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Moving beyond the buyer-seller transactions and the disclosure of identifiable personal information, our study explores how

consumers constitute and interpret the meaning of privacy when they participate in social networking sites. Our preliminary findings

are organized around a series of themes including: the role of social networking activities in consumers’ life, the dilemmas that the

digitalization of everyday life, including its most private moments, poses for consumers, the personal responsibility and morality of

users when they post things on social networking sites, and personal experience related to privacy. We also trace the development of

consumers’ idea about online privacy overtime. Our findings note that consumer learning about online privacy varies widely. The

study demonstrates the importance to re-conceptualize online consumer privacy in the social-interactive environment and the need to

educate consumers their rights and risks in the new information-sharing era.

 
 
[to cite]:

Thuc-Doan Nguyen and Eric P. H. Li (2010) ,"Online Consumer Privacy 2.0", in NA - Advances in Consumer Research Volume

37, eds. Margaret C. Campbell, Jeff Inman, and Rik Pieters, Duluth, MN : Association for Consumer Research, Pages: 873-874 .

 
[url]:

http://www.acrwebsite.org/volumes/15417/volumes/v37/NA-37

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/15417/volumes/v37/NA-37
http://www.copyright.com/


Advances in Consumer Research (Volume 37) / 873

Saad, Gad and John G. Vongas (2009), “The Effect of Conspicuous Consumption on Men’s Testosterone Levels,” Organizational
Behavior and Human Decision Processes, 110 (2), 80-92.

Online Consumer Privacy 2.0
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The surge of social networking sites (e.g., Facebook) and video/photo sharing sites (e.g. Youtube/Flickr) generates new issues on
consumer privacy in the Web 2.0 era. Moving beyond the concern about the disclosure of personal data such as real name, home address,
social security number, credit number, and phone number to advertising agencies or marketers, the current research demonstrates the need
for re-visiting the content and concept of “privacy.” The study highlights the urgency to develop new policies to mitigate uprising issues
related to the disclosure of personal stories and images.

Recently, consumer researchers are interested in understanding the relationship between consumer social interactions and
community building in online world from a socio-cultural perspective (e.g., Kozinets 1999; Schau and Gilly 2003). With the improvement
and popularization of Internet technology, consumers are actively engaging in different creative activities such as developing personal
Web sites (Schau and Gilly 2003) and consumer-created advertisements (Muniz and Schau 2007), and forming different virtual
communities (Muniz and Schau 2005).Those research has enriched our knowledge of consumer online behavior. However, an important
aspect of virtual world, the concern of privacy, is under-researched in this paradigm. This study is designed to bridge the gap to enhance
our understanding of the experience of consumers with web services such as Facebook, MySpace, Youtube, and Flickr. Consumers, on
one hand, feel empowered in posting and sharing the moments and images of their lives in cyberspace. On the other hand, they feel
uncertain about potential misuses of their personal images and stories by unknown audiences. They have limited knowledge on privacy-
related issue and under-estimated the impact and potential risk of sharing personal images and stories. With the advancement of online
searching technology it is not difficult for Internet users to trace someone’s Internet footprint with simple information such as an email
address. This challenges the notion of privacy protection in the virtual world as consumers are vulnerable in controlling the dissemination
of information they posted on web sites.

Prior research on consumer privacy and Internet security are predominantly focused on the protection of consumers’ personal
information and the development of a safe environment for online shopping and transactions as well as the use of information/cookies
gathered from the websites (Caudill and Murphy 2000; Sheehan and Hoy 2000; Milne and Culnan 2002; Miyazaki 2008). Edwards (2004)
argues that the existing protection law did not provide enough protection for consumers in cyberspace, especially issues that related to
disclosure and invasion. Recently, marketer researchers considered privacy as one of the key drivers of online trust (Hoffman, Novak, and
Peralta 1999; Bart et al. 2005; Baker, Tedesco, and Baker 2006; Miyazaki 2008). However, the increasing popularity of social networking
sites and video/photo sharing web sites shifted the context of online privacy from transaction-oriented activities to social-oriented
interactions. Consumers’ engaging in social networking activities is based on the desire for group belongingness and the emphasis of self-
existence. The more they contribute to the social networking sites or video/photo sharing sites, the more social capital they possessed within
their social group(s). The more mundane events or activities they posted, the more they affirm their existence. These initial impetus and
evolving motivations often force consumers play down their privacy concern. Furthermore, what consumers perceive as privacy concerns
in transactions with marketers might not be applicable to their interactions with relatives and friends in the social networking sites.
Moreover, consumers sometimes seem to be lack of knowledge about newly developed technologies that challenge to the existing concept
of privacy.

In the current study we adopt a phenomenological approach to explore how consumers construct and interpret the concept of privacy
in their everyday interaction in the virtual world. We seek to understand how consumers determine which items or information to share
(and not to share) and with whom they want to share (or not to share). Our preliminary findings are organized around a series of themes
emerging in the data including: the role of social networking activities in consumers’ life, the dilemmas that the digitalization of everyday
life, including its most private moments, pose for consumers, the personal responsibility and morality of users when they post things on
social networking sites, and personal experience related to privacy. Finally, we also trace the development of consumers’ idea about online
privacy overtime. Our findings note that consumer learning about online privacy varies widely. The meanings consumers ascribed to
online privacy reflect the role of virtual world to them and their experience with social networks.

In conclusion, our research aims to contribute to the existing consumer privacy literature by highlighting the multi-dimensionality
of the concept of privacy in the new context. Our preliminary findings demonstrate the vulnerability of consumers in latest social
networking activities and the challenges to privacy protection in cyberspace. Finally, we emphasize the urgency of renewing policy on
consumer privacy and consumer education in the Web 2.0 era.
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Fighting with Feathers and Bubbles: Consumer Resistance and the Urban Playground
Movement
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Current perspectives on consumer movements define them as ideologically laden, organization-centered and well structured actions
focused on fighting particular market and industry practices. However, as markets become increasingly politicized and public spaces
increasingly commercialized, less structured forms of consumer resistance emerge. By looking at a series of diverse, fluid and sporadic
actions undertaken by consumers in metropolitan cities, we attempt to enrich our understanding of political consumerism. Through an
ethnographic investigation of the urban playground movement, we examine how consumers engage in playful interventions while
subverting the norms and rules that structure public and market spaces.

A Brand in Hand: Symbolic Props in Self-Presentation
Grant Packard, University of Michigan, USA

Andrew Gershoff, University of Michigan, USA

Considerable evidence exists that people tactically manage verbal communication and bodily expressions to convey a desired
impression of the self— and sometimes deceive others in the process (e.g. Argo, White and Dahl 2006; Feldman, Forrest and Happ 2002;
Jones and Pittman 1982). Research building on symbolic self-completion (Wicklund and Gollwitzer 1981) finds that individuals who feel
under-endowed in signals of a salient self-concept strive to find alternative means to influence others’ opinions of them in subsequent
verbal interactions.

This paper contributes evidence supporting the use of brands as “props” (Goffman 1959) in such acts. We expect that individuals
who feel situationally under-endowed on a desirable personality trait will be more likely than well-endowed individuals to socially display
(obscure) a brand that is congruent (incongruent) with positive identity on that trait. This prediction is consistent with recent findings that
a “shaken self” motivates choice preference for products that possess self-enhancing trait symbolism (Gao, Wheeler and Shiv 2009).
Interaction of trait features with the situation may play a role in moderating the actual use of such products in self-presentation. For
example, when one’s real abilities are perceived to be difficult to defend in verbal presentation, people may prefer to “tell the truth” or
be protective in signaling traits with a brand possession rather than risk being caught in an act of acquisitive or self-enhancing impression
management (Arkin 1981; DePaulo 1992; Swann, Pelham and Krull 1989).

Study 1
The first study entailed a 2 (Brand: high vs. low symbolic meaning on a specific personality trait) x 2 (Self: high vs. low self-evaluation

on the same trait) design. Pretests identified brand pairs for which differences existed in selected personality traits for individuals
possessing the brands and for the brands themselves. Two magazine brands were selected that measured high vs. low in the trait of
“amiability” (In Touch Weekly and The Economist, respectively), similar in selected other traits, and not different on measures supporting
posited alternatives (e.g. awareness, likeability, purchase intent).

A cover story delivered a branded object into participants’ possession in a manner meeting Schlenker and Weigold’s (1992) criteria
for actor, audience and situational factors in self-presentation. Participants were individually told that they would be entering a room to
be judged in an interview. Through a ruse regarding “additional studies” to take home with them, participants found themselves in


