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ABSTRACT

The research conducted here focuses on the definition and organization of information privacy concerns in
e-commerce process. Based on the identified concept of information privacy concerns(IPC), this study
additionally explores the interrelationships among consumers’ individual characteristics(self-efficacy, digital
literacy, customer alienation), customer satisfaction and intention to buy. Through empirical model analysis,
this study found that self-efficacy and digital literacy affect negatively IPC, while customer alienation has an
positive effect on IPC. IPC affects positively customer satisfaction. Academically, this study extends IPC to an
empirical research model by identifying the conceptualization and organization of IPC. Moreover, practically,
e-commerce providers can develop how to relieve IPC of online consumers.
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