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ABSTRACT

Today, rapid evolution of information communication technology occurring in Korea has extensive influence
on our daily life, and increasing awareness about the user experience. As the connected Internet information
systems increases, one of the problems happening between users and information systems such as Internet
shopping-malls, portal sites, and corporate web sites is related with the information privacy concerns issues. In
this research, we aim to analyze factors influencing of the invasion of privacy on intention to use in
e-commerce environment. Based on these findings, several theoretical and practical implications were suggested
and discussed. Thus, we have reviewed extensive previous studies on information privacy in local and foreign
information systems, marketing and other fields. The purpose of this study is to provide future directions of
studies on information privacy concerns by analyzing past and recent trends of the studies.
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Fig. 1 Conceptual model
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