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	Lecture Summary
(Title & Abstract)
	Will consumer sacrifice privacy for convenience? Focusing on personal information sharing on the e-commerce platform

In the digital economy, people are shaped by their personal information and online activities, but they become more cautious of personal data providing as privacy violation increases. Thus, acquiring more personal information can be the competitive advantage of an e-commerce service provider for offering better services. Previous studies have proved that individuals usually compare the benefits and risks before they provide personal information. To clarify personal information sharing behavior on the e-commerce platform, this study proposes and examines a privacy calculus model that benefits (satisfaction of desire, personalization, convenience, and newness), risks (privacy concern, unpleasant experience, and fear of privacy violation), and environmental factor (social influence) are hypothesized to influence the intention to provide personal information. The result shows that privacy concern and fear of privacy violation can negatively influence the intention to provide personal information, but the positive influence of convenience is not significant, indicating that people may be not willing to sacrifice privacy for convenience. Social influence gives the most significant influence on the intention, which means that people pay great attention to others’ personal information offering behavior. This study helps e-commerce service providers encourage consumers to provide personal information, which supports the improvement of service quality.



