it could be derived from the privacy policy that only technically
necessary cookies, which were also found in the 1st Level Cookie
List, are set by reading the privacy policy, the website is classified
as one that only sets technically necessary cookies.

Otherwise, the website will be finally classified as a website with-
out a clear statement.

The full process is summarised on Fig. 8.

The analysis has shown that out of all websites, only 14% (52 of
376) did not set any non-necessary cookies before the user explicitly
consented to it. Such cookies were set on 72% websites (269 of 376),
and the results were inconclusive for 18% (67 of 376) websites. Out of
websites that did not provide any choice to the visitor, only 20% (26 of
128) did not use any non-necessary cookies, while 72% (92 of 128) were
found to use cookies not essential for the website functionality, and the
analysis results for 10 of 128 websites were inconclusive. Among the
websites that provided the user an option to reject non-essential cook-
ies, only 11% (27 of 248) did not set any non-essential cookies without
user’s consent, 71% (177 of 248) did set such cookies and the analy-
sis of 18% (of 248) was inconclusive. In particular among the websites
that provided a cookie disclaimer without dark patterns — that is, with a
“reject” option that is accessible via single click and has the same look
and feel as the “accept” option — only 5% (3 of 65) did not set any non-
essential cookies without the user consenting to it, while 78% (51 of
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2) Run Cookie
Checker

No/only necessary
cookies stored

At least one non-

At least one non-
essential use of

All found cookies are cookies mentioned

explained as

At least one without
clear purpose

3) Examine privacy
policy

necessary

Fig. 8. Process for determining whether a website stores non-necessary cookies without user’s consent.

Table 4
Types of cookies set by the website without user’s explicit consent.
2021 2022

No choice for the user 208 128
No disclaimer 134 87
Disclaimer without link to further information 5 1
Disclaimer with link to further information 69 40
Choice for the user with single click to reject 39 138
“Reject”-Button without highlighting 7 62
“Reject”-Button with “accept” option highlighted 21 66
Config dialog without highlighting 2 3
Config dialog with “accept” option highlighted 9 7
Choice for the user with several clicks to reject 142 110
Config dialog without highlighting 1 0
Config dialog with “accept” option highlighted 1 1
Config page without highlighting 16 13
Config page with “accept” option highlighted 124 96
Total 389 376

65) were shown to do so. The full overview of the analysis of different
categories of disclaimers is shown on Table 4.

6. Discussion
6.1. Effect of the design of cookie disclaimers

Our results show that participants indeed are swayed to share more
data just by modifying the design elements of the cookie disclaimers.

Thus, our research once again stresses the ephemeral nature of consent
in the context of web tracking: if the users tend to select different op-
tions depending on the web design, it can hardly be argued that the
consent they provide is indeed informed.

In particular, the design nudges that was shown to affect the par-
ticipants the most was the visual representation of the “reject”-option:
Only very few participants (10%) chose the option that would allow
them to reject all but necessary cookies, if that option was represented
as a link instead of a button. The participants’ follow-up explanations
furthermore have shown that some of them (14 participants) stated that
they did not notice the “reject”-option at all. Others accepted because
they thought there is no easy way to reject.

Thus, we underline the request from Utz et al. (2019) “for regula-
tion to not just require consent, but also provide clear requirements or
guidance for how this consent has to be obtained in order to ensure
that users can make free and informed choices.”. In particular it should
be regulated that presenting the “reject”-option as a link while show-
ing the “accept” option as a button is illegal. It is worth mentioning
that presenting the “reject”-option as a link while showing the “accep-
t” option as a button has already been criticized by data protection
agencies, in particular, the data protection agency in Denmark issuing
guidelines cautioning against such practice Danish Data Protection Au-
thority (2017).

Our results show that without highlighting and with highlighting
the reject option (bright pattern), an accept-all rate of 57% and 43%
respectively was measured. Furthermore, our study did not reveal sig-
nificant differences between presenting both the “accept” and “reject”
option as buttons with similar look and feel and highlighting either one
of them.
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Our findings regarding the visual nudges of the “reject”-option can
be seen as complementing previous research: as such, we did not find
a significant difference between highlighting the “reject” button ver-
sus presenting both options as buttons with the same look and feel,
as opposed to the findings of Utz et al. Utz et al. (2019). While it
might indicate that the effect is too small to be detectable given our
study sample, it is worth noting that our findings are inline with the re-
sults of Grassl et al. Grassl et al. (2021); given the time gap between
these studies, it is possible that the effect of highlighting a button has
reduced as the participants became more familiar with the cookie dis-
claimers (hence, those of them who were concerned about their privacy
knew not to click on the highlighted button). Given these distinctions,
however, and the variety of highlighting effects that were not yet in-
vestigated (e.g. positioning of the button), future work is needed to
understand which of these effects might have played a role in the par-
ticipants’ choice as well.

However, already from our study, we can conclude that it is not
enough to legally require a change of the design, although it is a first
step. To get more insights, we tried to understand how participants
made decisions and found that more than half of those participants hav-
ing accepted all cookies mentioned attitude related and less than one
third of those participants mentioned in their answers anything that
could indicate an informed decision (classified as deliberation). This in-
fluence on decision is discussed further in 6.2.

The text-changes we made to generate some bias towards accept-
ing, had no effect on participants decision to accept all cookies or not,
similar to findings in Kulyk et al. (2018, 2020). One of the reasons can
very well be the fact that only a relatively small amount of users actu-
ally reads the text at all; as such, only 34% of our participants reported
reading the explanation text, and looking at the analyses of the free-text
answers reveals reasons for such low engagement: e.g. 110 mentioned
time related issues and 66 (see Table 10 for the numbers) that they just
click it away (habit). This also explains that 13, see Table 10, specifi-
cally mention that they did not notice the link in the text and that the
accept-all rate for the groups with the reject-link is so high. Not reading
is also supported by the following finding: We had several participants
believing that they would not be able to use the website afterwards — os-
tensibly overlooking the fact that the explanation on our mock cookie
disclaimers explicitly mentioned that the website functionality would
not be impaired. Note, also from those rejecting only one mentioned
something related to the text ’criminal way in phrasing text in cookie
disclaimers’. Thus, it looks like the actual text has limited effect also on
those who try reject all cookies other than essential one.

While the main text nudge seems to have little influence the text on
the button for the reject option makes a difference: Participants were
more likely to reject all but essential cookies if the corresponding op-
tion was labelled as “Only necessary cookies” as opposed to “Reject”
or “No additional cookies”. A possible reason for this can be deduced
from the analyses of the free-text answers: 49 participants mentioned
that they were afraid that they would either not be able to use the web-
site at all, or use it with limited functionality if they do not accept all
cookies. Some refer even to past experience. Thus, it might be that neg-
ative phrasing should be avoided to enable more informed decisions.
In general more clear labelling of options is needed which shows the
percentages of participants who misunderstood the options and thus
selected one option but misinterpreted them (see category accident in
Section 7). While this is due to the best of our knowledge the first study
analyzing different labelling of options, more research in this direction
is needed. In case future research can support our findings it is highly
recommended that labelling of options is also discussed in future legal
regulations.

6.2. Influence of non-design aspects

Participants’ explanations regarding their interactions with the
cookie disclaimer shed light on their decision-making process. Partici-
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pants reporting using both of Kahnemann’ systems Kahneman (2011) in
their reactions to the cookie disclaimer: System 1 (i.e. decision making
that relies on quick heuristics) — in particular codes assigned to the ’at-
titude’ category — and System 2 (decision making that relies on some
level of deliberation) — in particular codes assigned to the ’deliberation’
category. This finding confirms the findings in Grassl et al. (2021): The
authors also discussed the distinction between System 1 and System 2
decision process when it comes to reactions to cookie disclaimers. It
is worth mentioning, that despite using system 2, several participants
made a deliberate choice to accept all cookies, in particular there were
48 of our 521 participants believing that they would not be able to use
the website afterwards — while some mention corresponding negative
experience in the past. This is of particular interest as the idea of techni-
cally necessary cookies is that the website should work with only these
cookies. Thus, either the websites they visited in past did not imple-
ment this concept properly and/or these participants are not entirely
aware of the concept of technically necessary cookies.

Note, some having the attitude towards accepting all cookies, seem
to have ’learned’ that this is usually the highlighted option. This may
also explain the 36% codes related to the category ’attitude’ in group
’button-highlight-reject’ (see 7). It might be that several of those who
rejected the marketing cookies only rejected by accident as they just
followed their habit to click on the highlighted option without reading
it. One may argue that this is also not an informed decision, anymore.
While it is not likely that many websites would actually highlight the
reject option. This result shows that — due to the habituation effect after
having interacted with so many cookie disclaimers - it is not recom-
mendable to highlight the reject option but rather show both or all
options the same way.

Several individual codes - in particular in the category ’attitude’-
indicate a lack of awareness: A general lack of awareness for privacy
risks and countermeasures (confirming past research such as Kulyk et
al. (2018)) and regarding the concept of technically necessary cookies
as well as questioning trust in the service as such versus trust in their
privacy policies. Thus, our results show once more, that it is important
to raise peoples awareness for privacy risks — in general but also for
specific contexts. Note, our finding regarding the missing awareness
of the concept of technically necessary cookies, may also explain the
findings regarding the n text for the rejection-option, e.g. 'reject’ may
sound more scaring than just’ only necessary’ or ’only necessary’.

We identified several codes, i.e. users’ attitude, which indicate that
decisions are made independent from the actual design/text: There are all
those which are likely to accept all cookies independent from the ac-
tual design and without reading the text, either due to their ’attitude’
(e.g. don’t care, no risk), because they are afraid not to be able to
use the website without accepting all cookies ("Website functionality’
and partially ’Obligatory’), because they ’trust in the site’, or because
they delete them either manually or automatically ('Regular deletion
of cookies’, ’habit as cookies are deleted’). Then there are those which
are likely to reject all non-technically necessary cookies and would take
the extra steps: ’(Protection of) privacy - abstract’, ’As little advertis-
ing as possible’~ which are 73 of the 521 participants. There are only
few codes related to the actual design (not related to the actual text):
If possible, only essential Cookies’ and the "UI’ category — in total only
62 of the 521 responses we analyzed. Thus most have developed their
coping strategies after having seen for months/years cookie disclaimers
on almost all websites. Also note that still 57% of our participants in
the "Button-Same’ group selected the ’accept all’ option. Thus, it is ques-
tionable whether just adopting the regulations towards prohibiting dark
patterns actually makes a big difference. It looks like, as a privacy com-
munity we also need to focus more on awareness and/or tool support —
if possible — which would decide based on our pre-configured privacy
settings.
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6.3. Limitations

Our participants were younger and more educated compared to the
general German population. As participants in the crowdsourcing plat-
forms, they were also likely to be more active as Internet users. It is also
possible they were more likely to trust the website advertised on the
platform they actively use, and more incentivised to continue brows-
ing the website (hence, less likely to risk not being able to access the
website due to rejecting cookies) in order to get their monetary reward.
However, if they would have read the cookie disclaimer they would
have noticed that they can continue to the actual study without actu-
ally accepting marketing cookies. Thus, in world in which people read
these disclaimers the influence should be very limited. However, as our
study results also show, many do not read the disclaimers, instead be-
ing influenced by their expectations of the particular web service — in
this case, our survey platform. Hence, it is likely that on other web-
pages with the same cookie disclaimers less participants would have
accepted the marketing cookies. We expect that this would be the case
of all groups. We furthermore had to rely on self-reporting with regards
to participants reading the disclaimer or its specific parts, as well as
regarding their reports on how they interact with cookie disclaimers
outside of the study setting. Nonetheless, the differences observed in
our study — in particular, the fact that the disclaimer design did have
an influence on participants’ decisions — provide us with some insights
about participants’ attitudes towards cookie disclaimers and their role
in informing them about their data protection. Finally, in our evalu-
ation of whether the collected cookies can be classified as necessary,
we relied, among other characteristics, on an analysis by a third-party
tool “Cookie Checker”. The reliability of this analysis, as well as our
methodology in general, can be further studied, e.g. by conducting in-
terviews with developers to better understand whether they consider
the collected cookies as necessary or not, and how their opinion can
differ from the output of “Cookie Checker”.

7. Conclusion

With our research, we show that not everything that looks like
a dark pattern actually has a significant effect on peoples decision.
Thus, studying different instantiating of design elements is worth to
continue. Furthermore, we demonstrate that some design elements of
cookie disclaimers influence peoples decision significantly. Thus, while
legal regulations could and should be more precise, it is very difficult
to be very precise as there are so many different ways to design cookie
disclaimers and so many ways to change the text description. To ad-
dress this shortcoming, we invite the data protection community to
discuss the following alternative way to address dark patterns: Regu-
lations could require the owner of informed consent dialogues such as
cookie disclaimers to conduct empirical studies to kind of proof that
there is no nudging affect — while ideally the study would be conducted
by independent institutions.

Our study also reveals that adopting legal regulations will not be
enough to only observe informed decisions. Habituation effects need to
be addressed, too. This can be achieved via complementary approaches
of (1) increasing privacy awareness among the end users, (2) working
with service providers in ensuring that the information and control op-
tions provided to the users are actually meaningful for their decision
making (so that the users would not be tempted to click the disclaimers
away because they perceive the disclaimers to be useless). While there
are valid criticisms towards relying on user awareness to make privacy-
protective decisions Fassl et al. (2021), there is value for the users in
involving them user in such decisions in their data, as acknowledged
by both legislation and empirical studies (see e.g. Kulyk and Renaud
(2021)), so that effective ways of enabling such involvement should be
a topic of future investigations. In particular, given known challenges
of providing understandable and actionable privacy-related communi-
cation (see Section 2), insights from the explainable AI field can be
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investigated regarding their applicability in privacy notices. As such,
the framework described by Cabitza et al. Cabitza et al. (2023) can be
used to guide the development of privacy-related explanations provided
by different stakeholders to different target groups: as such, the devel-
opers can focus on providing the justificatory explanations on why the
cookies used on a website are actually necessaary for its function, or
why accepting cookies would benefit the user, while independent en-
tities (e.g. experts/third-party tools evaluating a service) can focus on
informative explanations of the privacy policy of the server, or caution-
ary explanations on possible consequences for the users of shared data.
Furthermore, given the diversity of user experience, as demonstrated by
our qualitative data, and the fact that privacy decisions and preferences
are subjective and context- and user-dependent, methods to develop
and evaluate solutions accounting for this diversity need to be applied,
such as the use of personas Holzinger et al. (2022).

Finally, the problem of lack of transparency regarding the use of
cookies remains, as our analysis allowed us to conclude only for 14% of
the investigated websites, that no cookies that were not essential were
set without user’s consent. For the rest of the websites, we either could
not come to a decisive conclusion due to ambiguity of the information
provided by the website provider (14%), or were able to detect setting
cookies that serve purposes other than ensuring the website functional-
ity (e.g. analytics) before the users consent (71%). This complicates the
decision processes of the users even more, as even the users who are
deliberate about their privacy decisions and avoid consenting to col-
lection of data they deem unnecessary would not have their choices
honoured by website providers. While it might be challenging to deter-
mine the necessity of particular types of cookies, especially for complex
web services, more transparency on behalf of service providers regard-
ing which cookies they find essential and why would potentially be
helpful for users as well as for policy makers in determining proper
source of action.
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Appendix A Table 5
Age and gender of the participants (note, the participation was
only allowed for participants who were at least 18 years old).

A.1. Debriefing and informed consent

Women Men Non-binary/Other
19 or younger 0 5 0
. n . 20-24 36 28 1
The following text was shown to the participants in our survey as 25.29 33 45 3
their debriefing, also asking them to give consent to participation in the 30-34 44 63 0
study now that they know its real purpose (translated from German): 35-39 23 39 0
e . . 40-44 16 40 1
Thank you for participating in this survey. In the following you will 4549 12 24 N
be informed about the study on cookie disclaimers. Please read the 50-54 21 19 0
rest of the information carefully: 55-59 15 21 0
You should have been presented with a cookie disclaimer to in- 60-64 7 13 0
. .. .. . 65 or older 2 9 0
teract with at the beginning of the survey. This disclaimer was already Not answered 0 0 1
part of the study. Contrary to what is stated in Clickworker, the real
goal of the study was to evaluate how you deal with cookie disclaimers
in your everyday life. Therefore, we could not tell you the true goal of Table 6
the study at the beginning. We apologize for this. Note that no cook- Employment.
ies were stored by us. It was only stored within this survey on which Number of participants
option you clicked on the cookie disclaimer. Pupil 9
In their everyday lives, users usually do not encounter cookie dis- In apprenticeship 12
claimers as a primary task. Rather, they are an additional step required Student 64
. . . . Employee 281
to use websites. We wanted to create such a situation as well by display- Official 1
ing what appeared to be a cookie disclaimer from SoSci Survey. Since Self-employed 93
we wanted to create a situation as realistic as possible for the cookie Unemployed/Looking for work 30
disclaimer, we could not inform you beforehand what the real content Other 27
Not answered 1

of this study is.

The study is part of a thesis at the Kalrsruhe Institute for Tech-
nology. The aim is to find out whether the presentation of the options Table 7
on cookie disclaimer has an effect on the behaviour of users. The par- Education.
ticipants of the study are therefore shown different disclaimers, which
always give the option to accept all cookies with one click or to accept
only essential cookies with one click.

Cookies are small text files that are stored by website operators on
users’ devices in order to recognize them during future visits. This can
be used, for example, to save shopping baskets when shopping online,

Numb. of part.

School finished without graduation 0

Elementary or lower secondary school
leaving certificate, Quali 5

Intermediate or secondary school leaving

) . - certificate, or equivalent qualification 26
even if the page is closed. However, cookies can also be passed on to
. L . . Completed apprenticeship 81
third parties in order, for example, to be able to display suitable adver-
tisements. Vocational. bac.calaureate,. entre?nce qualification
& for a university of applied science 38

Cookie disclaimers are required to inform users and obtain their con-
sent. It is mandatory for website operators to inform their users which
cookies they store for which purpose and to whom they are passed in
case of doubt. In addition, it must be possible to object to the storage

Final secondary-school examinations,
university entrance qualification 141

University of Applied Sciences school

diploma/ university degree 223
and use of cookies. Technically necessary cookies (referred to here as
essential cookies) are an exception. These are required by law to oper- still a pupil !
ate the website and do not require consent. Other degree 5
By interacting with the disclaimer just displayed, no cookies were Not answered 1

stored on your device. The data was collected within the study and
stored on a server of SoSci Survey in Germany. This data can only be
viewed by those conducting the study and is only used for study pur-
poses. The SoSci Survey tool itself also does not use cookies. Due to a
unique user ID within a survey, which is transmitted from one page to
the next, no data is permanently stored on your end device.

You have the option to cancel the survey at this point. In this case,
the data collected so far (i.e. your click behaviour at the cookie dis-
claimer) will not be used for the study. Please note: If you do not agree
to the use of your data, Clickworker will consider your order as “can-
celed”. You will then not receive any fee from Clickworker.

A.3. Statistical analysis

See Tables 8,9.

A.2. Demographics of our participants

See Tables 5-7.
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Table 8

Pairwise comparisons of different visual representations of the “reject”-option (variable Visual).
contrast odds.ratio  SE asymp.LCL  asymp.UCL  zratio  p.value
(Button-Highlight-Accept) / (Button-Highlight-Reject) 2.4299 0.7024 1.1045 5.3460 3.072 0.0181
(Button-Highlight-Accept) / (Button-Same) 1.3733 0.4104 0.6078 3.1031 1.062 0.8262
(Button-Highlight-Accept) / (Link-End) 0.2030 0.0780 0.0711 0.5793 -4.148 0.0003
(Button-Highlight-Accept) / (Link-Middle) 0.2098 0.0807 0.0735 0.5991 -4.060 0.0005
(Button-Highlight-Reject) / (Button-Same) 0.5652 0.1635 0.2568 1.2440 -1.973 0.2792
(Button-Highlight-Reject) / (Link-End) 0.0835 0.0315 0.0299 0.2337 -6.581 <.0001
(Button-Highlight-Reject) / (Link-Middle) 0.0864 0.0326 0.0308 0.2418 -6.490 <.0001
(Button-Same) / (Link-End) 0.1478 0.0568 0.0518 0.4215 -4.976 <.0001
(Button-Same) / (Link-Middle) 0.1528 0.0587 0.0535 0.4360 -4.887 <.0001
(Link-End) / (Link-Middle) 1.0338 0.4687 0.3002 3.5604 0.073 1.0000

Results are averaged over the levels of: Label, Explanation

Confidence level used: 0.95

Conf-level adjustment: tukey method for comparing a family of 5 estimates
Intervals are back-transformed from the log odds ratio scale

P value adjustment: tukey method for comparing a family of 5 estimates
Tests are performed on the log odds ratio scale

Table 9

Pairwise comparisons of different variants of labelling the “reject”-option (variable Label).
contrast odds.ratio  SE asymp.LCL  asymp.UCL  zratio  p.value
(No-Additional) / (Only-Necessary) 2.2500 0.6687 1.0485 4.8283 2.728 0.0323
(No-Additional) / Reject 0.9087 0.2910 0.3992 2.0686 -0.299 0.9907
(No-Additional) / (Save-Choice) 1.9759 0.5817 0.9275 4.2095 2.313 0.0950
(Only-Necessary) / Reject 0.4039 0.1248 0.1826 0.8932 -2.934 0.0176
(Only-Necessary) / (Save-Choice) 0.8782 0.2469 0.4265 1.8083 -0.462 0.9673
Reject / (Save-Choice) 2.1743 0.6665 0.9893 4.7789 2.534 0.0549

Results are averaged over the levels of: Visual, Explanation

Confidence level used: 0.95

Conf-level adjustment: tukey method for comparing a family of 4 estimates
Intervals are back-transformed from the log odds ratio scale

P value adjustment: tukey method for comparing a family of 4 estimates
Tests are performed on the log odds ratio scale

13
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A.4. Coding results Table 10 (continued)

All cookies
cookies accepted

Only necessary
Table 10 cookies accepted
Number of times each code was mentioned by participants

shown a notice with a particular Visual and making a partic-

Regular deletion of cookies

14

ular decision. Note, the responses of some of the participants Button-Highlight-Accept 2 1
were assigned multiple codes. Button-Highlight-Reject 4 0
Button-Same 0 0
All cookies Only necessary Link-End 5 0
cookies accepted  cookies accepted Link-Middle 7 0
UI Habit as cookies are deleted
Perceived only one option Button-Highlight-Accept 2 1
Button-Highlight-Accept 0 0 Button-Highlight-Reject 1 8
L . Button-Same 0 3
Button-Highlight-Reject 1 0 .
Button-Same 0 0 Link-End 8 1
Link-End s 0 Link-Middle 4 0
Link-Middle 5 0 (Protection of) privacy - abstract
Highlighted option Button-Highlight-Accept 0 16
Button-Highlight-Accept 2 0 Button-Highlight-Reject 0 15
Button-Highlight-Reject 1 1 Button-Same 0 17
Button: Sargne ¢ ' 1 0 Link-End 2 4
Link-End 5 0 Link-Middle 0 4
Link-Middle 5 0 As little advertising as possible
Attitude Button-Highlight-Accept 0 3
. Button-Highlight-Reject 0 6
N fi
o specific reason Button-Same 1 4
Button-Highlight-Accept 10 0 Link-End 1 2
Button-Highlight-Reject 5 6 Link-Middle 0 2
Button-Same 3 2 Obligat
Link-End 10 0 1gatory
Link-Middle 12 0 Button-Highlight-Accept 5 0
Effort factor Button-Highlight-Reject 1 0
Button-Same 5 0
Button-Highlight-Accept 26 0 Link-End 4 0
Button-Highlight-Reject 11 11 Link-Middle 2 0
Button-Same 11 3 . . .
Link-End 34 1 Website functionality
Link-Middle 28 0 Button-Highlight-Accept 8 2
. . Button-Highlight-Reject 8 0
Habit (Routine) Button-Same 10 2
Button-Highlight-Accept 11 1 Link-End 4 0
Button-Highlight-Reject 12 8 Link-Middle 7 0
Button-Same 10 4 Trust in the sit
Link-End 18 0 ust i the site
Link-Middle 15 1 Button-Highlight-Accept 4 0
. . Button-Highlight-Reject 3 1
N b h
othing bad/ Something good Button-Same 4 1
Button-Highlight-Accept 3 0 Link-End 5 0
Button-Highlight-Reject 1 1 Link-Middle 5 0
Button-Same 4 0 .. .
Link-End 0 0 Informed decision - non-specific
Link-Middle 3 0 Button-Highlight-Accept 1 3
Carelessness Button-Highlight-Reject 0 2
Button-Same 2 3
Button-Highlight-Accept 4 1 Link-End 1 0
Button-Highlight-Reject 0 1 Link-Middle 2 0
Button-Same 1 0 Emotions
Link-End 4 0
Link-Middle 4 0 Cookies messages annoy
Accident Button-Highlight-Accept 6 3
Clicked on accident Button-Highlight-Reject 2 3
Button-Same 4 1
Button-Highlight-Accept 2 0 Link-End 4 1
Button-Highlight-Reject 4 0 Link-Middle 6 1
Button-Same 1 0 .
Link-End 8 0 Anxiety
Link-Middle 11 0 Button-Highlight-Accept 1 0
Deliberation Button-Highlight-Reject 1 1
Button-Same 0 1
If possible, only essential cookies Link-End 0 0
Link-Middl
Button-Highlight-Accept 2 16 michidde ° 0
Button-Highlight-Reject 0 17
Button-Same 0 10
Link-End 0 6
Link-Middle 3 8
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Diese Website verwendet Cookies!

eirige Cookies, vienn werten
Cookies nutzen, um
widerrufen,
Essentill Cookles +
Markeling Coakies (optonal) +

Diese Website verwendet Cookies!

Diese einige Cookies, Wenn \ werden wir
‘Cookies nutzen, um sie fr
widerrufen,
Essentill Cookles +
Markeling Coakies (optonal) +

Diese Website verwendet Cookles!

Dlese wenn . werden
Cookies nutzen, um 5 for andem oder
widsrruten.
Essentills Cookies +
Marketing Cookies (optional) +

Diese Website verwendet Cookles!

Dlese wenn . werden
Cookies nutzen, um 5 for andem oder
widsrruten.
Essentills Cookies +
Marketing Cookies (optional) +

Diese Website verwendet Cookies!

Diese ookies, Wenn werden vir
‘Coakies nutzen, um 51 for Marketingzwecke einzusetzen. Dies it uns, Innen relevantere und personalserte
o

Diese Website verwendet Cookles!

Diese ookies, Wenn werden vir
‘Coakies nutzen, um 51 for Marketingzwecke einzusetzen. Dies it uns, Innen relevantere und personalserte
o

adureh konn nr nnen,

‘oder widerrufen
Essentielle Coolies +

Marketing Coakies (optonal) +

adureh konn nr o innen,
ter jederzeit andem oder widerrufen

Essentielle Coolies +

Marketing Coakies (optonal) +

Diese Website verwendet Cookles!

\ werden wi

Diese einige Cookies, Ve
‘Cookies nutzen, um s fir Marketingzwacke einzusetzen. Dies Nift uns, Ihnen relevanterd und personalisierte

adureh kann nr ‘emprehien wir Innen,
lasen Cookies zuzustimmen. Sie Konnen Ihre Einwillgung spater jederzeit andern oder widerrufen

Essontiollo Cookles +

Marketing Cookies (optional) ki

Diese Website verwendet Cookles!

\ werden wi
oro und personalisierte
adureh kann nr ‘emarenien wir innen,
lasen Cookies zuzustimmen. Sie Konnen Ihre Einwillgung spater jederzeit andern oder widerrufen

Diese einige Cookies, Ve
Cookies nutzen, um s fir Marketingzwecke einzusetzen. Dies hit uns, nen felv:

Essontiollo Cookles +

Marketing Cookies (optional) ki

Diese Website verwendet Cookies!

Diese einige Cookies, Wenn \ werden wir
Cookies nutzen, um
widerrufen.
Essentill Cookles +
Markeling Coakies (optonal) +

Diese Website verwendet Cookles!

Diese einige Cookies, Wenn \ werden wir
‘Cookies nutzen, um sie fr
widerrufen.
Essentill Cookles +
Markeling Coakies (optonal) +

Diese Website verwendet Cookles!

tese wenn . werden
Cookies nutzen, um 5 for andem oder
widsrruten.
Essentills Cookies +
Marketing Cookies (optional) +

Diese Website verwendet Cookles!

tese wenn . werden
Cookies nutzen, um 5 for andem oder
widsrruten.
Essentills Cookies +
Marketing Cookies (optional) +

s pecren | |

Diese Website verwendet Cookies!

Diese ookies Wenn werden vir
‘Coakies nutzen, um 51 for Marketingzwecke einzusetzen. Dies it uns, Innen relevantere und personalserte

Diese Website verwendet Cookles!

Diese ookies Wenn werden vir
‘Coakies nutzen, um 51 for Marketingzwecke einzusetzen. Dies it uns, Innen relevantere und personalserte

Daduren kann hr nnen,
dersei anden ader widemufen

Essentielle Coolies +

Marketing Coakies (optonal) +

Daduren kann hr o innen,
ter jederzeit andem oder widerrufen

Essentielle Coolies +

Marketing Coakies (optonal) +

Kee zusazichen Cookies

Diese Website verwendet Cookles!

Diese ookies, vienn \ werden wir
‘Cookies nutzen, um s fir Marketingzwecke einzusetzen. Dies NI uns, e relevantere und personalisierte
Dadurch kann e Daher empfehian wir hnan,
‘oder widerrufen.

<pter jederzeit ands
Essentille Cookies +

Marketing Goales (optonal) +

Diese Website verwendet Cookles!

\ werden wi
oro und personalisierte
adureh kann nr ‘emarenien wir innen,
lasen Cookies zuzustimmen. Sie Konnen Ihre Einwillgung spater jederzeit andern oder widerrufen

Diese einige Cookies, Ve
Cookies nutzen, um s fir Marketingzwecke einzusetzen. Dies hit uns, nen felv:

Essontiollo Cookles +

Marketing Cookies (optional) ki

Auswant spechem

Diese Website verwendet Cookies!

Diese einige Cookies, Wenn \ werden wir
Cookies nutzen, um
widerrifen.
Essentill Cookies +
Marketing Cookes (optonal) +

Diese Website verwendet Cookles!

Diese ookies, wenn . werden wir
Coolies nuzen, um se for a andem oder
widerrufen. o ablehnen, indem Sic
Keine zusaizichen Cookies auswahien.
Essentille Cookies +
Marketing Goakes (optonal) +

(311)

9. Fictitious cookie dialogs (5 x 4 x 2 =40) in the original language German. (source: own picture).

All cookies
cookies accepted

Only necessary
cookies accepted

Nonsense / Others

Nonsense

Button-Highlight-Accept
Button-Highlight-Reject
Button-Same

Link-End

Link-Middle

NS DA BAN
o= KHNO

Others

Button-Highlight-Accept
Button-Highlight-Reject
Button-Same

Link-End

Link-Middle

[ e )
OO N KO

15

(321)

A.5. Cookie disclaimers used in the study

Fig. 9.




B.M. Berens, M. Bohlender, H. Dietmann et al.

Computers & Security 136 (2024) 103507

Diese Website verwendet Cookie:

Diese Websito benstigt inge Cookies, um 2u unktiniere, Wenn Sie

utzen, um sie fGr Mar ecke einzusetzen. Sie konnen Ihre Einwilligung spiter jet
s ok ey o el o ol il
nur essont ookios auswahien.

.05 uns ertauben, werden wir usitzich weltere
derzeit andern oder

Essentielle Cookies

Marketing Cookies (opt

Diese Website verwendet Cookie:

Diese Websito benstigt siige Cookics, um 2u fnktionieren. Wenn Sie 6 uns eriauben, werden wir zusatzich weltere
Cookies nutzen, um sie fiir Marketingzwecke einzusetzer an hre Eivligung spéter jadarzat e oder
Sribebshigy bl spteiiohs Hiwai et bl s ot

Auswahi spoichern

Essentielle Cookies

Marketing Cookies (optional)

Diese Website verwendet Cookie:

Diese Website bendtigt elnige Cookies, um zu funktionieren. Wenn Sie es uns erlauben, werden wir zusatzlich weitere
Cookies nutzen, um ie for Marketingzwecke einzusetzen. Dies hiftuns, Ihnen reevantere und personalisiete
Anzeigen zu prasentieren. Dadurch kann Ihr Interneterlebnis erheblich verbessert werden. Daher empfehion wir Imluu.
diesen Cookles zuzustimmen,Sie Kinnen inre Enwiligung spitr ederzet dndem odr vidamrufen, e Speichar

und Nutzung der Marketing Cookies konnen Sie hier abl

Essentielle Cookies

Marketing Cookies (optional)

Diese Website verwendet Cookle:

Diese Website benstigt einige Cookles, um zu funktionieren. Wenn Sie es uns erlauben, werden wir zusatzlich weltere
Cookies nutzen, um sie fir Marketingzwecke einzusetzen. Dies hilft uns, Ihnen relevantere und personalisierte
Anzeigen zu prasentieren. Dadurch Kann Ihr Interneterlebnis erheblich verbessert werden. Daher empfehien wir wmm
isgan Coskivs auzistimman, sis annen e Einwligun spbte jadersslt dncam oder waruten,Dle Spakehn

und Nutzung der Marketing Cookies kbnnen Sie ablehner Sie keine zusatzlichen Cookies auswahien

&

Essentlelle Cookies

+

Marketing Cookies (optional)

Diese Website verwendet Cookies!

Diese Websto benstigt eingo Cookies, um 2u unktionieren. Wenn Sie s uns eriauben, werden wir usitzlch weltere

e fir M ecke lnzuselzen. Dies it uns, Inen relevantere und o ferte
Sozeiganzep h kann Daher emmmen i nen,
esen Cookles sumetmmen Sia Nbanon e Eimmiligung ot ederzot indom ader wideruten 9
und Nutzung der Marketing Cookies kbnnen Sie ablehnen. indem Sie nur essentielle Cookies auswahlen.

Essenticlle Cookics

Marketing Cookies (optional)

Diese Website verwendet Cookles!

Diese Website benotigt einige Cookies, um zu funktionieren. Wenn Sie es uns erlauben, werden wir zusatzlich weitere
Gookles nutzen, um e 0r Marketingzwecke einzusetzen. Dies hilfuns, lnen rajevantere und personalisirte

Anzeigen blich Verbessert werden. Daher empfehien wir Ihnen,
lesan Coakles ugustimmen. Slo Kbnnen Ire Eligung seite: Jegerret e cde widemalen. e Spelcherung
und Nutzung der Marketing Cookles kbnnen Sle ablehnen, indem Sle die Auswahl speichern.

Essentielle Cookies +
Marketing Cookies (optional) +
epiieren

Diese Website verwendet Cookies!
Dlese Wetite bandtigt einige Cookles, um 21 fnktiorderen. Wonn S e uns erlauben, warden uir 2us3zlich waltere
Cookies nutzen, um sie fiir cnzusetzen, Di Speicherung und Nulzung dieser Cookies kinnen Sie
jacoch auch ablhnen. e kannen Ine Einwiligung spater jederzeit &nden oder widem

Essentelle Cookies +

Marketing Cookies (optional) +

Diese Website verwendet Cookie:
Diese Websito benstigt ingo Cookies, um 2u unktinieren. Wenn Sie es uns ertauber, werten ir Zuhtzich waltere
Cookies nuts e fir M ke einzusetzen. Die Speicherung und Nutzung dieser Cookies kbnnen Sie
Jacoch auch ablshnen, Indem e nuf essentislls Cookles auswahien. S kennan e Emwillgung spater Jederzelt
andern oder widerrufen.

Essentielle Cookies

Marketing Cookies (opt

Diese Website verwendet Cookle:
Dlese Wabsits benstigt ainige Cookles, um zu funktloniaren. Wenn ie es u
Coolles nutzen, um e fr Marketingzwecka einzusetzen. Die Speicherung ur
[edoch aoch abiahmon, Indem S keine susatslcnen Coaklos auewanen. S Konhen inse Emiligung spater jederzei
&ndern oder widerrufen.

erauben, werden wir zusdtzlch waltere

Essentielle Cookies

Marketing Cookies (optional)

Diese Website verwendet Cookies!

Diste Websie banstigt eiige Cooldes, s 2u funktiaiaren. Wenn Sie 6 uns elauben, werden wi usatalich weltere
Cookies nutzen, um sie fiir Marketingzwecke ei en. Die Spelcherong und Nutzuny deser C

edoch such abishnans ncam e e Auewan! spelcharn. 51a Kamnen ire Eimllgung spater ez Bndem oder
widerrufen.

Essentielle Cookies

Marketing Cookies (optional)

Diese Website verwendet Cookies!

Diese Website bendtigt einige Cookies, um zu funktionieren. Wenn Sie s uns erlauben, werden wir zusatzlich weitere
Cookles nutzen, um se 0 Marketingzwecks elnzusetzen. Dies hlftuns, Inen rlevantere und personaisierte

Anzeigen Dadurch kann rheblich verbessert werden. Daher emp’ahlen wir Ihnen,
Chesen Conklon smstmmmen Die Speléhorund und Nulzung dieser Cookies konmen Sie odoch auch snihnen. Sl
kénnen Ihre Elnwilligung spéter jederzelt ander oder widerrufen.

Essentielle Cookies

Marketing Cookies (optional)

en

Diese Website verwendet Cookles!

Diese Website benotigt einige Cookies, um zu funktionieren. Wenn Sie es uns erlauben, werden wir zusatzlich weitere

Gookles nutzen, um e 0r Marketingzwecke einzusstzen. Dies hilfuns, lnen rajevantere und personalisirte

blich Verbessert werden. Daher empfehien wir Ihnen,
indem

Sle keine zusitzlichen Cookles auswahien. Sie kinnen Ihre Einwilligung spater jederzelt andem oder widerrufen.

Essentielle Cookies

Marketing Cookies (optional)

Diese Website verwendet Cookies!

Dlese Waleliabandi ciripe Conbles. i = furkloolrar, Ve sl s i elubar. erder wl st wakarn
Cooldes nutzen, um e fr Marketingziecks einzusetzen:Dies hit uns, inen relevantere un
Anzeigen durch kann | TISDIh {=iacec yensen o eronrehicn uk Hoen,
lesan Cocklos mtusiramin Dis SEeehanIND und NUtsung cesar Cookies Komen Si jedoch auch avlehmen, e
Sie nur essentielle Caokies auswahien. Sie konnen Ihre Einwillgung spater jederzeit andern oder widerrufen

Essentielle Cookies

Markeing Cookies (optional)

Diese Website verwendet Cookles!

Dl Wacalts bandtok e Cookdes im 2 arkicrdertn, Wanin e 4 uns ariauber, ardsn i mstizlch viatars
Caokies nutz  arketingzwecke einzusetzen. Dies hift uns, nen relevanfere und personalisert
Anzeigen z. Dadurch kann Ihr bich verbessert werden: Daner emplehion wit hner,
lesan Cootios sustimmman. Dl SPecherg und Nukaunmg ceser Cockies Kommen S edoch auch abiehmen, e
Sie die Auswahl speichern. Sie konnen Ihre Einwilligung spater jederzeit andern oder widerrufen.

Essentielle Cookies

Marketing Cookies (optional)

Diese Website verwendet Cookies!
Diese Website bendtigt einige Cookies, um zu funktionieren. Wenn Sie es uns erlauben, werden wir zusatzlich weitere
Cookies nutzen, um sle fr Marketingzwecke einzusetzen. Sie kannen Ihre Einwilligung spater jederzeit sndem oder
widerrufen.

+

Essentielle Cookies

Marketing Cookies (optional)

Al akzeptiren

Dlese Website verwendet Cookles!

Diese Website benatigt einige Cookies, um zu funktionieren. Wenn Sie es uns erlauben, werden wir zusatzlich weitere
Cookies nutzen, um sle fur Marketingzwecke einzusetzen. Sie kénnen Ihre Einwilligung spater jederzelt ndem oder
widerrufen.

+

Essentielle Cookies

Marketing Cookies (optional)

Ale akzepteren

Diese Website verwendet Cookles!

Diese Website bendtigt elnige Cookles, um zu funktionieren. Wenn Sie es uns erlauben, werden wir zusatzlich weltere
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