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ABSTRACT

The objective of this research is to study the effect of privacy concern over
intention to purchase in social commerce. This is quantitative research and applies
Theory of Privacy Calculus, Theory of Procedural Fairness, Theory of Consumption
Value, and other relevant research frameworks to develop the research model. Data
was gathered by online questionnaire from 184 participants who have experience in
purchasing goods in social commerce application and, to some extent, know about
data protection law. The collected data shall be computed by statistical software to
determine the relationships of factors from the above theories and frameworks.

The research results show that privacy law enforcement, privacy invasion
experience, and perceived ad relevance directly affect privacy concern and indirectly
affect perceived privacy risk. Users who have strong privacy concern will be anxious
over the lack of personal data protection demonstrated by social commerce provider.
This, as a result, leads to user’s perceived privacy risk while trust in provider does not.
The study also shows that perceived shopping enjoyment directly affects intention to
purchase while perceived privacy risk and perceived social interaction do not because
users who have strong perceived privacy risk tend to accept the risk so as to perform

transaction in social commerce. User can also purchase the products without engaging
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or exchanging information with others when they found the products are not too
expensive.

However, most of the respondents is female whereas the perception of
perceived privacy risk, perceived social interaction, and perceived shopping enjoyment
may affect intention to purchase in social commerce differently compared to male
respondents since men and women differ in purchasing behavior. Thus, we
recommend that further research should focus on the aforementioned factors
specifically in men. Moreover, the result in this study may not reflect the effect of
privacy concerns over intention to purchase in every available social commerce
provider because most of the respondents had experience in purchasing goods with
providers including but limited to Facebook, Line, and Instagram. Only 7 people

purchased with other providers.

Keywords: Theory of Privacy Calculus, Theory of Procedural Fairness, Theory of

Consumption Value, Privacy Concern, Social Commerce
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