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The theoretical advancement of the relationship between consumers™ privacy
paradox and self-disclosure
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This research examined Japanese consumers’ personal information disclosure
to businesses and its antecedents. The study investigated the interaction effects between Japanese
consumers’ likelihood and perceptions of personal information disclosure, their trust in
businesses, personality traits and cultural background from a social media perspective. Consumers
who collect product information on social media were not very concerned about privacy and regarded
personalized information from companies as valuable for purchase-related decision making. Also,
information control by consumers moderated the relationship between privacy concerns and likelihood
of personal information disclosure. These results have been presented at an international conference

and also published in an_international refereed journal. Several manuscripts are currently under
review for international journals.
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