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問題 1  次の英文を読んで問いに答えなさい。  
Almost every time consumers order products by mail or telephone, apply for a credit card, or take 

out a magazine subscription, their names, addresses, locations, and purchasing behaviors are captured 

and subsequently used by companies to market their offerings to these consumers.  This naturally raises 

the concern that marketers may know too much about consumers’ lives, and that they may use this 

knowledge to unfair advantage. 

(1) Many consumers are generally aware of cookies, profiles, and other online tools that let e-

commerce businesses know who they are and when and how they shop, but they are nevertheless 

concerned by the extent to which companies gather information about them.  One area of concern is 

that a company’s ability to pinpoint a person’s whereabouts with geolocation technology enables 

marketers to track consumers’ daily routines, frequently visited establishments, and even their 

movements within a retail store.  When Nordstrom informed customers it was testing new technology 

to monitor their movements by tracking signals from their smart phones, some consumers objected, 

leading Nordstrom to drop the experiment. 

The exploding amount of digital data created by individuals online can nearly all be collected, 

bought, and sold by advertisers, marketers, ad networks, data brokers, website publishers, social 

networks, and online tracking and targeting companies.  Companies know or can find consumers’ age, 

race, gender, height, weight, marital status, educational level, political affiliation, buying habits, 

hobbies, health, financial concerns, vacation dreams, and much more. 

The thought of (2) such widespread transparency worries consumers.  Research shows that more 

people, especially older consumers, are refusing to reveal private information online.  At the same time, 

consumers are accepting more privacy intrusions every day, perhaps because they don’t realize what 

information they are giving out, don’t feel they have a choice, or don’t think it will really matter.  Many 

don’t realize, for example, that buried in the fine print of their agreement to buy a new smart phone may 

be authorization to allow third-party services to track their every move.  One such firm, Carrier IQ, 

receives permission from any purchaser of an EVO 3D HTC smart phone to see every call made, when 

and where text messages were sent, and which websites were visited.  Unfortunately, once data have 

been collected online, they can end up in unexpected places, resulting in spam or worse. 



Consumers increasingly want to know where, when, how, and why they are being watched online.  

Another data-tracking firm is Acxiom, which maintains a database on about 190 million U.S. individuals 

and 126 million households.  Its 23,000 servers process 50 trillion data transactions a year as it attempts 

to assemble “360-degree views” of consumers from offline, online, and mobile sources.  Its customers 

include many of the top insurance providers, retailers, telecom and media companies, retail banks, 

automotive manufacturers, credit card issuers, hotel companies, airlines, technology companies, and 

brokerage firms. 

Can online data profiling go too far?  New parents are highly lucrative customers, but with birth 

records public, a slew of companies all discover them at the same time.  To beat others to the punch, 

Target* studied the buying histories of women who signed up for new-baby registries at the store and 

found that many bought large amounts of vitamin supplements during their first trimester** and 

unscented lotion around the start of their second trimester.  Target then used these purchase markers to 

identify women of child-bearing age who were likely to be pregnant and sent them offers and coupons 

for baby products timed to the stages of pregnancy and later baby needs.  When (3) the practice became 

known, however, some criticized the company’s tactics, which had occasionally been the means by 

which family members learned that someone in the household was expecting.  Target responded by 

including the offers with other offers unrelated to pregnancy, and sales in the promoted pregnancy-

related categories soared. 

Such incidents vividly illustrate the power of database management in an internet era, as well as 

the worries it can create among consumers.  Politicians and government officials are discussing a “Do 

Not Track” option for consumers online (like the “Do Not Call” option for unsolicited phone calls).  

Consumer-privacy advocates long ago voiced their concern that data brokers must disclose to the public 

what data they collect, how they collect them, with whom they share them, and how they are used.  

Although it is not clear how quickly legislation can be enacted, an online privacy bill that strengthens 

consumer rights seems inevitable.  (4) To give consumers control over their personal data, the European 

Union introduced the General Data Protection Regulation that requires data processors to clearly 

disclose any data collection, reveal the purpose of data collection, state how long data are being retained, 

and disclose whether the data are being shared with any third parties or outside of the European Union. 

 

* Target: ターゲット［アメリカの小売企業］  

** trimester:（妊娠期間の）3 ヶ月間  

 

Source: P. Kotler, K. L. Keller, and A. Chernev (2021) Marketing Management, 16th ed., global ed., 

Pearson Education Limited. 
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問 1 下線部(1)を日本語に訳しなさい。 

多くの消費者は、クッキーやプロフィール、その他のオンライン・ツールによって、自分が誰

であるか、いつ、どのように買い物をするかを e コマース・ビジネスが知ることができること

を一般的に知っているが、それにもかかわらず、企業が自分に関する情報を収集する範囲に懸

念を抱いている。 懸念される分野のひとつは、位置情報技術によって個人の居場所を特定でき

るようになり、マーケティング担当者が消費者の日常生活やよく訪れる店、さらには小売店内

での動きまでも追跡できるようになったことである。                                           

                                           

 

問 2 下線部(2)の具体的な内容を本文に即して日本語で説明しなさい。 

オンライン上のデジタルデータを通じて、企業が、消費者の年齢、人種、性別、身長、体重、

配偶者の有無、教育レベル、所属政党、購買習慣、趣味、健康状態、金銭面の心配、休暇の夢

などを知っている、もしくは知ることができること。                                           

                                           

 

問 3 下線部(3)の具体的な内容を本文に即して日本語で説明しなさい。 

女性の購買履歴から妊娠している可能性の高い女性を特定し、彼女たちに対して、妊娠の週数

や出産後の赤ちゃんのニーズにタイミングを合わせてベビー用品のオファーやクーポンを送っ

たこと。                                           

                                           

 

問 4 下線部(4)を日本語に訳しなさい。 

消費者が自分の個人データを管理できるようにするため、EU では一般データ保護規則が導入

され、データ処理業者に対してデータを収集していることを明確に開示すること、データ収集

の目的を明らかにすること、データ保持期間の明記すること、第三者や EU 域外とのデータ共

有の有無を開示することを義務づけている。                                           

                                           

【出題意図】 

出題の意図は、オンライン広告をめぐる倫理的問題について、英文の趣旨を正しく理解できる

ことを確認することにある。それぞれ設問は、英文中の下線を施された箇所について、1) 文の

構造を文法的に正しく理解して和訳できるか、2) 指示語やその他の言い換え表現について、具

体的内容が文中のどこに記されているかを正しく把握できるか、の 2 点を主に問うている。  


