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ABSTRACT

Consumer information is an important part of creating business
opportunities for online vendors. However, since customers nowadays realized that
their private information are under the risk of violation, they tend to avoid self-
disclosure, disclosure incomplete information, or manipulate their profiles. Failure to
encourage self-disclosure or obtaining inaccurate customer information may cause
social and economic impacts.

This study takes an interest in factors that influence on customer self-
disclosure honesty to online venders by extending the privacy calculus model. An
online survey that collected data from 341 samples who have disclosed personal
information on the internet indicated that trust, perceived monetary rewards and
perceived usefulness have positive impacts on self-disclosure honestly while perceived
risk has negative impact. In addition, reputation and privacy policy increase trust on

online vendors and trust reduces perceived risk.
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