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ABSTRACT 

 

Past research has generally utilized demographic information to understand why some consumers are more 

concerned about online privacy than others. To date no studies have tried to understand variations in consumers’ 

privacy concerns in light of the values consumers hold, even though these values better predict consumer outcomes in 

other contexts. In this study, we examined how the values of religiosity and materialism influence consumers’ reaction 

to privacy concerns. Through a survey of 270 participants we found that extrinsic but not intrinsic religiosity influences 

materialism and that materialism decreases privacy concerns, which increases consumers’ online purchases. 
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1. Introduction 

In this digital age, the proliferation of consumer engagement with online channels has engendered ubiquitous 

transmission and collection of consumer information online. The accompanying rise in concern for online privacy is 

evidenced by lawsuits against companies that violate online privacy (such as Google Buzz or Facebook) as well as by 

consumer behaviors and attitudes. For example, online sales totaled $142.5 billion in 2010, a 9.8% increase from the 

previous year [Davis 2011], yet only 4% of retail sales are done online [US Census Bureau 2011]. This is surprising 

given the pervasiveness of Internet usage among Americans [Pew Research Center 2013]. While there are several 

reasons why a consumer may choose more traditional channels over the Internet for purchases, there is empirical 

evidence that online privacy concerns specifically will deter consumers from making purchases online [McCole et al. 

2010].  

Researchers have devoted considerable attention to understanding consumers’ outlooks on privacy concerns. 

Junglas et al. [2008] recently pointed out that it is primarily technological advances that have sparked consumer 

concerns for privacy.  Hence, research often focuses on privacy in a technological or, specifically, online context. 

Researchers have explored how attitudes toward privacy in an online context are shaped by the type of personal 

information requested [Malhotra et al. 2004; Phelps et al. 2000], the quality of the personalization/customization made 

possible through information divulgence [Li & Unger 2012], the amount of information control offered [Eastlick et 

al. 2006; Phelps et al. 2000], and consumer characteristics [Junglas et al. 2008; Punj 2011; Sheehan 2002; Sheehan & 

Hoy 1999]. Demographic differences have been the most frequently examined consumer characteristics [Miltgen & 

Peyrat-Guillard 2014; Punj 2011; Sheehan 2002], even though consumer values rather than demographics are known 

to be a better predictor of consumer behavior [Kahle 1983]. This is also shown in examinations of consumer values in 

other marketing streams [Burroughs & Rindfleisch 2002; Xiao & Kim 2009]. 

Understanding the relationship between consumer values and privacy concerns is important because it expands 

understanding of the way that values influence behaviors in the online context. Moreover, it would begin to offer 
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insight into the mechanisms behind consumer online preferences and decisions which research has already uncovered. 

For example, it has been shown that consumers are reluctant to give up their information [Milne & Boza 1999; Phelps 

et al. 2001], but are willing to do so in exchange for superior and more customized service [Dinev & Hart 2006; 

Goodwin 1991; Mothersbaugh et al. 2012]. However, it is not necessarily clear why this is so. 

This study will examine how beliefs surrounding consumers’ privacy concerns originate from consumer values. 

We focus on the value of religiosity in particular because it is a value which can formally specify daily practices, 

behavioral routines, and life choices [Hogg et al. 2010]. Further, it can also be an “all-embracing” component of self-

identity [Hogg et al. 2010, p. 72]. We argue that religiosity impacts privacy concerns because of the negative ties 

between religiosity and materialism. While existing studies have linked religious values to materialism [e.g. Burroughs 

& Rindfleisch 2002; Pace 2013], we find differential effects on materialism between two manifestations of religiosity: 

extrinsic and intrinsic. 

We next argue that materialism, or the belief that possessions are important in one’s life [Richins & Dawson 

1992], is an antecedent of online privacy concern since the importance of worldly goods to the materialistic [Belk 

1985] is likely to be more salient than other goals (such as information protection) when purchasing online. There is, 

indeed, evidence that materialistic consumers are more willing to divulge information online [Ward et al. 2005], which 

speaks to the possibility tested here that privacy concerns are diminished in materialistic consumers. Finally, online 

privacy concern is shown to be negatively related to online purchasing behavior, and consumer values are shown to 

be better predictors of online purchasing behavior than demographic attributes. 

 

2. Literature Review and Hypothesis Development 

2.1. Privacy 

For the purpose of this study, “privacy” refers to the rights of the individual in terms of collection, storage, 

processing, distribution, and use of personal information [Turn 1985]. In other words, information privacy gives 

consumers the following rights: knowledge about the information that is collected about them, control over that 

information, and ability to access that information [Hoffman 1980]. 

Consumers’ perceptions of privacy [Dolnicar & Jordaan 2007; Milne & Gordon 1994] and knowledge about 

online privacy [Labrecque et al. 2012; Milne & Rohm 200] are nearly as heterogeneous as consumers themselves. 

Consumers can be categorized by their concern levels, from fundamentalists who are highly concerned about their 

privacy rights to the unconcerned [Taylor 2003]. In between the two extremes are pragmatists, whose privacy concerns 

are moderate and who represent the largest portion of consumers [Taylor 2003]. This diversity of privacy outlook and 

concern level is attributable to several factors. Privacy concerns have been positively linked with age and education 

level and have been shown to be higher in women than in men [Punj 2011; Sheehan 2002; Sheehan & Hoy 1999]. The 

age difference may be due to familiarity with the Internet in general, as younger consumers have an increased comfort 

level with the Internet which leads them to believe that shopping online would save them time [Pun 2011]. Younger 

consumers have also been shown to be more skillful in controlling their privacy online [Park 2013]. Millennials in 

particular also use social media more ubiquitously and are used to sharing private, personal information with a large 

audience through their accounts [Sanchez Abril et al. 2012]. However, there is also evidence that consumers are 

becoming more likely to monitor social media privacy and limit the audience that has access to their personal 

information [Madden 2012]. Consumers with higher levels of education may put more thought into the online process 

to find the best fitting products and thus think about potential implications of a privacy breach [Punj 2011]. 

Other than consumer demographics, antecedents of privacy concern levels include variables such as perception 

of distributive and procedural justice as well as informational justice, which is concern for how marketers utilize 

information when information usage intent is not provided to consumers [Ashworth & Free 2006]. Those consumers 

who are less concerned about informational justice are more likely to overlook some potential consequences of privacy 

issues by providing personal information [Culnan 1993]. Companies can offer a better sense of informational justice 

which would decrease consumers’ privacy concern through clear provision and content of their online privacy policies 

[Hui et al. 2007; Xu et al. 2011]. However, most companies fail to state privacy policies that consumers find important 

[Earp et al. 2005]. Companies that cannot seem to provide consumers with a sense of information security would 

benefit from consumers that are more likely to relinquish their privacy concerns when they are highly interested in the 

Internet content and when it can provide better customization [Chellappa & Sin 2005; Dinev & Hart 2006]. A review 

of the information systems literature has identified that the antecedents of privacy concerns have been tenuously 

examined and can be summarized into five categories: privacy experience (exposure to personal information abuses), 

privacy awareness (knowledge of a company’s privacy practices), personality differences, demographic differences, 

and culture differences [Smith et al. 2011]. This study focuses on examining aspects of consumer personality that have 

yet to be examined in the information systems literature to build on the understanding of the antecedents of consumer 

privacy concerns.  
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Concern for privacy is an important issue which has several implications. First, high levels of concern lower both 

purchase intention [Milne & Boza 1999; Phelps et al. 2001] and the amount of money spent online [Akhter 2012]. 

Consumers also react to privacy concerns by providing businesses with incomplete information, requesting removal 

from mailing lists, and informing service providers about the emails they receive [Lwin et al. 2007; Sheehan 2002; 

Sheehan & Hoy 1999]. Consumer detection of a violation of privacy leads to decreases in trust, perception of service 

quality, patronage intention, satisfaction, and willingness to provide personal information to proceed with a transaction 

on the Internet [Boshoff 2007; Dinev & Hart 2006; Kim et al. 2009; Miyazaki 2008; Román 2007; Schaupp & 

Bélanger 2005; Shergill & Chen 2005]. 

2.2. Values 

Values are used as a guiding principle in an individual’s life [Schwartz 1992] and have been shown to be a major 

factor in understanding a customer’s consumption behavior. They have been deemed to be more useful than 

demographic factors in predicting attitudes and behaviors [Kahle 1983]. Many of the intangible factors that consumers 

demand from companies stem from their value systems [Handelman & Arnold 1999]. Understanding values in the 

context of online privacy concerns is important because finding congruence between a company’s privacy policy and 

the privacy demands of consumers will allow companies to better meet these intangible demands. 

A value by itself cannot provide as strong an understanding of attitudes and behaviors as value systems can. A 

value system is a collection of values that are ranked in order of priority. A person who is faced with a conflicting 

situation will rely on his or her value system to resolve the conflict [Rokeach 1973]. For example, if a consumer 

encounters an online game which requires the creation of a user account to play, a conflict may arise between the 

values of hedonism and security. The conflict is likely to be resolved through deferment to the value which is more 

important to an individual such that the consumer for whom security is extremely important will choose to decline to 

provide information online and thus forego the satisfaction of playing, whereas the consumer for whom hedonism is 

predominant will override security concerns and provide information in order to play the game. Value systems 

influence attitude [Homer & Kahle 1988]. For example, a consumer might hold the value of ethical treatment of 

animals which will influence his or her attitude toward meat brands which are labeled “free range” or “genetically 

modified;” this value will ultimately play a role in the consumer’s evaluative criteria when making meat purchases 

[Schröder & McEachern 2004]. 

2.3. Religiosity and Materialism 

The value of religiosity is defined as the consumer’s strength of belief in the values and ideals taught by a 

particular religion [Swinyard et al. 2001]. Religiosity differs from traditional and self-direction values because it is an 

archetypal ideology [Larrain 1979; Silberman 2005]. Not only does religion provide a platform for people to think 

about various issues, but it also specifies normative practices relating to daily life [Hogg et al. 2010; Kimball 2002]. 

Unlike other values, religiosity is generally influenced by a group that is external to the individual that dictates values, 

attitudes, and behavior [Hunsberger & Jackson 2005; Koenig et al. 2001; Silberman 2005]. These groups can mandate 

that members behave in accordance with religious values. 

Religiosity is widely conceptualized as bi-dimensional [Vitell 2009] and is often measured with a scale developed 

by Allport and Ross [1967] that encompasses intrinsic and extrinsic religiosity. Extrinsic religiosity has underlying 

utilitarian motives; an extrinsically religious person will consider the benefits that a certain religious orientation will 

bring (for example, friendship, a sense of belonging, or business success). Conversely, intrinsic religiosity has 

underlying spiritual motives; an intrinsically religious person engages with religion because of an inherent desire to 

fulfill the fundamental objectives of the religion such as serving the community or religion [Vitell 2009]. 

The effect of religion on consumer behavior is evident in the literature. Religion has been shown to influence 

consumer values [Ramasamy et al. 2010; Schwarz & Huismars 1995], materialism [Burroughs & Rindfleisch 2002; 

Pace 2013], perception of risk [Delener 1990; Miller & Hoffman 1995], and behavior [Singhapakdi et al. 2000; 

Weaver & Agle 2002]. In accordance with past findings, we predict that religiosity will influence materialism. 

Moreover, we predict that these effects of religiosity on materialism are expected to be different based on whether an 

individual is intrinsically or extrinsically religious.  

Materialism, or the centrally-held belief that possessions are important in one’s life [Richins & Dawson 1992], 

has been shown to influence ethics, values, and life satisfaction [Burroughs & Rindfleisch 2002; Muncy & Eastman 

1998; Richins & Dawson 1992]. Materialism is comprised of how strongly consumers believe their possessions reflect 

their achievement and demonstrate their status, the positive feelings associated with the purchase of material objects, 

and the centrality of the pursuit of goods over a lifetime [Richins & Dawson 1992]. Among the antecedents to 

materialism are various values such as self-enhancement, power orientation, and achievement [Karabati & Cemalcilar 

2010; Kilbourne et al. 2005]. 

Extrinsically religious individuals prefer to practice their chosen religion as a means to status or personal 

connections. Therefore, core religious teachings and proscriptions are subordinate in importance to appearances and 
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status. As such, it is logically appealing that extrinsic religiosity is positively associated with materialism since both 

are different means to the same end of demonstrating one’s position in society through outward displays. Conversely, 

people with strong intrinsic religiosity are engaging with a religious community for spiritual reasons and are thus more 

likely to practice it closely and in accordance to its tenets. Most religious traditions eschew materialism and warn 

against excess in daily life [Cowar 1998]. Hence, in people for whom their religion’s tenets are important, less 

materialism should exist. Indeed, Burroughs and Rindfleisch [2002] show evidence of a negative relationship between 

religious values and materialism, while Pace [2013] shows evidence of this negative relationship specifically among 

Buddhists. The following hypotheses are thus proposed: 

H1: Intrinsic religiosity is negatively related to materialism. 

H2: Extrinsic religiosity is positively related to materialism. 

Since materialistic consumers attach great importance to tangible, worldly possessions [Belk 1985], positive 

affect accompanying the acquisition of a good will tend to be more salient than other aspects of the purchasing process 

for these consumers. When consumers emphasize the accumulation of goods, they focus more on the positive 

gratification which will be elicited by their purchases. Hence, privacy concerns are rendered less important during the 

purchasing process and are subsequently a smaller factor in their shopping behavior. Prior research has shown that the 

enticement of positive outcomes from information disclosure, such as high-quality personalization, can overcome 

privacy concerns [Li & Unger 2012]. This should be similar for materialistic consumers in that the end goal of 

achieving a desired state (the state of having material possessions) may increase willingness to provide information 

online because it is seen as a means to achieving that end [Redmond 2001; Ward et al. 2005]. Consequently, we expect 

that consumers who are high in materialism should have less of a concern about privacy as proposed in the following 

hypothesis: 

H3: Materialism is negatively related to privacy concern. 

Research has shown that when consumers’ privacy concerns are heightened, their purchases decrease [Milne & 

Boza 1999; Phelps et al. 2001] and the amount of money spent online also decreases [Akhter 2012]. That is, if 

consumers are not comfortable with the security of an online retailer, they are more likely to abandon a purchase or 

to seek out other channels to use in the procurement of the item. The existing company reputation and a consumer’s 

prior experience with the company are important in building the type of trust which will reduce privacy concerns 

[Milne & Boza 1999; Nepomuceno et al. 2014; Phelps et al. 2001; Qureshi et al. 2009]. This is intuitively appealing 

and has been empirically demonstrated, so we expect it to hold in our model. The following hypothesis is proposed: 

H4: Privacy concern is negatively related to online purchase behavior. 

In sum, we propose a three-stage mediation model wherein extrinsic and intrinsic religiosity have differential 

effects on materialism, which is in turn negatively related to privacy concerns, which is negatively related to online 

purchases. Figure 1 presents the full conceptual model. 

 

 
Figure 1: Shortened Conceptual Model of Hypothesized Relationships 

3. Methodology 

3.1. Data Collection 

An online survey was developed using Qualtrics. The survey was pretested with undergraduate students to 

confirm clarity and determine the length of time required to complete it. After the pretest, the survey was shortened 
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to reduce respondents’ fatigue, and some of the wording was changed for clarity. After being altered, it was distributed 

to marketing students at a major university in the Southeastern United States; the students were asked to forward the 

link to five people and were offered extra credit for participation. Despite the disadvantages of non-probability 

sampling, such as difficulty in replicating results, the use of snowballing was appropriate because it enabled the sample 

frame to extend beyond university students. Furthermore, we expect that our sample is representative enough to test 

differentiation in privacy concerns because the majority of Americans engage in online shopping (more than 190 

million as of 2013) [Statista 2015], so most consumers have attitudes about it based on actual experience. Thus, it is 

not surprising that the majority of Internet-related research has used non-probability sampling (such as snowball 

sampling) in the data collection process [Cho & Khang 2006]. 

The survey was completed by 270 participants. The majority of the participants accessed the Internet daily 

(91.8%). The US Census [2010] reports an average of 72.07% of individuals use the Internet daily on desktop, laptops, 

and/or smartphones. Weekly Internet access is 6.9% of the sample and, on average, 16.6% of the population. Users 

who use the Internet less than weekly include 1.3% of the sample and 2.3% of the population. The sample collected 

consists of individuals over the age of 18. Thus, to accurately compare how the sample’s age groupings compared 

with the US population, the percentage of the population in Table 1 reflects the population of individuals over the age 

of 18. Based on Table 1’s reporting of gender, age, education, and income characteristics for the sample and the US 

Census [2010], the sample compares favorably with the population. 

 

Table1: Demographics 

  Sample US Census 

Gender Male 48% 49% 

 Female 52% 51% 

Age Older than 65 3% 17% 

 45 to 64 35% 35% 

 25 to 44 28% 35% 

 18 to 24 34% 13% 

Education Completed high school or less 13% 45% 

 Completed 1 to 3 years of college 35% 28% 

 College graduate 39% 18% 

 Attended or completed graduate school  14% 9% 

Income Less than $30,000 a year 32% 31% 

 Between $30,000 and $100,000 a year 42% 48% 

 More than $100,000 a year 27% 20% 

 

3.2. Measures 

The items for the scale were randomized and varied in terms of scale priorities in order to reduce common method 

variance [Podsakoff et al., 2012]. Religiosity was measured using a shortened adaptation of Allport and Ross’s [1967] 

scale. The religiosity scale was reduced to four items for intrinsic religiosity and four items for extrinsic religiosity 

based on a working paper by Alhouti et al. [2015], who reduced the scales based on standardized loadings from a 

pretest and used the shortened scale in their main study. The modification and shortening of the Allport and Ross 

[1967] scale is a common practice when it is implemented in research [Gorsuch & McPherson 1989].  

The answers for the religiosity scales were measured on a 7-point Likert scale anchored from “strongly disagree” 

to “strongly agree.” Materialism was measured using the Richins and Dawson [1992] scale, which consists of three 

factors: acquisition centrality, acquisition as pursuit of happiness, and possession defined as success. Two items were 

removed from the acquisition centrality and one item from the acquisition as pursuit of happiness subscales due to a 

standardized loading of less than 0.50. The scale is modeled as a multi-level scale with the three subscales loading on 

the materialism construct.   
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Privacy concern was measured using items developed by Smith et al. [1996] and ranked on a 7-point Likert scale 

anchored from “strongly disagree” to “strongly agree.” The scale originally consisted of four factors: concern for 

unauthorized secondary use, improper access, collection of one’s information, and errors in one’s information. 

However, the improper access scale was the only one utilized in this study based on Smith et al.’s [1996] declaration 

that the scale is not static but evolves due to shifts in consumers’ perception. Furthermore, recent studies have modified 

the scale by eliminating factors to account for changes in consumers’ perceptions [Alge et al. 2006; Malhotra et al. 

2004].  

Purchase behavior was measured with a new scale consisting of two items. The first item asked “How frequently 

do you make purchases on the Internet?” and was answered with a 7-point scale anchored from “never” to “daily.” 

The second item asked “When was the last time you made an online purchase?” This item was originally ranked using 

a 10-point scale but was recoded into a 7-point scale for the data analysis to align with the wording of the first item. 

The use of items that differ in their range helps in reducing common method variance [Podsakoff et al. 2012]. The 

item was anchored from “this week” to “never.” The “four months ago,” “five months ago,” and “six months ago” 

options were coded similarly to match the “twice a year” option in the first item. The “last month” and “two months 

ago” options were coded similarly to match the monthly option in the first item. The items and their reliabilities are 

reported in the appendix. 

3.3. Measurement of constructs 

To ensure that the variables in the model are distinct, a confirmatory factor analysis was conducted using MPlus 

7. The model included the items for intrinsic religiosity, extrinsic religiosity, materialism, privacy concerns, and 

purchase behavior. Chi-square/degrees of freedom [χ2/df], root mean square error of approximation [RMSEA], and 

comparative fit index [CFI], Akaike Information Criterion [AIC], and Bayesian Information Criterion [BIC] are all 

reported as follows: χ2/df = 1.78; RMSEA = 0.06; CFI = 0.94; AIC = 15491.01; BIC = 15764.69. Based on these 

results, the model has an acceptable measurement model fit. The correlation, mean, and standard deviation for the 

variables are included in Table 2. 

 

Table 2: Means, Standard Deviation, and Correlations 

Variable Mean SD 1 2 3 4 5 

1. Intrinsic Religiosity 4.68 1.72                               

2. Extrinsic Religiosity 3.56 1.30 -0.16*                    

3. Materialism 3.78 1.21 -0.01 0.33***    

4. Privacy 5.94 1.07 0.08 -0.19** -0.21**   

5. Purchase Behavior 4.29 1.45 -0.17** 0.02 0.10 -0.02  

SD = Standard Deviation 

Listwise Deletion N = 231 

*(p < 0.05), **(p < 0.01), ***(p < 0.001) 

 

4. Research  

The hypothesized paths in the model were tested in MPlus 7 using structural equation modeling (structural model). 

Education, age, and gender were included in the model as control variables given the impact they have on consumers’ 

perception of privacy [Sheehan, 2002; Sheehan & Hoy 1999]. Overall fit, standardized path estimates, and the one-

tailed significance of the paths were considered for the model. Fit indices indicate that the model is a reasonable fit 

(χ2/df = 1.76; RMSEA = 0.06; CFI = 0.93; AIC = 15150.20; BIC = 15163.09).  

Materialistic value is influenced by extrinsic religiosity (t-value = 6.03, p < 0.001, path estimate = 0.45) but not 

intrinsic religiosity, which supports hypothesis 2 but not 1. Privacy concerns are influenced by materialism (t-value = 

-3.72, p < 0.001, path estimate = -0.29), supporting hypothesis 3. Purchase behavior is influenced by privacy concerns 

(t-value = -1.74, p < 0.05, path estimate = -0.12), supporting hypothesis 4. The variance explained for purchase 

behavior (R2) is .04, .12 for privacy concern, and .24 for materialism. The indirect effects of intrinsic religiosity on 

privacy concerns and purchase behavior are insignificant. The indirect effect of extrinsic religiosity on privacy concern 

is significant (t-value = -3.10, p < 0.01, path estimate = -0.13), but its effect on purchase behavior is insignificant. 

Finally, materialism does not have an indirect effect on purchase behavior.  

The results of including the control variables in the model include a significant effect of age on materialistic 

values (t-value = 3.05, p < 0.01, path estimate = 0.02) and age on privacy concerns (t-value = -2.47, p < 0.05, path 

estimate = -0.01), such that younger individuals are more materialistic, while older individuals are more concerned 

about their privacy. Gender has no effect on materialism and privacy concern, but has a significant effect on purchase 

behavior (t-value = 1.89, p < 0.05, path estimate = 0.14), such that females are more likely to buy more online than 

males. Finally, the control variable of education has no effect on materialism, privacy concerns, or purchase behavior. 
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Given the significant results of age on privacy concern and materialism on privacy concern, we conducted a 

follow-up test to determine whether age or materialism is a stronger predictor of privacy concerns. The results of tests 

of differences in chi-squares indicate that materialistic values contribute more than age (Δχ2= 6.24, df = 1, p < 0.05). 

Age and extrinsic religiosity also have a significant effect on materialism. The results of tests of differences in chi-

squares indicate that extrinsic religiosity contributes more than age (Δχ2= 20.92, df = 1, p < 0.001). Thus, materialism 

is better at predicating privacy concerns than age, and extrinsic religiosity is a better predictor of materialism than age. 

Finally, gender and privacy concern have a significant effect on purchase behavior. The results of tests of differences 

in chi-squares indicate that privacy concern contribute more than gender (Δχ2= 7.33, df = 1, p < 0.01). Thus, consumer 

values are a better predictor of purchase behavior, privacy concern, and materialism than demographic characteristics.  

See Table 3 for the path loadings for the hypothesized model and Table 4 for a summary of the hypothesis test 

results. 

 

Table 3: Standardized Path Loading of Hypothesized Model 

Path                       
 

Loading 

Control Variables  

Education Materialism  ns 

Education Privacy Concern  ns 

Education  Purchase Behavior ns 

Gender  Materialism   ns 

Gender  Privacy Concern  ns 

Gender  Purchase Behavior .14* 

Age  Materialism   0.23** 

Age  Privacy Concern  -0.19** 

Age  Purchase Behavior ns 

Direct Effects  

Intrinsic Religiosity  Materialism  ns 

Extrinsic Religiosity  Materialism  0.41*** 

Materialism  Privacy Concern -0.23** 

Privacy Concern  Purchase Behavior -0.10* 

Indirect Effects  

Intrinsic Religiosity  Privacy Concern  ns 

Intrinsic Religiosity  Purchase Behavior ns 

Extrinsic Religiosity  Privacy Concern  -0.09** 

Extrinsic Religiosity  Purchase Behavior ns 

Materialism  Purchase Behavior ns 

*p ≤ .05; **p < .01; ***p < .001, (one-tailed test) 

Standardized loading reported. 
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Table 4: Summary of Hypothesis Test Results  

Hypotheses Prediction  Finding 

H1: Intrinsic religiosity is negatively related to materialism. Not Supported 

H2: Extrinsic religiosity is positively related to materialism. Supported 

H3: Materialism is negatively related to privacy concern. Supported 

H4: Privacy concern is negatively related to online purchase behavior. Supported 

 

4.1. Alternative Models 

To determine whether the hypothesized model is a fully mediated or partially mediated model, four alternative 

models were compared to the full mediated model. The first alternative model tested whether materialism is a partially 

mediated variable by including a path from intrinsic and extrinsic religiosity to privacy concerns. The second 

alternative model tested whether materialism and purchase behavior is partially mediated by privacy concern by 

including a path from materialism to purchase behavior. The third alternative model included a path from intrinsic 

religiosity and extrinsic religiosity to purchase behavior. The final alternative model included all possible partial 

mediation paths. The results of chi-square tests demonstrate that the alternative models are not significantly different 

from the full mediation model. Thus, we are unable to determine whether the full mediation model is superior to the 

partial mediation model and have interpreted the results of the full mediation model for the hypothesis testing. The 

results of the model comparison are demonstrated in Table 5. 

 

Table 5: Comparison of Full Mediation and Partial Mediation Model. 

 Model 1  Model 2  Model 3 Model 4  Model 5  

RMSEA 0.06 0.06 0.06 0.06 0.06 

CFI 0.93 0.93 0.93 0.93 0.93 

AIC 15150.20 15152.83 15151.21 15151.70 15154.21 

BIC 15163.09 15444.82 15439.88 15443.69 15456.16 

χ2/df 1.76 1.77 1.77 1.76 1.77 

χ2 495.76 494.38 497.76 493.25 489.77 

Df 282.00 280.00 281.00 280.00 277.00 

Δχ2  Model 1 vs. Model 2 1.37     

Δχ2 Model 1 vs. Model 3 -2.00     

Δχ2 Model 1 vs. Model 4 2.51     

Δχ2 Model 1 vs. Model 5 5.99         
Model 1 is the full mediation model. 

Model 2 includes a path from intrinsic and extrinsic religiosity to privacy concern. 

Model 3 includes a path from materialism to purchase behavior. 

Model 4 includes a path from religiosity to purchase behavior. 

Model 5 includes a path from intrinsic and extrinsic religiosity to privacy concern and purchase behavior and a path 

from materialism to purchase behavior.  

 

Given the significant indirect effect of extrinsic religiosity on privacy concern in the full mediation model, we 

tested an alternative model in which materialism influences religiosity, religiosity influences privacy concern, and 

privacy concern influences purchase. The model demonstrates that materialism influences extrinsic religiosity (t-value 

= 5.38, p < 0.001, path estimate = 0.43) but not intrinsic religiosity and that extrinsic religiosity (t-value = -2.19, p < 

0.0, path estimate = -0.18) but not intrinsic religiosity has a significant effect on privacy concerns. The results of chi-

square tests demonstrate that the alternative models are not significantly different from the full mediation model. 

 

5. Discussion 

Although past researchers have looked at consumer demographics to predict variations in their privacy concerns 

[Sheehan 2002; Sheehan & Hoy 1999], to the authors’ knowledge no studies have utilized consumers’ values to predict 
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these variations, even though consumer values are better than demographics in predicting consumer outcomes [Kahle 

1983]. In this study, we examined how values interrelate to influence consumers’ reactions to privacy concerns. We 

also compared the predictive ability of demographic characteristics to consumer values. This examination yielded 

several noteworthy results which illuminate the complex relationship between human values, beliefs, and behavior. 

Specifically, the level of consumers’ extrinsic religiosity, but not intrinsic religiosity, enhances materialistic beliefs, 

which in turn decreases privacy concerns, leading to more purchases being made online. Furthermore, consumer 

values are better predictors than demographic attributes. The following section summarizes the implications of this 

study’s findings.  

Examining the effect of consumer religiosity in the context of privacy concern is important because unlike other 

consumer values it remains stable over time and tends to dominate consumers’ life choices and behaviors including 

their buying behavior [Delener 1994; Hogg et al. 2010]. Thus, it comes as no surprise that researchers have examined 

the role of religion and religiosity in consumer behavior [Vitell 2009]. Although studies have shown that religious 

values have an effect on materialism [Burroughs & Rindfleisch 2002; Pace 2013], their results demonstrate the specific 

effect of only Buddhist beliefs [Pace 2013] or of overall religious beliefs [Burroughs & Rindfleisch 2002] on 

materialistic values. In his review of the literature, Vitell [2009] demonstrates a need for measuring religiosity in a 

multidimensional manner (intrinsic and extrinsic religiosity). We use a multidimensional manner of testing religious 

beliefs, and by doing so, we find results that are contrary to past research which has indicated that religious values 

reduce materialistic beliefs [Burroughs & Rindfleisch 2002; Pace 2013]. In fact, we find that extrinsic religiosity 

enhances consumers’ materialistic values because both values are a result of similar principles such as wanting status 

and a positive appearance in the community. On the other hand, intrinsic religiosity does not influence materialism. 

This study predicted that intrinsically religious values would reduce materialistic tendencies because intrinsically 

religious consumers tend to practice the tenets of their religion and most religions warn against materialism [Cowar 

1998]. However, the view of religion as unsupportive of materialistic beliefs is different based on an individual’s 

culture [Lindridge 2005]. Thus, including a person’s culture as moderator of the relationship of intrinsic religiosity on 

materialism might yield a significant finding.  

Similar to past research, we find that privacy concerns influence consumers’ online purchases [Milne & Boza 

1999; Phelps et al. 2001]. This demonstrates that although privacy is a dynamic construct that changes with time 

[Smith et al. 1996], it is still a factor in consumers’ purchase decisions today. By understanding the origins of 

consumers’ privacy concern we are better able to understand why some consumers are willing to sacrifice their privacy 

while others are not [Dinev & Hart 2006; Goodwin 1991; Milne & Boza 1999; Mothersbaugh et al. 2012; Phelps et 

al. 2001].  

An objective of this study is to determine the values that influence privacy concerns in order to build upon past 

research that examines antecedents of privacy concerns, such as demographic differences [Sheehan 2002; Sheehan & 

Hoy 1999; Smith et al. 2011]. Our findings that the value of materialism decreases privacy concerns begin to specify 

the values which guide consumers. Similar to the finding that consumers are willing to sacrifice privacy concerns due 

to personal interest in Internet content [Dinev & Hart 2006], consumers’ interest in materialistic purchases can override 

their privacy concerns. This study finds a string of values that influence one another and lead to privacy concerns and 

also finds that consumer values are better predictors of attitudes and behavior than demographic variables. Relying on 

a single value structure or demographic characteristic would have restricted our understanding of privacy concerns.  

5.1. Managerial Implications 

Managerial Implications This study shows that consumers who have privacy concerns do reduce their purchases 

online. Companies can put in place online procedures and policies that portray to the consumer that their privacy is a 

priority for the company such as by including a secure socket layer [SSL] protocol to show that the website can be 

trusted. Asking consumers for stronger passwords to protect against improper access can also signal that the company 

has policies to protect the consumers’ privacy. The efficacy of the above examples to portray the company in a positive 

light is correlated with how aware of consumers are of said policy.    

Nevertheless, managers should be cautious when promoting to religious groups. Extrinsically religious consumers 

are less concerned about privacy because they are more materialistic, which makes them a viable target for companies 

to pursue. However, intrinsically religious individuals are not proven to have a particular perception of privacy. 

Companies that would like to target their online services to religious consumers should take care to reach out 

specifically to the extrinsically religious. This could be achieved by appealing to the consumers’ need for status, sense 

of belonging, or other social benefits of religion through motivational appeals aimed at achieving such outcomes. For 

example, a website might emphasize the religious community or signal a consumer’s faith to others to reach 

extrinsically religious consumers instead of making statements which appeal to the actual tenets, dogma, or beliefs of 

a religion to which the intrinsically religious are more likely to respond. A website might also adopt social networking 

themes that allow the extrinsically religious consumer to signal to others their materialistic purchases. 
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5.2. Limitations and Future Research 

One limitation of this study is that a survey instrument was utilized to test the hypotheses. Different instruments 

tend to produce different results, so future researchers could reexamine the hypotheses using an experiment or 

interviews. Future researchers could also reexamine the hypotheses using different value systems such as that 

produced by Kahle [1983] in order to further illuminate the way that values impact online privacy concerns and 

purchase behavior. Furthermore, the purchase behavior measures included only two items. Structural equation 

modeling recommends at least three items per construct. Future researchers could replicate the study utilizing a 

different measurement of purchase behavior such as Oliver and Swan’s [1989] purchase intention scale, or measure 

actual purchases by consumers.   

Privacy concern research in information systems has been limited in its examination of consumer values [Smith 

et al. 2011]. Research that examines privacy concerns in location-based technology has limited its understanding to 

the “Big Five” personality traits [Junglas et al. 2008]. This limitation has led to a low explanatory rate for the predicted 

model and insignificant findings. This study builds on past research by demonstrating how various values work 

together. Future researchers would benefit from examining the antecedents of privacy concerns through personality 

differences by examining privacy concerns as links in a chain that build upon one another in order to better understand 

where these concerns originate. For example, it would be valuable for future researchers to replicate this study and 

alter the model to determine whether the Schwartz [1992] values may, in fact, be a consequence of other values. Some 

Schwartz values have been shown to relate to materialism [Burroughs & Rindfleisch 2002], so testing how Schwartz 

values relate to privacy concerns would be insightful to marketers. Some of the Schwartz values that would be 

worthwhile to examine include tradition, self-direction, self-transcendence and self-enhancement.  

Finally, the study utilized a snowball sample in a US context. The data collection process might have led to the 

insignificant finding of intrinsic religiosity on materialistic values. Since various cultures have different religious 

perspectives on materialism [Lindridge 2005], future researchers could utilize a cross-culture sample to determine 

whether the type of culture is a factor in intrinsically religious consumers’ perception of materialism. In addition, 

research in the field of information systems has shown that the concept of privacy changes with time and culture 

[Bellman et al. 2004; Gurău & Ranchhod 2009; Miltgen & Peyrat-Guillard 2014; Smith et al. 2011; Smith et al. 1996]. 

Thus, it will be useful to determine what issues of privacy are prevalent in some cultures but not others. Furthermore, 

most cross-culture research that aims to understand differences in privacy concerns has focused on Hofstede’s culture 

dimension [Smith et al. 2011], but these have been shown to be methodologically flawed, restricting their ability to 

prove causality [McSweeny 2002]. In order to better understand why there are differences in privacy concerns among 

various cultures, a better approach to utilizing Hofstede’s culture dimensions would be to examine differences in 

privacy concerns due to differences in consumer values among various cultures.   
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APPENDIX 

 

Construct  Items 

Intrinsic Religiosity  My religious beliefs are what really lie behind my whole approach to life  

α = 0.96 I try hard to carry my religion over into all my other dealings in life 

 

 Religion is especially important to me because it answers many questions about the 

meaning in life 

 It is important to me to spend periods of time in private religious thought and meditation 

Extrinsic 

Religiosity  

A primary reason for my interest in religion is that my house of worship is a congenial 

social activity 

α = 0.67 Occasionally I find it necessary to compromise my religious beliefs in order to protect my 

social and economic well being 

 

Although I am a religious person, I refuse to let religious considerations influence my 

everyday affairs 

 It doesn’t matter so much what I believe so long as I lead a moral life 

Materialism   

Success Some of the most important achievements in life include acquiring material possessions 

α = 0.87 I admire people who own expensive homes, cars, and clothes 

 The things I own say a lot about how well I'm doing in life 

 I like to own things that impress people 

Centrality I enjoy spending money on things that aren’t practical 

α = 0.80 Buying things give me a lot of pleasure 

 I like a lot of luxury in my life 

Happiness My life would be better if I owned certain things I don't have 

α = 0.86 It sometimes bothers me quite a bit that I can’t afford to buy all the things I’d like 

 I’d be happier if I could afford to buy more things 

Privacy Concerns       

α = 0.88                            

Companies should devote more time and effort to preventing unauthorized access to 

personal information 

 Computer databases that contain personal information should be protected from 

unauthorized access-no matter how much it costs 

 Companies should take more steps to make sure that unauthorized people cannot access 

personal information in their computers 

Purchase Behavior How frequently do you make purchases on the Internet? 

α = 0.84 When was the last time you made an online purchase? 

 

 


