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Abstract

We live in the society of World Wide Web, smart mobile
devices and social networking, where an individual can be
monitored and his current location can be identified. Each
of those new-developed technologies are associated with a
set of privacy issues. Firstly, those technologies enable peo-
ple to be monitored and tracked, so various information
about specific technology users can be collected. Secondly,
collected information about users can be stored, merged
and analyzed at any time. Finally, they enable further dis-
semination and publication in endlessly varied forms. If
those technologies are misused many privacy violations can
occur. Privacy can be seen as an individual right. Since
individuals differ, the definition of privacy as well as the
invasion of privacy will mean different things to different
people. The aim of empirical research described in this
paper was to investigate individual’s attitude toward priva-
cy issues when shopping online and/or when using Internet
banking services. Furthermore, we wanted to investigate
the relationships between different factors that can influ-
ence user’s online privacy perception. The research results
have shown that there is a connection between respondents’
privacy perception and their concerns about information
that are collected during their online activity. There is also a
connection between respondents’ privacy perception and
their concerns about how government and current regula-
tions protect their privacy.

ISSN 1330-0067

SaZetak

Zivimo u drustvu koje karakterizira upotreba World Wide
Weba, pametnih mobilnih uredaja i drustvenih mreza, gdje
pojedinac mozZe biti nadziran te moZe biti odredena njegova
trenutna lokacija. Svaku od ovih novorazvijenih tehnogija
prate razli¢iti problemi vezani uz privatnost. Prvo, ove
tehnologije omogucavaju da pojedinci budu nadzirani i
praceni pa se na taj nacin moze prikupiti puno informacija o
korisnicima odredene tehnologije. Drugo, tako prikupljene
informacije mogu biti pohranjene, kombinirane te analizi-
rane u bilo koje vrijeme. Na kraju, ove tehnologije omogu-
¢avaju daljnje Sirenje i publikaciju informacija u raznim
oblicima. Ukoliko se navedene tehnologije zlobupotrijebe
moze dodi do razli¢itih oblika povrede privatnosti korisni-
ka. Privatnost se moze definirati kao osnovno ljudsko pra-
vo. Posto se pojedinci medusobno razlikuju tako se i shva-
¢anje pojma privatnosti, ali i povrede privatnosti moze
razlikovati od pojedinca do pojedinca. Cilj empirijskog
istrazivanja prezentiranog u ovom radu bio je ispitati sta-
vove ispitanika vezano uz pitanja o njihovoj zabrinutosti za
privatnost prilikom koristenja usluga kupovanja/plac¢anja
robe putem Interneta (online kupnje) i/ili Internet bankar-
stva. Nadalje, Zeljeli smo ispitati odnose izmedu razlicitih
cinitelja koji mogu imati utjecaj na korisnikovu percepciju
online privatnosti. Rezultati istrazivanja pokazuju da posto-
ji veza izmedu percepcije ispitanika vezano za njegovu
online privatnost i njegove zabrinutosti za koli¢inu infor-
macija koje se prikupljaju o njemu prilikom njegove online
aktivnosti. Takoder postoji pozitivna veza ispitanikove
percepcije online privatnosti i njegove percepcije postojec¢ih
pravnih okvira vezanih uz zastitu privatnosti osobnih po-
dataka
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1. Introduction

According to the research data from June 2010, 28%
of the world population uses Internet. In Europe
58% of residents are Internet users /1/. In Croatia
53% of residents (older than 15 years) are Internet
users /2/. Individuals in Croatia use Internet mostly
for gathering data about products and services, for
sending electronic mail and for reading daily papers
and magazines /3/.

Individuals that participate in a particular online
activity knowingly, but sometimes also uncon-
sciously, disclose some information about them-
selves. The number of Internet users is increasing
every day. However, when an individual is in online
environment issues regarding securing his privacy
are becoming very important. Individuals consider
that companies (online companies) invest too little in
securing privacy of the information (that they col-
lected about users’ online activity). Furthermore,
individuals think that companies have an obligation
to secure privacy of the collected information. Also,
companies should declare how they handle the col-
lected information. Moreover, they should declare
what they do if they lose some customer’s personal
information /4/. According to some authors the ben-
efits of Internet usage are undermined with privacy
risks /5/.

Individual’s online privacy concerns are identified
as one of the main obstacles that are preventing fast-
er development of commerce based on the Internet
technology. According to the research performed by
Pew Internet 84% of participants are concerned
about the possibility that companies (and other in-
dividuals) can gather data about them and their
families through Internet. They are also concerned
that this collected data can be distributed without
their permission /6/.

Considering that technologies used in the infor-
mation society enable (1) individual's surveillance,
(2) monitoring of his activities on particular web
site, as well as (3) his online activity in general, is-
sues regarding online privacy are gaining im-
portance. Many have predicted fast spread of e-
commerce usage. However, the current data about
online shopping do not confirm the predicted fast
and exponential e-commerce growth. This article is
describing a research performed to investigate In-
ternet user's concerns regarding his privacy when
using online shopping/Internet banking services.
Further on, the relationship between various identi-
fied privacy factors and Internet user's perception of
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online privacy was examined. Online privacy can be
defined as the ability of Internet user to selectively
disclose himself to his environment. Also, online
privacy is Internet user's right to decide if he will
conceal or disclose his personal information in a
particular online transaction. Furthermore, online
privacy refers to the individual’s right to have the
control over information that he has disclosed.

2. Problem and research goal

Information about an individual can be easily col-
lected with the usage of new technologies (Internet
technologies). There are many ways of accessing
those information as well as of analyzing them.
Those information are often used by governments,
companies or agencies without individual's
knowledge or approval. When the individual be-
comes aware of this, his concerns regarding online
privacy are increased /8/. User's privacy concerns
during his online activity have negative influence on
his intention to purchase goods via Internet /9/. The
lack of Internet user's trust, that his privacy will be
secured during his online activity, is identified as
the main problem that influences e-commerce ex-
pansion and growth. Consequently, it is important
to understand user's privacy concerns /10/.

Based on the information collected about customers
companies are adapting their products to meet cus-
tomers’ needs. In this way the companies obtain
customer satisfaction. On the other hand, customers
who are receivers of these improved products and
services, enjoy the benefits that these services or
products offer. Meanwhile, both parties in this rela-
tionship suffer some losses. For the customer that is
a specific degree in the loss of privacy /11/. Regard-
ing privacy problems, the rights and the obligations
of both sides, (customer and company) involved in
this products or services exchange should be
stressed. Issues like human dignity and human val-
ues as well as rights to privacy, anonymity, autono-
my, security and protection should be involved /12/.
Specific characteristics of the Internet influence
types and ways of privacy violations. Owing to that,
there is a need to investigate how an individual per-
ceives risks related to possible privacy invasion
when he is browsing or shopping online /13/. Bu-
chanan et al. /14/ are pointing out that it is very im-
portant to have methods and instruments that will
enable the identification and the measurement of
customer's privacy concerns. When deciding wheth-
er he will disclose his personal information to a par-
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ticular web site, Internet user also takes into consid-
eration potential benefits that he will obtain in re-
turn, e.g. better e-service quality. The quality of e-
service can be seen as customer’s overall assessment
of the delivered e-service. Until now privacy was
identified in literature as one relevant dimension of
customer’s e-service quality. Because of that, it is
important to investigate how can specific online
privacy factors influence overall customer’s e-
service quality perception. The study presented in
this article meets the following objectives: The inves-
tigation of respondents’ attitude regarding their
privacy concerns when using e-services (principally,
online shopping and/or Internet banking). The in-
vestigation of (1) respondents’ competence in work-
ing with a computer and in Internet usage, and (2)
respondents’ satisfaction with the quality of various
Internet services. The investigation and inquiry of
the relationships between various privacy factors
and respondents’ overall online privacy perception
when using e-services (online shopping and/or In-
ternet banking). The study presented in this article is
justified owing to many reasons. Firstly, Internet is
becoming the global communication media, there-
fore it is important to examine diverse opinions of
its users and potential barriers to its further usage.
Secondly, based on the results of customers’ satisfac-
tion with present e-services the online companies
can (1) develop newer versions of the services which
will better meet customers’ needs or (2) create en-
tirely new services. Thirdly, if online companies are
acquainted with the possible reasons/causes of cus-
tomers’ online privacy concerns, they can change or
adjust their online services, or find new mechanisms
that will ensure a certain level of privacy for their
customers. In this article we present the (pivot)
study of customers’ privacy concerns when using e-
services (online shopping and/or Internet banking)
as well as of factors that have influence on his online
privacy perception.

3. The research methodology

The research was performed using a questionnaire.
The questionnaire was created based on the review
of recent literature in the online privacy scope. The
study included 78 respondents (randomly selected).
Respondents were individuals that have been using
services of online shopping and/or Internet banking
for at least one year.
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3.1. Instrument

The questionnaire was composed of four parts.

The first part of the questionnaire was referring to
quantitative and qualitative features of the respond-
ents (gender, age, education, profession and activity
in which they work) as well as to length and fre-
quency of specific Internet technologies usage (e-
mail, Internet forums, chat rooms, instant messag-
ing, Internet telephony, blogs, downloading material
from the Internet, purchase/payment of goods via
the Internet, Internet banking).

The second part of the questionnaire was referring to
respondents’ self-evaluation of their competence in
working with a computer and in Internet usage. The
respondents were able to rate their competence in
working with a computer and in Internet usage us-
ing the following answers: “none”, “weak”, “aver-
age”, “good” or “very good”. The third part of the
questionnaire was referring to the examination of
respondents’ attitudes regarding their online priva-
cy concerns. This part of the questionnaire included
30 items. Items that were used were created by: (1)
using original items from other researches in this
field, (2) modifying original items or (3) creating
new items. The respondents marked their attitude
regarding a
ment/disagreement with an item) on a proposed
five-point reverse Likert scale (for example ‘5=
strongly agree, ‘1’= strongly disagree). The fourth
part of the questionnaire was referring to respond-

particular  item (their agree-

ents’ satisfaction with the quality of service when
using the following technologies: (1) Internet forum,
(2) chat room, (3) instant messaging, (4) purchas-
ing/paying for goods via the Internet, and (5) Inter-
net banking. The respondents could rate their satis-
faction with service quality using the following an-

swers: “I do not use”, “not satisfied”, “satisfied” and
“very satisfied”.
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3.2. Respondents

The research included 78 respondents, of whom 45
(57.7%) were male and 33 (42.3%) were female. The
youngest respondent was 19, and the oldest re-
spondent was 60 years old. Average age of respond-
ents was 31.65 years. Most respondents had second-
ary school education (61.5%), followed by respond-
ents with high school degrees (21.8%). University
degree was held by 14.1% of respondents, while
fewer respondents had MSc or PhD degree (2.6%).
As for the length of particular technology usage
answers were as follows. For electronic mail the most
respondents (51.3% of respondents) said they have
been using it for more than 5 years. For Internet fo-

70

rums most respondents stated that they have been
using them for a period of 2-3 years. Chat rooms are
not used by 34.6% of respondents, while 32.1% of
respondents said they have been using chat rooms for
more than 5 years. Instant messaging is used by 32.1%
of respondents. Most of those who use instant mes-
saging said they have been using them for a period
of 2-3 years (24% of respondents).  Purchas-
ing/payment of goods via the Internet is used by 30.8%
of respondents, followed by respondents who have
been using this service for a period of 2-3 years
(28.2% of respondents). Finally, most of the re-
spondents said they have been using Internet banking
service for a period of 2-3 years (50% of respond-
ents).
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Graph 1 Number of respondents by frequency of use of: (1) electronic mail, (2) Internet forums, (3) chat
rooms, (4) instant messaging, (5) Internet telephony, (6) blogs on the Internet, (7) downloading ma-
terial from the Internet, (8) purchasing /paying for goods via the Internet and (9) Internet banking,

n=78

Number of respondents according to the frequency
of usage of: (1) electronic mail, (2) Internet forums,
(3) chat rooms, (4) instant messaging, (5) Internet
telephony, (6) blogs on the Internet, (7) downloading
material from the Internet, (8) purchasing/paying for
goods via the Internet and (9) Internet banking is
shown in Graph 1. Most respondents use electronic
mail 4-6 times a week or 1-2 times a day. For Internet
forums most of the respondents stated that they use
them 1-3 times a week or they do not use them at all.
Most of the respondents stated that they do not use
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chat rooms or use them 1-3 times a week. For instant
messaging also the most respondents said that they
don’t use it or they use this service 1-3 times a week.
The same applies to the frequency of usage of Inter-
net telephony and blogs on the Internet. Most of the
respondents stated that they download material
from the Internet 1-2 times a day or 4-6 times a
week. Most of the respondents stated that they pur-
chase/pay goods via the Internet 1-3 times a week or
that they do not buy goods through the Internet.
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Regarding Internet banking most respondents stated
that they use that service 1-3 times a week or 4-6
times a week.

Given to the self-evaluation of respondents related
to general competence (knowledge) of working with
computers and information technology, 5.1% of
respondents rated their knowledge as low, 32.1% of
respondents rated their knowledge as average, 38.5%
of respondents rated their knowledge as good, while
24.4% of respondents rated their knowledge as very
good. Not one of the participants rated their general

knowledge of computers and information technolo-
gy as none.

Table 1 presents the results of self-evaluation of
respondents regarding their knowledge of comput-
ers and the Internet. Also, it shows the percentages
of respondents who evaluate their skills to work

a7

with specific tools/programs rated as “none”, “low”,

i

“average”, “good” or “very good”.

Table 1 Percentage of respondents according to their knowledge of computers and the Internet, and their

competence to work with specific tools, n=78

Level of knowledge Very

Tools None Low |Average| Good | good | Total
General knowledge of computers and information 0.0 5.1 32.1 38.5 24.4 100.0
technologies
Work with tool for word processing 1.3 5.1 9.0 38.5 46.2 100.0
Working with a spreadsheet tool 3.8 9.0 11.5 38.5 37.2 100.0
Working with tools for making presentations 6.4 7.7 11.5 26.9 47 .4 100.0
Working with tools for databases managing 12.8 24.4 30.8 20.5 11.5 100.0
Working with Internet browser 0.0 3.8 10.3 28.2 57.7 100.0
Working with Internet search engines 0.0 2.6 5.1 29.5 62.8 100.0
Working with the program for receiving / sending 1.3 2.6 16.7 35.9 43.6 100.0
e-mail

4. Results and/or Internet banking). Scale Control over infor-

To examine the influence of certain factors (factors
of online privacy) on respondents’ perception of
online privacy, 8 measurement scales involving 30
items have been used. Respondents noted their
agreement/disagreement with a particular item us-
ing the five-point Likert scale (reverse Likert scale).
Following measurement scales (constructs) were
used: (1) Collection - COL, (2) Control over infor-
mation collection - CIC, (3) Control over the use of
information - CUI, (4) Improper access - IA, (5) Leg-
islation and government protection - LGP, (6) Ser-
vices e-tailer reputation - STR, (7) Personal Internet
interest - PII and (8) General perception of online
privacy GPOP.

Scale Collection (COL) referred to the respondent's
perception of the amount of information collected
about him while using e-services (online shopping
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mation collection (CIC) referred to the perception of
the respondent regarding the control that he has
over the process of collecting information about him
during his online activities (while using online
shopping and/or Internet banking). Scale Control
over the use of information (CUI) referred to the re-
spondent's attitude towards the purpose and the
manner of usage of information that he has dis-
closed to the other side (online company) during
particular online transactions. Scale Improper access
(IA) was related to the respondent's opinion on how
to prevent improper access to his data (owned by a
company). Scale Legislation and government protection
(LGP) was related to the respondent's perception of
the existing legislation regarding the protection of
individual’s privacy. Scale Services e-tailer reputation
(STR) was related to the respondent's perception of
the reputation of company/bank whose services he
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Graph 2 Percentage of the respondents with regard to satisfaction with the quality of the following services:
Internet forums, chat rooms, instant messaging, purchasing/paying for goods via the Internet and

Internet banking, n =78

uses. Scale Personal Internet interest (PII) referred to
whether respondent's interest in obtaining certain
information can override his concerns about inva-
sion of privacy. Scale General perception of online pri-
vacy (GPOP) was used to measure the respondent’s
privacy perception when using online shopping
and/or Internet banking service.

Internal consistency of measurement scales was
measured with Cronbach Alpha coefficient. Based
on the results of the analysis of internal consistency
it can be concluded that all measurement scales have
a satisfying consistency. The Cronbach Alpha coeffi-
cient ranged from .704 to .838. The recommended
lower limit for Cronbach Alpha coefficient is .70 /15/.
Consequently, it follows that all measurement scales
can be used for further analysis. In order to examine
the relationship between specific privacy factors
(constructs) and respondents” general online privacy
percepcorrelation analysis was performed. Pearson's
coefficient was used as a measure of the strength of
the linear relationships between the observed in-
stances.
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Table 2 shows the correlations between the observed
constructs and user online privacy perception and
correlations between the constructs themselves. The
strongest correlation (positive) was established and
tested between respondent’s general online privacy
perception (scale GPOP) and construct Collection -
COL (r = .379, p<0.01). This is followed by a correla-
tion between respondent’s general online privacy per-
ception (scale GPOP) and construct Legislation and
government protection - LGP (r = .359, p <0.01). Also, a
positive correlation was identified between re-
spondent’s general online privacy perception (scale
GPOP) and construct Control over information collec-
tion - CIC (r = 283, p<0.01).

Correlation between Legislation and government pro-
tection - LGP and Improper access - IA can be marked
as the strongest correlation (r= .601, p <0.01). Con-
struct Improper access - 1A also correlated (positive
correlation) with a Services e-tailer reputation (STR) (r
=437, p<0.01).
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Table 2 Correlations between observed constructs (privacy constructs) and user online privacy perception
and correlation between constructs themselves, n =78 (* p <0.05, ** p <0.01)

COL CIC CUI IA LGP STR PII GPOP
COL 1
CIC 424~ 1
CUI 2781 334" 1
IA 2787 434" 563" 1
LGP 3637 498" 4717 601" 1
STR 201 2977 63| 4377 2997 1
PII -.076 -.160 -.097) -.065 -234 .048 1
GPOP 379 283" 190 077  .359" .073 -.119 1

Significant positive correlations were identified and
tested between construct Collection - COL and Con-
trol over information collection - CIC (r = 424, p<0.01),
as well as between construct Collection - COL and
Legislation and government protection - LGP (r = .363,
p<0.01). Furthermore, positive correlations were
observed between construct Collection - COL on one
hand, and constructs Control over the use of infor-
mation - CUI (r = .278, p <0.05) and Improper access -
IA (r=.278, p <0.05) on the other hand.

Statistically significant correlations were identified
and tested between Control over information collection
- CIC on one hand and the following constructs on
the other hand: Legislation and government protection -
LGP (r = 498, p<0.01), Improper access - IA (r = .434,
p<0.01), Control over the use of information - CUI (r =
.334, p<0.01) and Services e-tailer reputation - STR (r =
297, p<0.01).

Statistically significant positive correlations were
observed between Control over the use of information -
CUI on one hand and constructs Improper access - IA
(r = .563, p<0.01) and Legislation and government pro-
tection - LGP (r= .471, p<0.01) on the other hand.
Furthermore, positive correlation was identified
between Legislation and government protection - LGP
and Services e-tailer reputation - STR (r = .299,
p<0.01). The only negative correlation was identified
between the Legislation and government protection -
LPG and Personal Internet interest - PII (r = -.234,
p<0.05).

According to the results of the conducted Mann-
Whitney U test it can be concluded that when gen-
der is concerned there was no difference in the an-
swers of respondents regarding the observed priva-
cy constructs and their online privacy perception.
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Based on the results of Kruscal-Wallis tests, it can
also be concluded that with respect to their educa-
tion and age there was no difference in the answers
of respondents regarding the observed privacy con-
structs and their privacy perception.

Further on, given to the results of the conducted
correlation analysis negative correlations were iden-
tified between (1) the length of use and (2) frequency of
use of computer and Internet technology, and (3) self-
respondents regarding knowledge of computing and the
Internet, on the one hand, and user’s online privacy
perception on the other hand. Statistically significant
negative correlations, were identified between the
respondent’s general perception of online privacy
(GPOP scale) and frequency of use of Internet telephony
(r = -.399, p<0.01), the length of use of electronic mail
(r = -389, p<0.01), frequency of use of electronic mail
(r =-.314, p<0.01), the length of buying/paying for goods
via the Internet (r = -.271, p<0.05 ), the length of chat
rooms usage (r = -.269, p<0.05), frequency of instant
messaging usage (r =-.199, p<0.05) and length of instant
messaging usage (r = -.226, p<0.05).

The fourth part of the presented questionnaire was
used to investigate respondents’ satisfaction with
the quality of certain e-services. The graph 2 shows
the percentage of respondents with regard to satis-
faction with the quality of the following services: (1)
Internet forums, (2) chat rooms, (3) instant messag-
ing, (4) shopping/paying for goods via the Internet
and (5) Internet banking. As for Internet forums the
most of the respondents said they were satisfied
with the quality of service. The most of the respond-
ents stated that they are not using chat rooms. The
most of those respondents who use chat rooms said
they were satisfied with the quality of service. Also,
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most respondents stated that they are satisfied with
the quality of service when it comes to the remain-
ing services (instant messaging, shopping/payment of
goods via the Internet, Internet banking). The results of
the correlation analysis between respondents’ satis-
faction with the quality of certain e-services and
measurement scales (privacy constructs) suggest
that there are no statistically significant correlations
between the observed instances.

5. Conclusion

According to the Pew Internet estimation people
who are born in the period of general introduction
of digital technology and who become familiar with
digital technology usage (they are called digital na-
tives) will continue to use the Internet and will con-
tinuously disclose a large amount of their personal
information in order to stay connected (online) and
take advantage of social, economic and political
benefits. Their intention of disclosing personal in-
formation will not change as they age, become par-
ents or accept more responsibilities /16/. This indi-
cates that the existing problems related to privacy in
the future will not be so important. On the other
hand, Gartner Inc. /17/ provides that in 2011 e-
business will face new expectations such as the
complexity of international web sites (operating
international websites), new user requests, problems
related to the detection of possible fraud. Likewise,
Gartner Inc. notes that there is still a problem with
privacy, and suggests that companies should not
wait for the government to find a solution to this
problem. It is inherent in human psychology to al-
ways preserve one’s own feeling of security, which
definitely involves protection of personal privacy.
With the introduction of modern technologies the
human needs regarding privacy protection are
spreading into the virtual environment as well. Alt-
hough we acknowledge the appearance of digital
natives and their easy-going attitude towards per-
sonal information disclosure, negative aspects and
risks of such actions need to be stressed.

The study presented in this article addresses the
issues connected to invasion or violation of privacy
which increasingly occur. To measure respondents’
concerns regarding online privacy issues, average
ranks (means) of observed privacy factors (con-
structs) were calculated. Average ranks of investi-
gated privacy factors ranged from 3.25 to 4.45 (five
point Likert scale). Results suggest that respondents
were mostly concerned about: (1) their control over
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the future use of their information (scale CUI, mean
is 4.45), (2) possible improper access to information
collected about them during their online activities
(scale IA, mean is 4.38) and (3) existing legislation
related to the one’s privacy protection (scale LPG,
mean is 3.98). The research we have undertaken has
shown a way towards confronting the aforemen-
tioned privacy issues. The results presented in this
paper can serve businesses that offer their services
or products through the web site to understand and
learn about the possible factors affecting the user's
concern for their privacy (during their online activi-
ties).

Notes

/1] Internet World Stats, Usage and population statistics,
Internet usage statistics, The Internet big picture,
world Internet users and population stats, 30.06.2010.
<http://www.internet worldstats.com/stats.htm>, ac-
cessed 01.02.2011.

2/ GfK Interent!, srpanj 2010.,
<http://www.gfk.hr/public_relations/press/press_arti
cles/006361/ index.hr.html>, accessed 01.02.2011.

/3/ Drzavni zavod za statistiku Republike Hrvatske,
Upotreba  informacijskih i komunikacijskih
tehnologija (IKT) u kucanstvima i od pojedinaca, u
2009., prvi rezultati.,
<http://www.dzs.hr/Hrv/publication/2009/2-1-
9_1h2009.htm>, accessed 01.02.2011.

/4] Accenture, How global organizations approach the
challenge of
<https://microsite.accenture.com/
dataprivacyreport/Documents/Accenture_Data_Priv
acy_Report.pdf>, accessed 01.02.2011.

/5/ O'Neil, D., Analysis of Internet users’ level of online
privacy concerns, Social Science Computer Review,
Vol. 19, No. 1, 2001, str. 17-31.

/6/  Rainie, L., Privacy Online: How Americans feel... the
ways they are responding to new threats... and why
they are changing their online behavior, Pew Inter-
net, 03.11.2005, <
http://www.pewinternet.org/~/media//Files/Presenta
tions/2005/2005%20-%2011.4.05%20Privacy %20-
%20Cong%20Internet%20Caucus.pdf >, accessed
01.02.2011.

/7] Smith, R., Shao, J., Privacy and e-commerce: a con-
sumer-centric perspective, Electronic Commerce Re-
search, Vol. 7, No. 2, 2007, str. 89-116.

/8/ Buchanan, T., Paine, C., Joinson, A.N., Reips, U-D.,,
Development of measures of online privacy concern
and protection for use on the Internet, Journal of the
American society for information science and tech-
nology, Vol. 58, 2007, str. 157-65.

/9/ Eastlick, M.A., Lotz, S.L.,, Warrington, P., Under-
standing online B-to-C relationships: an integrated

Croatia,

protecting ~ personal  data,

Coden: IORME?7



Renata Mekovec, Krsto Kero, Benedikt Bojani¢-Glavica : ONLINE SHOPPING AND (IM)POSSIBILITY OF PRIVACY PROTECTION IN

/10/

11/

12/

13/

14/
15/

16/

17/

/18/

INTERNET BANKING

Informatol. 45, 2012., 1, 35-43 43
model of privacy concerns, trust, and commitment., 1. Award, N.F,, Krishnan, M.S,, The personalization
Journal of Business Research, Vol. 59, No. 8, 2006, str. privacy paradox: an empirical evaluation of infor-
877-86. mation transparency and the willingness to be pro-
Malhotra, N.K,, Kim, S.S., Agarwal, J., Internet users' filed online for personalization, MIS Quarterly, Vol.
information privacy concerns (IUIPC): the construct, 30, No. 1, 2006, str. 13-28.
the scale, and a causal model, Information System 2.  Castaneda, J.A., Montoro, E., J., The effect of Internet
Research, Vol. 15, No. 4, 2004, 336-55. general privacy concern on customer behavior, Elec-
Franzak, F., Pitta, D., Fritsche, S., Online relation- tronic Commerce Research, Vol. 7, No. 2, 2007, str.
ships and the customer's right to privacy, Journal of 117-41.
Customer Marketing, Vol. 18, No. 7, 2001, str. 631-41. 3. Dinev, T, Hart, P, An extended privacy calculus
Mascarenhas, O.A.]., Kesavan, R., Bernacchi, M.D., model for e-commerce transaction, Information Sys-
Co-managing online privacy: a call for joint owner- tem Research, Vol. 17, No. 1, 2006, str. 60-81.
ship, Journal of Consumer Marketing, Vol. 20, No. 4. Dolnicar, S., Jordaan, Y., Protecting customer privacy
7, 2003, str. 686-702. in the company's best interest, Australasian Market-
Castafieda, J.A., Montoso, F.J., Luque, T., The dimen- ing Journal, Vol. 14, No. 1, 2006, str. 39-61.
sionality of customer privacy concern on Internet, 5. Kero, K, Dobsa, J., Bojani¢-Glavica, B., Statistika
Online Information Review, Vol. 31, No. 4, 2007, str. deskriptivna i inferencijalna i vjerojatnost, Varazdin,
420-39. Fakultet organizacije i informatike, Tiskara Varteks,
Ibid /9/ 2008.
Gliem, J.A., Gliem, RR. Calculating, interpreting, 6. Lwin, M., Wirtz, J., Williams, J.D., Consumer online
and reporting Cronbah's Alpha reliability coefficient privacy concerns and responses: a power-
for Likert-types scales, Midwest Research-to-Practice responsibility equilibrium perspective, Journal of the
Conference in Adult, Continuing, and Community Academy of Marketing Science, Vol. 35, No. 4, 2007,
Education, 2003, str. 572-85.
<https://scholarworks.iupui.edu/bitstream/handle/18 7. Nissenbaum, H., Privacy in context, technology,
05/344/Gliem+&+Gliem.pdf?sequence=1>,  accessed policy, and the integrity of social life, Stanford Uni-
01.02.2011. versity Press, 2010.
Anderson, J., Rainie, L., Millennials will make online 8. Schwaig, K.S., Kane, G.C., Storey, V.C., Compliance
sharing in networks a lifelong habit, Pew Internet, to the fair information practices: how are the Fortune
9.7.2010., 500 handling online privacy disclosures? Information
<http://www.pewinternet.org/Reports/2010/Future- and Management, Vol. 43, No. 7, 2006, str. 805-820.
of-Millennials/Overview.aspx>, accessed 01.02.2011. 9.  Sheehan, K.B.,, Hoy, M.G., Dimensions of privacy
Gartner, Gartner's predictions for the year ahead, concerns among online consumers, Journal of Public
Predicts 2011, 19.11.2010, Policy and Marketing, Vol. 19, No. 1, 2000, str. 62-73.
<http://www.gartner.com/technology/ re- 10. Sheskin, D.J., Handbook of parametric and nonpar-
search/predicts/index.jsp>, accessed 01.02.2011. ametric procedures, 3rd edition, Boca Raton, Florida:
Flinn, S., Buffet, S., Exercising the right of privacy, Chapman & Hall/CRC, 2004.
chapter in Yee G., (eds) Privacy protection for e- 11. Solove, D.J.,, Understanding privacy, Harvard Uni-
services, Idea Group, 2006., str. 1-28 versity Press, 2008.

12.  Teltzrow, M., Meyer, B., Lenz, H-]. Multi-channel

Literature

ISSN 1330-0067

consumer perceptions, Journal of Electronic Com-
merce Research, Vol. 8, No. 1, 2007, str. 18-31.

Coden: IORME7



