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Abstract

In a world of rapidly developing technologies and constant novel applications, people tend
to spend more time online, sharing details from their private lives. However, previous studies found
that much of the literature addresses information breaches, and not necessarily boundary protection
in online environments. For this reason, several authors raised awareness of the importance of
social privacy in todays’ technological era (Knijnenburg et al., 2022). Social privacy, as explained
by Burgoon (1982), is an elementary characteristic of privacy, which allows an individual to
withdraw from social interactions, control undesirable conversations, and balance personal
boundaries. Thus, the first aim of this paper is to continue previous research on the topic of privacy
as a value (Markink, 2024). Specifically, this research investigates whether social privacy as a
value is a distinct construct from the other two privacy values, observational and informational
privacy, within a sample of Romanian and German respondents. As values influence perceptions,
emotions, and behaviors (Schwartz et al., 2017b), the second goal of this study is to investigate the
relation between social privacy as a value and three different privacy behaviors. Three hypotheses
were designed, each focusing on one behavior, namely: 1) asking other people for help in solving
personal matters, 2) choosing who to spend time with, and 3) limiting interactions with others at
social events. An exploratory factor analysis showed that social privacy as a value is a distinct
construct from the other two privacy values. However, the low internal consistency suggests that
the measurement of social privacy as a value requires further refinement. Secondly, a linear model
showed that there is a relation between social privacy as a value and privacy behaviors, but these
results are not consistent in the Romanian and German subsamples. This study contributes to the
measurement of social privacy as a value within Schwartz’ recently revised Portrait Value

Questionnaire (PVQ-RR) (Schwartz & Cieciuch, 2021), adding to the topic of privacy as a value.



Introduction

In a world of rapidly developing technologies and constant novel applications, people tend
to spend more time online, sharing details from their private lives. These actions raise privacy
concerns, as individuals are not always fully aware of how their data is managed. Given that people
communicate increasingly via social media applications, privacy needs to be addressed from new
perspectives to ensure protection (Knijnenburg et al., 2022). Although “privacy” is a well-known
concept, it has hardly been integrated into a general definition. Many scholars attempted to define
this term, but it seems that “privacy” is understood differently between cultures, societies, and

individuals (Lukécs, 2016), and perceptions of privacy vary greatly.

Not only is privacy hardly defined and understood differently among individuals, but it can
also be perceived as a value. A previous study by Markink (2024) investigated the addition of three
privacy dimensions as values, namely informational, observational, and social, within the basic-
human values questionnaire by Schwartz & Cieciuch (2021). The findings suggest that these are
different constructs within the questionnaire, and privacy can be indeed perceived as a universal
human value. However, as multiple studies focused on investigating informational privacy, several
authors raise awareness of the importance of social privacy in todays’ technological era
(Knijnenburg et al., 2022). Social privacy, as explained by Burgoon (1982), is an elementary
characteristic of privacy, which allows an individual to withdraw from social interactions, control
undesirable conversations, and balance personal boundaries. This dimension helps individuals
maintain privacy in their social environment. A more recent study by Knijnenburg et al. (2022)
proposed that privacy should now be considered as a form of boundary regulation, as individuals
communicate online frequently. Despite its importance, social privacy has not been studied
empirically in multiple countries, and its validity is not yet assessed. Consequently, the present
research aims to investigate whether social privacy as a value can be assessed reliably within a

sample of Romanian and German respondents, as a follow up of Markink’s (2024) research paper.

Moreover, previous research showed that values influence perceptions, emotions, and
behaviors (Schwartz et al., 2017b). Curiously, people value their privacy, but they are willing to
disclose themselves or private information to other people or online (Westin, 1967). This behavior
might be motivated by diverse needs, yet some individuals are still willing to put at risk their social

privacy (Knijnenburg et al., 2022). Given that, the second aim of this paper is to investigate whether



social privacy as a value is predictive of privacy behaviors. The privacy behaviors are designed
according to the social privacy scale used by Markink (2024), and Burgoon’s (1982) definition of
social privacy to balance personal interactions and boundaries. Thus, the behaviors are: 1) asking
other people for help, 2) limiting interactions at social events, and 3) carefully choosing who to

spend time. However, first it is crucial to define privacy and understand its importance.
Definitions of Privacy

A widely known definition of the term “privacy” is that of Samuel Warren and Louis
Brandeis, who explain it as “the right to be left alone” (Warren & Brandeis, 1890, p. 195). However,
this definition seems incomplete for the present era, as it does not address phenomena like social
media usage or online interpersonal connections. A more comprehensive definition of privacy is
the one created by Margulis (1977): “selective control over transactions between self (or one’s
group) and others, the ultimate aim of which is to enhance autonomy and/or to minimize
vulnerability” (p. 10). As opposed to the first one, this definition accentuates that privacy is linked
with individual happiness, health, and comfort. Further, Burgoon (1982) listed 11 definitions of
privacy and identified six key aspects: 1) privacy can be understood from an individual or group
perspective, 2) privacy needs are distinct among people, and take different forms, 3) there is a
difference between how privacy is attained and the desired objective, 4) while some see privacy as
a legal right, others say it requires action to benefit from it, 5) privacy includes personal control
over interactions with others, and 6) there are multiple sub-dimensions of privacy. Given the
increased use of social media in the past years, a more recent study by Knijnenburg et al. (2022)
proposed that privacy could be seen as a form of ‘interpersonal boundary regulation’ (p. 113).
Although these complex attributes of privacy cannot be integrated into an universal definition, the
features underline conditions, and motivations behind one’s privacy needs. Thus, the multifaceted

nature of privacy can be acknowledged.

Privacy Theories

In addition to these key characteristics, several theories about privacy have helped to
explore this topic more in-depth. For example, the “privacy paradox” (Westin, 1967) highlights an
unusual phenomenon: while people are worried about how their data is treated, they willingly share

private information. This action is motivated by different human necessities, such as seeking



attention (Kokolakis, 2017) or achieving various emotional needs (Berger & Milkman, 2012).
Another study suggested that self-disclosure is motivated by social connectedness, support,
authenticity, and capitalization needs, indicating that social media platforms help individuals
achieve these aims (Luo & Hancock, 2020). This underlines the complex nature of privacy
motivations, indicating that other human needs might be more important than their privacy.
Another theory is that of Westin (1967), who explains that individuals determine their privacy level
instinctively, balancing between too much or little privacy according to their necessity. This
perspective highlights four functions of privacy: 1) it improves self-reflection, 2) it releases
emotional tension, 3) it limits and protects social communication, and 4) it influences decision-
making (Westin, 1967). This theory shows the importance of privacy for an individual’s overall
well-being. Another influential theory is that of Altman (1975), who considered privacy as a
process by which people selectively choose whom to share private details with. As opposed to the
previous two theories, this one is more focused on social privacy. Three key aspects of privacy
emerged from this theory, specifically that privacy influences communication, privacy is different
between cultures, and it has psychological implications (Altman, 1975). Overall, these theories
integrate different, but relevant, aspects of privacy, showing how attitudes or behaviors are shaped.

Moreover, these prove the difficulty of defining this concept into a single proposition.
Privacy as a Value

As discussed previously, “privacy” plays a significant role in people’s lives, as it is linked
with behavioral decision-making and emotions. Accordingly, it can be viewed as a value since it
is internationally recognized as a legal right by institutions like the European Court of Human
Rights (Lukécs, 2016). A previous study by Schwartz (2012) shows that human values are beliefs
which people hold on long-term, explaining the impact these have on emotions, justifications,
attitudes, and motivating behavior. While initially Schwartz’s value theory analyzed 10 values, the
scale was later extended to 19 universal values, to enlarge the predictive power and assure a
universal scale for different cultures. The scale includes values such as self-direction, stimulation,
hedonism, achievement, power, security, conformity, tradition, benevolence, and universalism
(Schwartz, 2012). By arranging them in a circular scheme, the values that are close to each other
present a congruent relation, while the opposing ones present an incompatible relation (Schwartz,

2012). Schwartz et al., (2017) found that all values can be distinguished by respondents from Italy,



Poland, Russia, and the USA. Subsequent research in 49 cultures and 32 languages revealed the
utility of the recently revised Portrait Value Questionnaire (PVQ-RR) as a tool to estimate value-
ranking and correlations across various cultures (Schwartz & Cieciuch, 2021). The validation of
this scale across multiple cultures was crucial in understanding human values, and how these

influence decisions. However, these studies did not include privacy as a value within the PVQ-RR.

Given the multifaceted nature of privacy, especially in todays’ era, several authors have
tried to address this gap by including privacy in the values scale. As an example, a study by Huijts
& Haans (2023) tested whether the addition of privacy as a value within the PVQ-RR can explain
emotions in the context of digital risks. In a sample of UK respondents, it was found that privacy
can be distinguished from the other 19 values and that it gives valuable insight into the consumer
decision-making process. However, the study focused only on testing the effect of information
privacy as a value. As discussed by Burgoon (1982), one characteristic of privacy is that it has four
dimensions: physical, psychological, informational, and social. The first one refers to physical
unavailability to others, while the second one concerns the capacity to manage incoming and
outgoing affective and cognitive information. Informational privacy refers to the right of people to
control the private data they share, while social privacy refers to regulating social interactions and
relationships. A recent study by Markink (2024) has included privacy as a value in the PVQ-RR,
by introducing four different dimensions: information privacy (being able to control the shared
data), social privacy (being able to control social interactions), observational privacy (being seen
by others in physical or non-physical environments), and solitude (referring to being alone and
being seen by others). Due to the high correlation and item similarity of “solitude” and “social
privacy”, these two dimensions were collapsed into one, namely “social privacy”. The results show
that the three privacy dimensions as values (informational, observational, and social) can be
distinguished and assessed reliably as a sub-scale within the PVQ-RR (Markink, 2023).

The Current Study

The first aim of the present paper is to test whether the dimension of “social privacy” as a
value can be assessed reliably in a new sample, and whether this value is distinct from the other
two privacy values. According to Valkengoed et al. (2021), a scale is valid once it was examined
in multiple different populations, yielding consistent and reliable results. This is also in line with a

recommendation of Markink (2024) and a limitation mentioned by Huijts & Haans (2023), who



highlighted the need to test the privacy scale within a new culture to confirm it is reliable.
Additionally, Da Rocha Morgado et al. (2017) note that one limitation mentioned by many studies
is the generalizability of the scale and the need for sample diversification. The study of Markink
(2024) was conducted on a sample of UK respondents, and the present study focuses on Romanian

and German respondents.

Previous research found substantial differences in privacy perceptions between these
countries. Specifically about privacy and data protection topics, a study by Custers et al. (2018)
found multiple distinctions between Romania, Germany and the UK: 1) the media in Romania is
barely attentive to privacy and data protection matters, whereas in the UK and Germany there is an
increasing and strong awareness of these matters from the media, 2) the level of concern people
have about their data is relatively low in Romania, medium in Germany, and quite high in the UK,
3) whereas in the UK people feel they have control over their private data, in Romania and
Germany this feeling is rather low (Custers et al., 2018). This analysis shows that there three
cultures perceive privacy differently, but it also seems like the general level of interest in this topic

is distinct.

In terms of social privacy specifically, discrepancies might arise when analyzing Hofstede’s
cultural dimensions (Hofstede, 1984). On one hand, Romania is a more collectivistic culture
(Meeuwesen et al., 2009b), meaning that abiding to the group norms is important, which might
interfere with individual social privacy. On the contrary, Germany and UK are more individualistic
countries (Meeuwesen et al., 2009b), where individuals and family might be more socially private.
Romania is a country with Eastern influences, while Germany is a country with Western influences,
which might also be a reason for more opposing values in terms of privacy. Given these differences,
the present study covers a research gap by exploring the first research question: “Can social privacy

as a value, as measured by Markink (2024), be assessed reliably within a new sample?”.

As explained previously, values hold the assumption that they can explain, influence, and
predict behavior (Schwartz et al., 2017b). However, multiple studies showed that even when people
value their privacy, they are still willing to breach their privacy (Knijnenburg et al., 2022; Luo &
Hancock, 2020). Thus, a second aim of this research is to investigate if social privacy is predictive
of specific privacy-related behaviors. To examine this, a second research question was formulated:

“Is social privacy as a value predictive of privacy-related behaviors?”. Three hypotheses were



designed to investigate this relation: 1) Social privacy as a value negatively influences asking other
people for help in solving personal matters.; 2) Social privacy as a value positively influences who
people choose to spend time with.; 3) Social privacy as a value positively influences limiting
interactions with others at social events. Through these hypotheses, not only social privacy as a
value will be examined thoroughly, but it will be revealed whether this value is indeed connected

to certain actions.

The next section of this paper will explain the different details of the research and how the
analysis was be conducted. Following, a discussion will answer the research questions and will put

together the concluding ideas of the study.
Methods
Participants and Design

This study utilized a quantitative, cross-sectional design. The respondents were selected
through multiple sampling techniques. Students from the University of Twente were selected
through volunteer sampling method. Secondly, through a convenience sampling approach, the link
was distributed by the researcher among friends and family members. Lastly, through a snowball
sampling procedure, the researcher asked all participants to send the link further to other potential
respondents. Two requirements for the participants were applied. Firstly, their nationality had to
be Romanian or German. Secondly, all participants had to be over 18 years old. The respondents
chose the language (Romanian, English, or German) in which they wanted to complete the

questionnaire, to ensure a complete understanding of the items.

In total, 266 participants completed the questionnaire.! Multiple exclusion criteria were
selected for the respondents. Firstly, three participants were excluded because they did not
complete the questionnaire. 19 respondents were excluded because they did not pass one or both
attention checks. Further, one German and five Romanian participants were deleted because they

completed the questionnaire in English, which could lead to a different understanding of the items.

! Initially, the study also focused on the Dutch nationality. However, there were only 5 Dutch
participants, and they were deleted from the data set since the subsample was too small.



Lastly, one participant was deleted from the data set for not giving their full consent to participate.
All remaining participants gave their consent to participate in the study.

Consequently, the final sample size had 232 respondents, consisting of 165 females (71%)
and 67 males (29%). The age ranged from 18 to 88 years, with a mean of 34 and a standard
deviation of 14. The detailed statistics for each nationality can be seen in Table 1.

Table 1

Descriptive Statistics for Each Nationality
Statistics German Romanian
Total Participants 137 95
Total Males 33 (25%) 34 (36%)
Total Females 104 (75%) 61 (64%)
Mean Age 37 31
Standard Deviation for Age 17 12

The students from the University of Twente were rewarded with SONA credit points for
their participation. Before beginning the survey, all respondents provided their authorization to
take part in the study through the online consent form. The research was approved by the University

of Twente Ethics Committee before the beginning of the data collection.

Materials

The present study was conducted in an online environment. Consequently, to obtain the
necessary information from the participants, a questionnaire was created on the platform Qualtrics.
Initially, the questionnaire was designed in English. The Romanian and German versions of the
revised Portrait Values Questionnaire (PVQ-RR) were available online. The remaining sections,
which will be explained further, were translated to Romanian and German by the researchers. To
ensure clarity of the text, multiple individuals cross-checked the Romanian and German versions

with the initial English questionnaire.

Measurements
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Social Privacy. Social privacy as a value was measured in line with Markink’s (2024) study
with the items: 1) “It is important to him/her to control how he/she interacts with others to meet
his/her own needs.”, 2) “It is important to him/her to have a space that is exclusively his/hers.”, 3)

“It is important to him/her to be able to control when he/she has interactions with close others.”.

In Markink’s (2024) study, four different privacy dimensions were initially included:
informational privacy, observational privacy, social privacy, and solitude. After their analysis,
three items were deleted, resulting in a new social privacy scale with the items that were previously
mentioned. In line with the final model of Markink (2024), the three items that were removed from
the scale were also measured in the present study, but not used in the analyses. Consequently, the
other privacy dimensions analyzed in this research were information privacy (i.e., “It is important
to him/her to actively protect his/her online data.”), and observational privacy (i.e., “It is important
to him/her to communicate with others without being overheard.”) (See Appendix I). To be
consistent with the format of the PVQ-RR, three items were used for each dimension, formulated
in the same manner and with the same response scale. Thus, in total 12 new items were mixed in

the values questionnaire (see Appendix II), but 9 were used in the analysis of the present study.

The PVQ-RR included female and male as genders, and after participants chose their
preference, they were directed to the questionnaire of that specific gender. For the options “non-
binary” and “prefer not to say”, one of the gender conditions was randomly assigned. The
statements were constructed from a 3™ person perspective, and participants were asked to think
how much a fictional character is like themselves. The propositions were related to the importance
of various ideas, goals, or desires in life (i.e., “It is important to her to care for nature.”, “It is
important to him to protect his public image.”, “It is important to her to be a dependable and
trustworthy friend.”). Participants indicated their level of similarity on a six-point response scale:
(1) not like me at all, (2), not like me, (3), a little like me, (4) moderately like me, (5) like me, (6)

very much like me.

Social Privacy Behaviors. Social privacy behaviors were measured with three items: 1) I
prefer to solve personal matters alone rather than asking people for help.”, 2) “I generally choose
carefully with whom I spend time.”, 3) “I generally try to limit interactions with others at social
events.”. These items were mixed in with six other items measuring information privacy and

observational privacy behaviors (see Appendix Il1). Participants were asked to express how often
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they engage in these various behaviors on a five-point response scale: (1) never, (2) rarely, (3)
regularly, (4) often, (5) always/very often. A sixth response option was included, namely “does not

apply”, which has been coded as a missing value.

Attention Checks. Lastly, two attention checks were added to the PVQ-RR section, to
check whether participants were paying attention to the study. The statements were based on the
first attention check used by Markink (2024). Therefore, the proposition on positions 9 and 46 in
the survey was: “It is important that you pay attention to this study. To indicate that you have read
this please tick "Not like me™. The respondents that did not pass one or both attention checks were

excluded from the study.
Procedure

The link of the questionnaire was firstly directing respondents to a page where they could
choose their preferred language. Following, the consent form page opened in the preferred
language (Romanian, German, or English). Within this page information about the present study
was given, without stating the specific aim, to reduce bias. The consent form gave the participants
information about the storage and sharing of their data, confidentiality, and anonymity treatment
with regards to their data. It was indicated that their participation is entirely voluntary, and they
could withdraw from the study at any time, in which case their responses will not be retained.
Contact emails of the researchers were also given, in case they wanted more information about the
study. After reading the information, they were asked to either agree or disagree with the terms of
the research. When they chose “no”, the survey was ending. When they chose “yes”, the next

section would open, requesting the gender, nationality, and age of respondents (see Appendix 1V).

The following page consisted of the PVQ-RR and the privacy as a value items. After
completing this part, the next section with the behavioral items opened. After finishing, an end
page opened, where participants were thanked for their participation, and the aim was shortly

explained. The contact emails were written one more time, in case they needed more information.
Data Analysis

After the data collection period, the questionnaire was transferred into an Excel file. Some

participants’ responses were deleted before the start of the analysis, based on the exclusion criteria.
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The R Studio Programme (version 4.1.2) was used for the analysis. The R codes can be seen in
Appendix V.

Further, to obtain an overview of descriptive statistics, the demographic data was explored.
Thus, for age, the mean and standard deviation were computed. For gender identification and
nationality, the ratio was computed.

In the initial analysis performed by Markink (2024), four privacy dimensions were tested.
A confirmatory factor analysis showed that the items of information privacy, observational privacy
and solitude measured privacy well. However, not all items of social privacy had acceptable factor
loadings (>.50). Additionally, since social privacy and solitude had a very strong correlation, of
.94, some items were dropped, resulting in a statistically improved model fit. Given the results, a
new social privacy dimension was created, named ‘social privacy’, consisting of one item of the
initial social privacy dimension, and two items of the solitude dimension. The present study

analyses social privacy as a value, using the items of the newly created social privacy dimension.

Consequently, to answer the first research question, an exploratory factor analysis (EFA)
was performed. The goal was to investigate whether the social privacy as a value is distinct from
the other two privacy dimensions. This analysis also showed whether the items of social privacy
as a value are distinctive from each other, and whether the items are attributed to a single underlying
construct (Fabrigar & Wegener, 2011). The exploratory factor analysis was performed for
Romanian and German respondents altogether. This is because the present study had 95 Romanian
participants, but a sample of at least 100 participants is considered as acceptable (Gorsuch, 1983).
Additionally, according to Comrey and Lee’s (2013) criteria, a sample size of at least 200
respondents is seen as reasonable. For exploratory purposes only, the factor loadings for each
nationality can be found in Appendix VII, but the results must be interpreted carefully. Lastly,
Cronbach’s Alpha was also computed to check if the items of social privacy are reliable and

internally consistent.

To answer the second research question, and to test the three related hypotheses, a linear
regression model was performed. This statistical method tested the effect of social privacy as a
value as the independent variable on the three different privacy behaviors as dependent variables.
For exploratory purposes, the same model was tested for each nationality.
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Results

To answer the first research question, ‘Can social privacy as a value, as measured by
Markink (2024), be assessed reliably within a new sample?’, an exploratory factor analysis with
oblique rotation (oblimin) was conducted, using the privacy items from Markink’s (2024) study.
Firstly, a visual examination was made through a scree plot, which indicated that a 3-factor model
is appropriate (Ledesma et al., 2015). Furthermore, the Kaiser-Meyer-Olkin measure indicated the
sample is adequate for the analysis (KMO = 0.82), and the Bartlett’s test of sphericity specified
that the correlations between the variables from the dataset are significantly different (¥%(36) =
449.39, p< .001) (Shrestha, 2021). Thus, it was analyzed if information privacy as a value,
observational privacy as a value, and social privacy as a value are three distinct constructs.
Moreover, Cronbach’s Alpha was computed for each factor, and a when an item is dropped was

investigated. Table 2 shows the statistics of the analyses.
Table 2

Summary of Exploratory Factor Analysis for the Privacy Values and Cronbach’s Alpha Statistics

Values for Each Factor Factor Factor Factor 3 Commun oandaif
1 2 alities Item
Dropped
Factor 1: Information Privacy .82

inf2: It is important to him/her to be aware of which data

.79 -.07 -.02 .60 75
are collected about him/her while using the internet.
inf30: It is important to him/her to control which personal
: . . .76 .02 .02 59 74
information is collected about him/her.
inf54: It is important to him/her to actively protect his/her

.80 .04 -.02 .65 75

online data.



Summary of Exploratory Factor Analysis for the Privacy Values and Cronbach’s Alpha Statistics

Factor  Factor Factor3 Commun o anda
Values for Each Factor
1 2 alities if Item
Dropped
Factor 2: Observation Privacy
.62
obs16: It is important to him/her that others do not hear
-.03 7 -.05 .56 51
what he/she discusses with his/her best friend.
obs42: It is important to him/her to communicate with
. . .03 42 A7 27 A2
others without being overheard.
obs71: It is important to him/her to control who is able to
. . 14 .39 .28 37 71
see and hear when he/she interacts with close others.
Factor 3: Social Privacy
48
sol20: It is important to him/her to be able to control when
: . . -.04 .03 .70 49 .23
he/she has interactions with close others.
soc34: It is important to him/her to control how he/she
: . . .03 -.10 53 .26 .38
interacts with others to meet his/her own needs.
sol50: It is important to him/her to have a space that is
.16 .28 .18 .20 51

exclusively his/hers.
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Note. The eigenvalues for Factors 1, 2, and 3 were 1.91, 1.09, and 0.98, respectively. The variance
explained for Factors 1, 2, and 3 was 0.21, 0.12, and 0.11, respectively.

The factor loadings are acceptable when these are above the cutoff of .50, which means the
items measure the construct well (Alexe et al., 2022). As shown in the table, the factor loadings for
information privacy as a value items were around .80. Of the items of observational privacy as a
value only item 16 had a high factor loading, of approximately 0.8, and the other two items had

unacceptable factor loadings of around .40.

For social privacy as a value, item 34 had a factor loading at the cutoff of 0.50, and item 20
had an acceptable factor loading of 0.7. Since item 50 had low factor loading, low communalities,
and Cronbach’s Alpha would increase if this item was dropped from 0=.48 to a=.51, the analysis
was performed again without this item. The model has statistically improved overall by eliminating
this item. For item 34 the factor loadings increased to 0.65, however for item 20 it decreased to
0.52. Still, the deletion of item 50 from the model resulted in a small increase for some of the other
factor loadings of the other two privacy values (i.e., item 42 increased from 0.42 to 0.59.). The
factor loadings of the analysis without item 50 can be seen in Appendix V1. The analysis was also
performed separately for the Romanian and German data sets. However, as mentioned previously,
the sample sizes were small, especially for the Romanian population, which is why the results of
the factor analysis per nationality should not be treated as significant. Consequently, Appendix V1I

presents only the factor loadings for each nationality.

Further, in line with the previous research of Markink (2024), the factor loading of item 34
was around 0.6 to 0.65. The item 20 had a factor loading of approximately 0.66 in Markink’s (2024)
study, but in the present study the factor loading fell at the acceptable cutoff of .52 after eliminating
item 50. This item, It is important to him/her to have a space that is exclusively his/hers.” was kept
in the model of Markink’s (2024) study, falling a bit under the cutoff at 0.46. However, in the
present study this item had an unacceptable factor loading of .18, which is why it was eliminated.
The model improved overall, however leaving the social privacy dimension as a value with only

two items.



16

Overall, social privacy as a value had poor internal consistency even after deleting item 50
(0=.51). In the study performed by Markink (2024), o was .61, and even though the factor loadings
were acceptable, these were lower than of the other two privacy values. Moreover, social privacy
as a value had only two items, which suggests that the measurement requires refining. Still, based
on the results of the analysis, social privacy as a value can be distinguished from the other two

values.

To answer the second research question, “Is social privacy as a value predictive of privacy-
related behaviors?”, three hypotheses were designed. Specifically, it was assessed whether social

privacy influences the three privacy behaviors through a linear model.

Contrary to hypothesis 1, the analysis showed that social privacy as a value significantly
positively affects asking other people for help in solving personal matters (= .22, p=.003). This
model showed a statistically significant proportion of variance for this behavior (R?= .038,
F(1,230)=9.05, p=.003). Further, in line with hypothesis 2, the analysis showed that social privacy
as a value significantly positively influences who people choose to spend time with (5 = .27, p<
.001). This model showed a statistically significant proportion of variance for the second behavior
(R?= .05, F(1,230)=11.74, p< .001). Lastly, in line with hypothesis 3, the results showed that social
privacy as a value significantly positively influences limiting interactions with others at social
events (f = .19, p= .032). For the last behavior, the model showed a statistically significant
proportion of variance (R?= .02, F(1, 230)= 4.65, p=.032).

For exploratory purposes the linear model was fitted for each nationality separately. Two
results were statistically not significant and the g is very small, which means the effect size was

small. Table 3 presents the statistics p and g for each nationality.
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Table 3

Linear Model Statistics for the Romanian and German Sample

Romanian Sample German Sample
Hypotheses

p p p P
Social privacy as a value negatively .39 .002 .09 319
influences asking other people for help in
solving personal matters.
Social privacy as a value positively .33 .004 21 .035
influences who people choose to spend time
with.
Social privacy as a value positively .05 704 .30 .008

influences limiting interactions with others at

social events.

Note. The results in bold support the hypotheses for each subsample.

Discussion
Social Privacy as a Value

The first aim of this research was to investigate if social privacy as a value can be
distinguished from observational privacy as a value and informational privacy as a value. This was
analyzed using the privacy scale tested by Markink (2024) in a sample of UK respondents, where

the analysis showed that privacy as a value has three dimensions. As discussed in the introduction,
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ascale is confirmed to be valid once it is tested in multiple countries (Van Valkengoed et al., 2021).
The results of the analysis confirm the initial expectations, that the privacy scale accurately and

reliably measures three distinct values in a sample of Romanian and German respondents.

Consequently, in line with Markink’s (2024) study, the items of social privacy as a value
are distinct from the other two privacy values. The internal consistency of social privacy as a value
is lower than of the other two values, informational and observational privacy, which was also the
case in Markink’s (2024) study. This finding encompasses several implications. Firstly, it confirms
previous findings that privacy has three dimensions, suggesting a clear structure for reliably
identifying privacy as a value. It is noteworthy that the present paper, along with that of Markink
(2024), did not identify a fourth dimension of privacy, as Burgoon (1982) suggested. As discussed
in the introduction, Burgoon’s (1982) theory of privacy involved four dimensions, which gives
privacy more complexity. The present findings might suggest that the conceptualization of privacy
can be understood better by using three dimensions, namely informational, observational, and
social. However, this disparity could be due to several aspects, such as different study aims or
designs, or the development of knowledge about privacy over time. Another implication resulting
from this is that privacy might be more effective to utilize when differentiating it as three, rather
than four, values. For example, it is easier at the European Union level to design privacy-related

interventions or policies by using the three privacy values.

The present research also introduces some differences from Markink’s (2024) study. One
item of social privacy, namely ‘It is important to him/her to have a space that is exclusively
his/hers.” had very low factor loadings, which is why it was removed, resulting in a better model
overall. However, social privacy has only two items, namely: ‘It is important to him/her to control
how he/she interacts with others to meet his/her own needs.” and ‘It is important to him/her to be
able to control when he/she has interactions with close others.’, as opposed to the other two privacy
values and the PVQ-RR values. The remaining items are somewhat similar, as the focus of both is
on controlling interactions with other individuals. As specified by Burgoon (1982), social privacy
refers to being able to control someone’s personal relations with different individuals. However,
this construct might be too narrow, which could affect measuring social privacy as a value properly.
This could be problematic, as today people communicate frequently using social media platforms.

As the use of social media is increasing, it might be relevant to capture both online and offline
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social privacy aspects, to provide individuals with ‘meaningful social interactions and connections’

(Knijnenburg et al., 2022, p. 113).
Privacy behaviors

The second question explored whether social privacy as a value predicts social privacy
behaviors, through three hypotheses. The first hypothesis was rejected, and the other two
hypotheses confirm that this value influences privacy behaviors.

There could be multiple reasons for rejecting the first hypothesis, “Social privacy as a value
negatively influences asking other people for help in solving personal matters.”. However, a
relevant explanation might be that valuing social privacy is not the only variable influencing this
behavior. As explained in the introduction of this paper, the privacy paradox theory (Westin, 1967)
describes that even though individuals value their privacy, they are willingly sharing private
information with others. This behavior can be explained by different internal needs, such as social
connectedness or support (Luo & Hancock, 2020). Hence, the privacy paradox might account for
the cases in which social privacy as a value does not significantly influence a privacy behavior.
However, several studies found that interactions on social media might result in oversharing, thus
harming overall psychological well-being of both adults and adolescents (Chu et al., 2023; Kamila
et al., 2023). This might emphasize the relevance of social privacy as a value, and the present study
found that this value significantly influences behaviors. The other two hypotheses, “Social privacy
as a value positively influences who people choose to spend time with.” and “Social privacy as a
value positively influences limiting interactions with others at social events.” are accepted. This
finding can help in building policies or market studies that focus on influencing behavior, making
sure that social privacy as a value is used properly and ethically. A recent study by Huijts & Haans
(2023) tested the effect of information privacy as a value in the context of digital risks, confirming
that the value influences consumer decision-making process. The present study shows that social
privacy as a value also influences behavior, which might be help with developing educational
strategies that teach individuals how to behave to protect their social privacy in specific settings,

such as schools or workplace.

The present study also confirms that, as discussed in the introduction, privacy values are

culturally dependent. The linear model was fitted separately for Romanians and Germans, and the
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results were distinct. For the first sample, the third hypothesis was rejected, which means that
valuing social privacy does not mean someone will limit interactions with others at social events.
This behavior might also be explained by other factors, for instance the more collectivistic nature
of the Romanian culture (Meeuwesen et al., 2009b), or situational contexts. On the contrary, for
the German sample the first hypothesis was rejected, which means valuing social privacy does not
significantly affect seeking help in solving personal matters. While Germany is a more
individualistic culture (Meeuwesen et al., 2009b), this behavior might be explained by different
factors, such as the type of personal matters, or individual approaches to solving a private matter.
This finding can help with strengthening previous theoretical frameworks, such as Hofstede’s
(1984) cultural dimensions theory, where there is emphasis on the relation between values and
behaviors. This can help governments and organizations design strategies that protect the citizens’
value of social privacy through appropriate behaviors, as these need to be adapted to a specific

culture.
Limitations

The present study has three main limitations that are worth noting. Firstly, there are
measurement inconsistencies for social privacy as a value. Two similar items of social privacy
might not fully cover all facets of this dimension, as noted previously. The present study shows
that social privacy is distinct from the other two privacy values, but it might lack full
comprehension of this concept. A second limitation of this study is that it is hard to account for all
influencing variables that might affect how social privacy as a value is perceived. For example,
previous experiences with privacy breach or technology development might affect how this value
is understood. A third limitation of this study is the cross-sectional design, which only captures the
data at a single point in time. Thus, it is not clear how social privacy as a value changed for an
individual over the years, or how it will change in the future. Given that, the behaviors are also
only examined in a particular point in time, rather than understanding if these are fluctuating or

not.
Recommendations for Future Research

This research investigated a new sample of Romanian and German participants, as a follow-

up of Markink (2024), which investigated privacy as a value in a sample of UK respondents. Given
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that these three countries are within the European space, future research could assess the validity
of the three privacy dimensions as values in a different continent, such as Asia or Africa. The
relation between social privacy as a value and the three social privacy behaviors could be tested
again by examining whether there are other moderating variables, such as gender or education
level. Future research could also implement educational campaigns or strategies that inform people
about social privacy as a value and actions they can take to protect their privacy. As the number of
individuals using social media platforms to interact with other people is increasing, privacy
concerns extend now to personal communications, rather than solely on informational privacy
(Knijnenburg et al., 2022).

Conclusion

The first aim of this paper was to assess whether social privacy as a value is distinct from
the other privacy values in a sample of Romanian and German respondents. The exploratory factor
analysis showed that these constructs are different from each other, supporting the initial
expectations. However, the measurement of social privacy as a value requires further refinement.
The second aim of this paper was to investigate whether social privacy behaviors are related to
social privacy as a value. A linear model showed that there is a relation between social privacy as
a value and the three distinct social privacy behaviors. This model was not consistent within the
Romanian and German subsamples. Nonetheless, this might be linked to the cultural differences
of these two countries. Thus, this research added to the understanding of social privacy, and it
showed it can be interpreted as a value and influence behaviors. This is valuable for the broader
knowledge, as privacy is an important topic for today’s modern world, and the findings of the
present paper could be used for future interventions, research, or educational initiatives. As cultures
are different, governments might need different approaches to protect the citizens and create

awareness about potential privacy problems.
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Informational

Privacy

Observational

Privacy

Social Privacy

Solitude

It is important to
him/her to be aware of
data

which are

collected about
him/her while using

the internet.

It is
him/her

which

important to
to control
personal
information IS
collected about

him/her.

It is important to
him/her to actively
protect his/her online

data.

It is important to
him/her that others do
not hear what he/she
discusses with his/her

best friend.

It is important to
him/her to
communicate  with
others without being

overheard.

It is

him/her
who is able to see and
he/she

interacts with close

important to
to control
when

hear

others.

It is important to

him/her to regulate
the manner in which
he/she interacts with

others.

It is important to

him/her to control
how he/she interacts
with others to meet

his/her own needs.

It is important to

him/her to control
who can be physically

close to him/her.

It is important to

to decide

by

him/her
when to be
himself/herself
without any social

interaction.

It is important to
him/her to have a
space that IS

exclusively his/hers.

It is important to
him/her to be able to
control when he/she
has interactions with

close others.




Privacy Items — Romanian Version

26

Confidentialitatea

Informatiilor

Confidentialitatea

Observationala

Confidentialitatea

Sociala

Singuratate

Este important pentru
el/ea sa fie constienti
de ce date sunt
colectate despre el/ea
in timp ce se

utilizeaza internetul.

Este important pentru
el/ea sa controleze ce
informatii  personale
sunt colectate despre

el/ea.

Este important pentru
el/ea sa proteje in mod
activ datele online ale

lui/ei.

Este important pentru
el/ea ca alte persoane
sa nu auda ce ellea
discuta cu cel mai bun

prieten al lui/ei.

Este important pentru
el/lea sa comunice cu
altii fara sa fie auzit de
alte persoane.

Este important pentru
ellea sa controleze
cine este capabil sa
vada si sa auda cand
el/lea interactioneaza

Ccu apropiatii.

Este important pentru
el/ea sa reglementeze
modul in care el/ea
interactioneaza cu

altii.

Este important pentru
ellea sa controleze
modul in care el/ea
interactioneza cu
a-si

ceilalti pentru

satisfice propriile

nevoi.

Este important pentru
ellea sa controleze
cine poate fi aproape
fizic de el/ea.

Este important pentru
el/ea sa decida cand sa
fie singur/a, fara nicio

interactiune sociala.

Este important pentru
el/ea sa aiba un spatiu
care sa fie exclusiv al

lui/ei.

Este important pentru
el/ea sa poata controla
cand are interactiuni

cu alti apropiati.
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Informationeller Beobachtende ) ] ] )
] Soziale Privatsphdre  Einsamkeit
Datenschutz Privatsphéare
S Ihm/ihr ist es wichtig, o

Fur ihn/sie ist es ) Fur ihn/sie ist es
o ) dass andere nicht o o o
wichtig zu wissen, ~_Ihm/ihrist es wichtig, wichtig, selbst zu

horen, was er/sie mit _ )
welche Daten dber die Art und Weise entscheiden,  wann
o _ seiner/ihrer ~ besten ) _ )
ihn/sie bei der seines/ihres Umgangs er/sie  allein  sein

Nutzung des Internets

erhoben werden.

Ihm/ihr ist es wichtig,
die Kontrolle dartiber

zu haben, welche
personlichen  Daten
Uber ihn/sie

gesammelt werden.

Ihm/ihr ist es wichtig,

seine/ihre Online-
Daten aktiv Zu
schiitzen.

Freundin/seinem
besten Freund

bespricht.

Ihm/ihr ist es wichtig,
mit anderen Zu
kommunizieren, ohne

belauscht zu werden.

Fir ihn/sie ist es
wichtig, zu
kontrollieren, wer
sehen und horen kann,
wenn  er/sie  mit
nahestehenden

Personen interagiert.

mit anderen zu regeln.

Ihm/ihr ist es wichtig,
die Art und Weise,

wie er/sie mit anderen

interagiert, zu
kontrollieren, um
seine/ihre eigenen
Bedurfnisse zu
erflllen.

Ihm/ihr ist es wichtig,
zu kontrollieren, wer
ihm/ihr

nahe kommen kann.

kdrperlich

mochte, ohne soziale

Interaktion.

Ihm/ihr ist es wichtig,

einen Raum zu haben,

der ausschlieRlich
ihm/ihr gehort.
Fur ihn/sie ist es

wichtig, den Umgang

mit  nahestehenden
Personen
kontrollieren zu
konnen.
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Appendix 11
PVQ-RR - English Version

Here we briefly describe different people. Please read each description and think about how
much that person is or is not like you. Put a checkmark in one of the boxes to the right of each

question to indicate how much the person described is like you.

How much like you is this person?

Not like Very Does
me atNot A littleModeratelyLike much not
all like me like me like me me like me apply

1. It is important to him/her to form his/hers

views independently.

2. Itis important to her to be aware of which data
are collected about her while using the
internet. “

3. Itis important to him/her that his/her country

is secure and stable.
4. Itis important to him/her to have a good time.”

5. It is important to him/her to avoid upsetting
other people. "
6. It is important to him/her that the weak and
vulnerable in society be protected. "
7. It is important to him/her that people do what
he says they should. "
8. It is important to him/her never to think he

deserves more than other people.

9. Itisimportant to him/her to care for nature.



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21,

22,

Not like

me

all

It is important that you pay attention to this

study. To indicate that you have read this

please tick "Not like me".

It is important to him/her that no one should

ever shame him/her.

It is important to him/her to regulate the

manner in which he/she interacts with others.

It is important to him/her always to look for

different things to do.

It is important to him/her to take care of people

he is close to.

It is important to him/her to have the power

that money can bring.
It is important to him/her that others do not

hear what he/she discusses with his/her best

friend.

It is very important to him/her to avoid disease

and protect his/her health.

It is important to him/her to be tolerant toward

all kinds of people and groups.

It is important to him/her never to violate rules

or regulations.

It is important to him/her to be able to control

when he/she has interactions with others.

It is important to him/her to make his/her own

decisions about his/her life.

It is important to him/her to have ambitions in

life.

atNot A littleModeratelyLike

like me like me like me

me
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Very Does
much not

like me apply
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24,

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

Not like

me

all

It is important to him/her to maintain

traditional values and ways of thinking.

It is important to him/her that people he knows

have full confidence in him/her.

It is important to him/her to decide when to be

by himself/herself without any social

interaction.

It is important to him/her to be wealthy.

It is important to him/her to take part in

activities to defend nature.

It is important to him/her never to annoy

anyone.

It is important to him/her to develop his/her

own opinions.

It is important to him/her to control which

personal information is collected about

him/her.

It is important to him/her to protect his/her

public image.

It is very important to him/her to help the

people dear to him/her.

It is important to him/her to be personally safe

and secure.

It is important to him/her to control how

he/she interacts with others to meet his/her

own needs.

atNot A littleModeratelyLike

like me like me like me

me

30

Very Does
much not

like me apply
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36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

Not like

me

all

It is important to him/her to be a dependable

and trustworthy friend.

It is important to him/her to take risks that

make life exciting.

It is important to him/her to have the power to

make people do what he wants.

It is important to him/her to plan his/her

activities independently.

It is important to him/her to follow rules even

when no-one is watching.

It is important to him/her to be very

successful.

It is important to him/her to follow his/her

family’s customs or the customs of a religion.

It is important to him/her to communicate with

others without being overheard.

It is important to him/her to listen to and

understand people who are different from

him/her.

It is important to him/her to have a strong state

that can defend its citizens.

It is important to him/her to enjoy life’s

pleasures.

It is important to him/her that every person in

the world have equal opportunities in life.

It is important to him/her to be humble.

atNot A littleModeratelyLike

like me like me like me

me

31

Very Does
much not
like me apply
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49.

50.

51.

52.

53.

54,

55.

56.

57.

58.

59.

60.

Not like

me

all

It is important to him/her to figure things out

him/herself.

It is important to him/her to honor the

traditional practices of his/her culture.

It is important to her to have a space that is

exclusively hers.

It is important to him/her to be the one who

tells others what to do.

It is important to him/her to obey all the laws."

It is important to him/her to have all sorts of

new experiences.

It is important to her to actively protect her

online data.

It is important to him/her to own expensive

things that show his/her wealth

It is important that you pay attention to this

study. To indicate that you have read this

please tick "Like me".
It is important to him/her to protect the natural

environment from destruction or pollution.

It is important to him/her to take advantage of

every opportunity to have fun.

It is important to her to control who can be

physically close to her.

It is important to him/her to concern

him/herself with every need of his/her dear

ones.

atNot A littleModeratelyLike

like me like me like me

me

32

Very Does
much not
like me apply



61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

Not like

me

all

It is important to him/her that people

recognize what he achieves.

It is important to him/her never to be

humiliated.

It is important to him/her that his/her country

protect itself against all threats.

It is important to him/her never to make other

people angry.

It is important to him/her that everyone be

treated justly, even people he doesn’t know.

It is important to him/her to avoid anything

dangerous.

It is important to him/her to be satisfied with

what he has and not ask for more.

It is important to him/her that all his/her

friends and family can rely on him/her

completely.

It is important to him/her to be free to choose

what he does by him/herself.

It is important to him/her to accept people

even when he disagrees with them.
It is important to her to control who is able to

see and hear her when she interacts with close

others.

atNot A littleModeratelyLike

like me like me like me

me

33

Very Does
much not

like me apply
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PVQ-RR - Romanian Version

Aici vom descrie pe scurt cateva persoane. Va rugam sa cititi fiecare descriere si sa va
ganditi In ce masura fiecare persoana este sau nu este ca dumneavoastra. Bifati un cerc de langa
fiecare descriere.

Cat de mult seamana aceasta persoana cu dumneavoastra?

Foarte
Deloc caNu  caPutin calntrucatva mult ca

mine mine mine camine Caminemine

1. Este important pentru el/ea sa 1si dezvolte punctele

de vedere in mod independent.

2. Este important pentru el/ea sa fie constientd de ce
date sunt colectate despre el/ea in timp ce utilizeaza
internetul. "

3. Este important pentru el/ea ca tara lui/ei sa fie
sigurd si stabila. )

4. Este important pentru el/ea sa se distreze.

5. Este important pentru el/ea sa evite sa supere alte
persoane. "
6. Este important pentru el/ea ca cei slabi si
vulnerabili dintr-o societate sa fie protejati "
7. Este important pentru el/ea ca ceilalti sa faca orice
le spune el/ea ca ar trebui sa faca. "
8. Este important pentru el/ea ca niciodata sa nu se

gindeasca cd meritd mai mult decat alte persoane.



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

Deloc caNu

mine

Este important sa acordati atentie acestui studiu.
Pentru a indica faptul ca ati citit acest lucru, va

rugam sa bifati ,,Nu ca mine”.
Este important pentru el/ea sa aiba grija de natura. =

Este important pentru el/ea ca nimeni sa nu il/o faca
de rusine vreodata. "
Este important pentru el/ea sa reglementeze modul
in care el/ea interactioneaza cu altii. )
Este important pentru el/ea ca intotdeauna sa caute
lucruri diferite pe care sa le faca. "
Este important pentru el/ea sd aiba grija de
persoanele fata de care este apropiat/a. "
Este important pentru el/ea sa aiba puterea care
vine odata cu banii. "
Este important pentru el/ea ca alte persoane sa nu
auda ce el/ea discuta cu cel mai bun prieten al lui/ ei."
Este important pentru el/ea sd evite sa se
imbolndveasca si sa 1si protejeze sanatatea. "
Este important pentru el/ea sa fie tolerant/a fatd de
tot soiul de oameni sau grupuri. "
Este important pentru el/ea sd nu incalce niciodata
reguli sau reglementari. "
Este important pentru el/ea sa poata controla cand
are interactiuni cu alti apropiati. "
Este important pentru el/ea sa isi ia propriile decizii

in ceea ce priveste viata sa.

Este important pentru el/ea sa aiba ambitii in viata.”

caPutin calntrucatva

mine

ca mine

35

Foarte
mult ca

Ca minemine



23.

24.

25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

35.

Deloc caNu

mine

Este important pentru el/ea sd mentina valorile si
stilurile de gandire traditionale. )
Este important pentru el/ea ca persoanele pe care le
cunoaste sa aiba incredere deplina in el/ea. "
Este important pentru el/ea sa decidd cand sa fie

singur/a, fara nicio interactiune sociala.
Este important pentru el/ea sa fie instarit/a.

Este important pentru el/ea sa ia parte la activitati
pentru a proteja natura. "
Este important pentru el/ea ca niciodatd sia nu
enerveze pe nimeni. "
Este important pentru el/ea sa 1si formeze propriile
opinii. "
Este important pentru el/ea sa controleze ce
informatii personale sunt colectate despre el/ ea. )
Este important pentru el/ea sa 1isi protejeze
imaginea publica. "
Este important pentru el/ea sa ajute persoanele care
Ti sunt dragi. )
Este importantd pentru el/ea siguranta si securitatea
personala. )
Este important pentru el/ea sa controleze modul in
care el/ea interactioneza cu ceilalti pentru a-si

satisfice propriile nevoi.

Este important pentru el/ea sa fie un prieten de

nddejde si In care poti avea incredere.

mine

caPutin calntrucatva

mine

ca mine

36

Foarte
mult ca

Ca minemine



36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

Deloc caNu

mine

Este important pentru el/ea sa 1si asume riscuri care

fac ca viata sa fie interesanta.

Este important pentru el/ea sa aiba puterea de a ii

face pe ceilalti sa faca ceea ce vrea el/ea.

Este important pentru el/ea sd 1isi planifice

independent activitatile.

Este important pentru el/ea sa urmeze regulile chiar

si atunci cand nimeni nu priveste.

Este important pentru el/ea sa aiba mult success.

Este important pentru el/ea sa urmeze obiceiurile

familiei sau obiceiurile unei religii.

Este important pentru el/ea sd comunice cu altii fara

sa fie auzit/a de alte persoane.

Este important pentru el/ea sa asculte si sa inteleaga

persoanele care sunt diferite fata de el/ea.

Este important pentru el/ea ca statul sa fie puternic

s1 sa poatd sa 1si apere cetatenii.

Este important pentru el/ea sa savureze placerile

vietii.

Este important sa acordati atentie acestui studiu.

Pentru a indica faptul ca ati citit acest lucru, va

rugam sa bifati ,,Nu ca mine”.

Este important pentru el/ea ca fiecare persoana din

lume sa aiba oportunitati egale 1n viata.

Este important pentru el/ea sd fie umil/a.

caPutin calntrucatva

mine

ca mine

37

Foarte
mult ca

Ca minemine



49.

50.

51.

52.

53.

54,

55.

56.

S7.

58.

59.

60.

61.

62.

Deloc caNu

mine

Este important pentru el/ea sd 1si dea seama
singur/a de lucruri. )
Este important pentru el/ea s aiba un spatiu care sa
fie exclusiv al lui/ei. )
Este important pentru el/ea sa respecte practicile
traditionale a culturii din care provine. )
Este important pentru el/ea sa fie cel/cea care le
spune celorlalti ce sa faca. )
Este important pentru el/ea sd se supund tuturor
legilor. )
Este important pentru el/ea sa proteje in mod activ
datele online ale lui/ei. "
Este important pentru el/ea sda aiba tot soiul de
experiente noi. )
Este important pentru el/ea sa detina lucruri scumpe
care 1i arata bogatia. )
Este important pentru el/ea sd protejeze mediul
natural impotriva distrugerii si poluarii. '
Este important pentru el/ea sd profite de fiecare
ocazie pentru a se distra. "
Este important pentru el/ea sa controleze cine poate
fi aproape fizic de el/ea. )
Este important pentru el/ea sa se dedice fiecarei
nevoi a celor ce 1i sunt dragi. "
Este important pentru el/ea ca oamenii sa
recunoasca realizarile sale. “
Este important pentru el/ea sd nu fie umilit/a

niciodata.

mine

caPutin calntrucatva

mine

ca mine

38

Foarte
mult ca

Ca minemine



63. Este important pentru el/ea ca tara lui/ei sa se
64.

65.

66.

67.

68.
69.
70.

71.

Deloc caNu

mine

protejeze impotriva tuturor amenintarilor.

Este important pentru el/ea ca niciodata sa nu

infurieze alte persoane.

Este important pentru el/ea ca toatd lumea sa fie

tratatd just, chiar si persoanele pe care nu le

cunoaste.

Este important pentru el/ea sa evite orice este

periculos.

Este important pentru el/ea sd fie satisfacut/a cu

ceea ce are si sa nu ceara mai mult.

Este important pentru el/ea ca toti prietenii lui si

familia lui sa se poata baza complet pe el/ea.

Este important pentru el/ea sa fie liber/a sa aleaga

singur/a ceea ce face.

Este important pentru el/ea sd accepte alte persoane
chiar si atunci ca nu este de acord cu el/ea.

Este important pentru el/ea sa controleze cine este
capabil sd vada si sd auda cand el/ea interactioneaza

cu apropiatii.

mine

caPutin calntrucatva

mine

ca mine
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Foarte
mult ca

Ca minemine



40

PVQ-RR - German Version

Im Folgenden beschreiben wir Ihnen kurz verschiedene Personen. Bitte lesen Sie jede Beschreibung

durch und denken Sie dartiber nach, inwieweit lhnen die Person ahnlich oder nicht ahnlich ist. Bitte

kreuzen Sie rechts an, wie dhnlich Ihnen die beschriebene Person ist.

unabhéngig von den Meinungen anderer zu

entwickeln.

Daten (ber sie bei der Nutzung des Internets

gesammelt werden.

Sicherheit und Stabilitat herrschen.

Es ist ihm wichtig, Spal} zu haben.

Menschen zu beunruhigen oder zu

bekimmern.

ist mir
st mir _ist mir
Uberhauptist mirnur-em o ist mir
nicht nicht wenig elnlgermaBenist mirsehr
ahnlich  ahnlichahnlich ahnlich ahnlich &hnlich

Es ist ihm wichtig, seine eigene Sichtweise”

Es ist fur sie wichtig zu wissen, welche”

Es ist ihm wichtig, dass in seinem Land”

Es ist ihm wichtig, es zu vermeiden, andere”



10.

11.

12.

Es ist ihm wichtig, dass die Schwachen und
Benachteiligten in der Gesellschaft geschutzt

werden.

41

ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

Es ist ihm wichtig, dass die Menschen das

tun, was er ihnen sagt.

Es ist ihm wichtig, nie zu denken, dass er”

mehr Ansehen oder Anerkennung als andere

verdient.

Es ist ihm wichtig, sich um die Natur zu”

kiimmern.

Es
Aufmerksamkeit schenkst. Um zu zeigen das

ist wichtig das du dieser

du diese Frage gelesen hast bitte wéhle

Antwort "ist mir nicht &hnlich"

Studie”

Es ist ihm wichtig, niemals von irgendeiner”

Person beschamt zu werden.

Es ist ihr wichtig, die Art und Weise, wie sie”

mit anderen umgeht, zu regeln.



13.

14.

15.

16.

17.

18.

19.

Es ist ihm stets

unterschiedlichen

wichtig,
Dingen Ausschau zu

halten, die er tun kann.

42

ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

nach”

Es ist ihm wichtig, sich um Menschen zu”

kiimmern, die ihm personlich nahestehen.

Es ist ihm wichtig, die Macht zu haben, die”

Geld mit sich bringt.

Es ist ihr wichtig, dass andere nicht horen,”

was sie mit ihrem besten Freund bespricht

Es ist ihm sehr wichtig, Krankheiten zu”

vermeiden und seine Gesundheit zu

schitzen.

Es ist ihm wichtig, tolerant gegentber vielen™

verschiedenen Menschen und

gesellschaftlichen Gruppen zu sein.
Es st

Vorschriften zu verletzen.

ihm wichtig,

nie Regeln oder”



20.

21.

22.

23.

24,

25.

26.
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ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

Es ist wichtig fur sie, dass sie kontrollieren”

kann, wann sie mit nahestehenden Personen

interagiert.

Es ist ihm wichtig, Entscheidungen im”

Hinblick auf sein Leben selbst zu treffen.

Es ist ihm wichtig, im Leben etwas erreichen”
zu wollen.
Es ist ihm wichtig, traditionelle Werte und

Uberzeugungen zu bewahren.

Es ist ihm wichtig, dass die Menschen, die er”

kennt, volles Vertrauen in ihn haben.

Es ist wichtig fur sie, selbst zu entscheiden,”

wann sie ohne soziale Interaktion allein sein

mochte.

Es ist ihm wichtig, reich zu sein.



27.

28.

29.

30.

31.

32.

33.
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ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

Es ist ihm wichtig, an Aktivitdten zum”

Schutz der Natur teilzunehmen.

Es ist ihm wichtig, anderen nie lastig zu”
werden.
Es ist ihm wichtig, sich immer eine eigene”

Meinung zu bilden.

Es ist ihr wichtig zu kontrollieren, welche”

personlichen  Informationen  (ber sie

gesammelt werden.

Es ist ihm wichtig, sein Ansehen in der”

Offentlichkeit zu wahren.

Es ist ihm sehr wichtig, den Menschen zu”

helfen, die ihm am Herzen liegen.

Es ist ihm wichtig, dass er sicher und”

geschtzt ist.



34.

35.

36.

37.

38.

39.

40.
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ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

Es ist ihr wichtig zu kontrollieren, wie sie mit”

anderen interagiert, um ihre eigenen

Bedurfnisse zu erfullen.

Es ist ihm wichtig, ein zuverl&ssiger und”

vertrauenswaurdiger Freund zu sein.

Es ist ihm wichtig, Risiken einzugehen, die”

das Leben aufregend machen.

Es ist ihm wichtig, dass er Macht und”

Einfluss auf das Handeln anderer Menschen
hat.

Es

eigenstandig zu planen.

ist ihm wichtig,

seine Aktivitaten”

Es ist ihm wichtig, sich an Regeln zu halten,”

auch wenn ihn niemand beobachtet.

Es ist ihm wichtig, sehr erfolgreich zu sein. ~



41.

42.

43.

44,

45.

46.

47.

48.

Es ihm sich

Familientraditionen

ist wichtig,

oder religiéses

Brauchtum zu halten.
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ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

an”

Es ist wichtig fur sie, mit anderen zu”

kommunizieren, ohne belauscht zu werden.

Es ist ihm wichtig, den Menschen, die anders”

sind als er, zuzuhdren und sie zu verstehen.

Es ist ihm wichtig, in einem starken Staat zu”

leben, der seine Burger verteidigen kann.

Es ist ihm wichtig, die Freuden des Lebens”
Zu genielen.
Es ist ihm wichtig, dass jeder Mensch auf der”

Welt die gleichen Chancen im Leben hat.

Es ist ihm wichtig, bescheiden zu sein.

Es ist ihm wichtig, dass er Dingen selbst auf”

den Grund geht und sie versteht.



49.

50.

51.

52.

53.

54.

55.

47

ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

Es ist ihm wichtig, die traditionellen Sitten”

und Brauche seiner Kultur zu achten.

Es ist wichtig fur sie, einen Ort zu haben, der”

ausschlieBlich ihr gehort.

Es ist ihm wichtig, derjenige zu sein, der”

anderen sagt, was sie tun sollen.

Es ist ihm wichtig, alle Gesetze zu befolgen.”

Es ist ihm wichtig, eine Vielzahl von neuen”

Erfahrungen zu machen.

Es ist ihr wichtig, ihre Online-Daten aktiv zu™
schutzen.
Es ist ihm wichtig, teure Dinge zu besitzen,”

die seinen Reichtum zeigen.



56.

S7.

58.

59.

60.

61.

62.

Es

Aufmerksamkeit schenkst. Um zu zeigen das

ist wichtig das du dieser

du diese Frage gelesen hast bitte wéhle

Antwort "ist mir ahnlich"
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ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

Studie”

Es ist ihm wichtig, die Umwelt vor”
Zerstbrung  oder  Verschmutzung zu
schiitzen.

Es ist ihm wichtig, jede Gelegenheit zu”

nutzen, um Spal3 zu haben.

Es ist ihr wichtig, zu kontrollieren, wer ihr”

korperlich nah sein kann.

Es ist ihm wichtig, sich um jedes Bedirfnis”

der Menschen zu kimmern, die ihm am

Herzen liegen.

Es ist ihm wichtig, dass die Menschen seine”

Leistung anerkennen.

Es ist ihm wichtig, nie gedemdtigt zu”

werden.
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ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

63. Es ist ihm wichtig, dass sich das Land, in”

dem er lebt, vor allen Bedrohungen schitzt.

64. Es ist ihm wichtig, dass er nie andere”
Menschenverargert.
65. Es ist ihm wichtig, dass alle Menschen™

gerecht behandelt werden, selbst die, die er

nicht kennt.

66. Es ist ihm wichtig, alle Gefahren zu”
vermeiden.

67. Es ist ihm wichtig, mit dem zufrieden zu”

sein, was er hat, und nicht mehr zu

verlangen.

68.
Familie voll und ganz auf ihn verlassen

kdnnen.

69.

wahlen, was er tut.

Es ist ihm wichtig, dass sich Freunde und”

Es ist ihm wichtig, dass er die Freiheit hat, zu™



50

ist mir
ist  mir _ist mir
.. . . nur ein ) .
uberhauptist mir ist mir
. . weni inigermalien. .
nicht nicht enig  einigermafie ist mirsehr
ahnlich  ahnlichahnlich dhnlich ahnlich ahnlich

70. Es st ihm wichtig, Menschen zu akzeptieren,”

selbst wenn er mit ihnen nicht einer Meinung

ist.

71. Es ist ihr wichtig zu kontrollieren, wer sie”

sehen und hoéren kann,

nahestehenden Personen interagiert.

wenn sie mit



Here we briefly describe different behaviors. Please read each description and indicate how often or not

often you engage in these behaviours. Put a checkmark in one of the boxes to the right of each question.

Appendix 111

Privacy Behavioural Items — English Version

How often do you engage in these behaviors?

=

Never Rarely RegularlyOften

I generally check and manage the general
location settings of my personal devices (e.g.
Instagram Maps, Tiktok).

| prefer to solve personal matters alone rather
than asking people for help. )
| generally ensure that | am not observed
through the camera of my laptop, for example
by covering up the camera. “
| actively select a more restricted setting when
encountering cookies pop-ups (everything

besides “Accept all cookies”).

I generally choose carefully with whom |

spend time.
I generally hold private conversations only

when no one else can listen to them.

I generally tend to store sensitive personal

documents (e.g. Important Receipts, Bank

Statements, Medical records) safely so that

others cannot access it.

51

Does
Always/Verynot
Often apply
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Does
Always/Verynot
Never Rarely RegularlyOften Often apply
8. | generally try to limit interactions with others
at social events.
9. Igenerally ensure that I am not observed while
undressing or changing, for example by
closing the curtains.
Privacy Behavioural Items — Romanian Version
Aici descriem pe scurt diferite comportamente. Va rugam sa cititi fiecare descriere si sd indicati cat de
des sau nu va implicati in aceste comportamente. Bifati un cerc din dreapta fiecdrei intrebari.
Cat de des va implicati in aceste comportamente?
Intotdeauna/
Tn mod De multe Foarte Nu se
NiciodatiaRareori regulat ori des aplica

1. 1In general, verific si gestionez setarile generale
de locatie ale dispozitivelor mele personale (de

exemplu, Harti Instagram, Tiktok).

2. In general, prefer si rezolv singur problemele
personale in loc sa cer ajutor altor persoane. "

3. In general, mi asigur cd nu sunt observat prin
camera laptopului meu, de exemplu prin
acoperirea camerei. "

4. Tn general, selectez in mod activ o setare mai

restransa atunci cand intalnesc ferestre pop-up
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Intotdeauna/

Tn mod De multe Foarte

NiciodataRareori regulat ori des

cookie (totul in afara de ,,Accept toate cookie-

urile”).

In general, aleg cu grija cu cine imi petrec

timpul.

In general, tin conversatii private numai atunci

cand nimeni altcineva nu le poate asculta.
In general, am tendinta de a stoca in sigurant
documentele personale sensibile (de exemplu,

Chitante  importante, Extrase  bancare,

Inregistrari medicale), astfel incat altii sa nu le

poata accesa.

In general, incerc sa limitez interactiunile cu

ceilalti la evenimente sociale.

In general, mad asigur cd nu sunt observat in

timp ce md dezbrac sau mi schimb hainele, de

exemplu prin Tnchiderea draperiilor.

Nu se

aplica
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Privacy Behavioural Items — German Version

Hier beschreiben wir kurz verschiedene Verhaltensweisen. Bitte lesen Sie jede Beschreibung und geben
Sie an, wie oft oder nicht oft Sie diese Verhaltensweisen zeigen. Setzen Sie ein Hakchen in eines der

Késtchen rechts neben jeder Frage.

Wie oft Uben Sie diese Verhaltensweisen aus?

Frage trifft
Immer/Sehrauf mich
Nie  Selten RegelmaRigOft oft nicht zu

1. Ich uberprufe und verwalte generell/in der
Regel die allgemeinen
Standorteinstellungen meiner
personlichen Gerdte (z.B. Instagram,
Maps, TikTok). “

2. Ich l6se personliche Angelegenheiten
lieber allein, als andere um Hilfe zu bitten.
3. Inder Regel sorge ich dafur, dass ich nicht
durch die Kamera meines Laptops
beobachtet werde, zum Beispiel durch
verdecken der Kamera. )
4. Ich wadhle aktiv eine eingeschrankte
Einstellung, wenn ich auf Cookies-Pop-
ups stofle (alles auBer "Alle Cookies
akzeptieren™). "
5. Ich wéhle im Allgemeinen sorgfaltig aus,
mit wem ich Zeit verbringe. "
6. In der Regel fiihre ich private Gesprache
nur, wenn niemand anderes sie hdren

kann.



7.

Nie
Ich neige im Allgemeinen dazu, sensible

personliche Dokumente (z. B. wichtige

Quittungen, Kontoausziige, medizinische

Unterlagen) an einem bestimmten Ort

aufzubewahren.
Im Allgemeinen versuche ich, den

Umgang mit Fremden bei

gesellschaftlichen Veranstaltungen zu

begrenzen.
In der Regel sorge ich dafiir, dass ich beim

Ausziehen oder Umziehen nicht

beobachtet werde, indem ich zum Beispiel

die Vorhénge schliel3e.

Selten RegelmaRigOft

55

Frage
Immer/Sehrauf
oft nicht zu

trifft

mich
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Appendix IV
Consent Form and Demographics — English Version

Before you begin participating in this study, you are required to read about the procedures
and other information you will encounter. At the end of this consent form, you will give your
permission for using the collected data for research purposes.

e Purpose of the research

- The aim of this research is to measure how privacy is perceived and how it is connected to
various privacy-related behaviours. This study is performed by Miruna Russa, Sophia Hochmann,
and Matthias Giesen, students of the University of Twente, under the supervision of Nicole
Huijts, who works at the same university.

e Risks of participating

- There are no risks associated with participation in this study. The research was reviewed and
approved by the BMS Ethics Committee.

e Procedures for withdrawal from the study

- Your participation in this study is voluntary. In case you feel any discomfort while
participating, you can withdraw from the study without giving any reasons and at any point
during the participation. Your data will only be registered after reaching the end.

e Duration

- Completing this survey will take approximately 15 minutes.

e Personal Information

- In this study demographic data (gender, age, nationality) and experimental data ( responses to
the survey), will be collected, analyzed, and stored. The aim is to be able to answer the research
questions and to possibly publish it in scientific literature.

e Usage of the data during and after research

- All the data will be treated with confidentiality and anonymously. The data will be locally
stored on the computer of the researchers. The data collected in this study might also be of
relevance for future research projects

- data will be stored on a private device under the regulations of the general data protection
regulation (GDPR)

- Data will be stored for 10 years.
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e Contact details of the researcher (or his/her representative)
m.russa@student.utwente.nl (for Romanian participants)
m.j.giesen@student.utwente.nl
s.hochmann@student.utwente.nl

n.m.a.huijts@utwente.nl

If you have gquestions about your rights as a research participant, or wish to obtain information,
ask questions, or discuss any concerns about this study with someone other than the researcher(s),
please contact the Secretary of the Ethics Committee/domain Humanities & Social Sciences of
the Faculty of Behavioural, Management and Social Sciences at the University of Twente by

ethicscommittee-hss@utwente.nl.

Please tick the
appropriate boxes
Yes No

| have read and understood the study information and procedures.

I consent voluntarily to be a participant in this study and understand
that | can refuse to answer questions and | can withdraw from the

study at any time, without having to give a reason.

| understand that information | provide will be used only for research

purposes, and it will be treated with confidentiality and anonymity.

| give permission for the information and answers that | provide to be

stored so it can be used for future research and learning.

What is your gender?
" Male
" Female

" Non-binary / third gender


mailto:ethicscommittee-hss@utwente.nl
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" Prefer not to say

What is your nationality?
"~ German
" Dutch

" Romanian

What is your age in years?

Consent Form and Demographics — Romanian Version

Inainte de a incepe sa participati la acest studiu, vi se cere sa cititi despre proceduri si alte
informatii pe care le veti intalni. La sférsitul acestui formular de consimtdmant, va veti acorda
permisiunea de a utiliza datele colectate in scopuri de cercetare.

e Scopul cercetarii

- Scopul acestei cercetari este de a mdsura modul in care este perceputa confidentialitatea si
felul in care este conectata la diferite comportamente legate de confidentialitate. Acest studiu este
realizat de Russa Miruna - Elena, studenta la Universitatea Twente, sub supravegherea lui Nicole
Huijts, care lucreaza la aceeasi universitate.

e Riscuri de participare

- Nu exista riscuri asociate cu participarea la acest studiu. Cercetarea a fost revizuitd si aprobata
de Comitetul de etica BMS (Facultatea de Stiinte Comportamentale, Management si Sociale) a
Universitatii Twente.

® Proceduri de retragere din studiu

- Participarea dumneavoastra la acest studiu este voluntara. In cazul in care simtiti vreun
disconfort in timpul participarii, va puteti retrage din studiu fara a oferi niciun motiv si in orice

moment in timpul participdrii. Datele dumneavoastra vor fi Inregistrate numai dupa ce ajungeti la
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final.

® Durata

- Completarea acestui sondaj va dura aproximativ 10 pana la 15 de minute.

e Informatii personale

- Tn acest studiu vor fi colectate, analizate si stocate datele demografice (sex, varsti, nationalitate)
si experimentale (raspunsuri la sondaj). Scopul este de a putea raspunde la intrebarile de cercetare
si, eventual, de a-1 publica in literatura stiintifica.

e Utilizarea datelor in timpul si dupa cercetare

- Se asigura mentinerea confidentialitatii si de-identificarea (anonimizarea) datelor, accesul
controlat la date, in special in ceea ce priveste arhivarea si reutilizarea datelor, modalitatile de
diseminare, arhivarea datelor si eventuala publicare a studiului.

- Toate datele vor fi tratate cu confidentialitate si Th mod anonim. Datele vor fi stocate local pe
computerul cercetatorilor. Datele colectate in acest studiu ar putea fi, de asemenea, relevante
pentru proiectele de cercetare viitoare.

- Datele vor fi stocate pe un dispozitiv privat in conformitate cu reglementarile din regulamentul
general de protectie a datelor (GDPR). Datele vor fi stocate timp de 10 ani.

e Date de contact ale cercetatorului/ilor (sau ale reprezentantului acestuia)

- m.russa@student.utwente.nl (pentru participantii romani)

- m.j.giesen@student.utwente.nl

- s.hochmann@student.utwente.nl

- n.m.a.huijts@utwente.nl

Daca aveti intrebari despre drepturile dumneavoastra ca participant la cercetare sau doriti sa
obtineti informatii, sa puneti intrebari sau sa discutati orice neldmurire cu privire la acest studiu
cu altcineva decéat cercetatorul(ii), va rugam sa contactati Secretarul Comitetului de
Eticd/Domeniul Stiinte Umaniste si Stiinte Sociale ale Facultatii de Comportament, Management

si Stiinte Sociale de la Universitatea din Twente la adresa de email: ethicscommittee-

hss@utwente.nl.
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Va rugam sa bifati

casutele
corespunzatoare.
Da Nu

Am citit si am inteles informatiile si procedurile de studiu.

Sunt de acord sa particip la acest studiu in mod voluntar si inteleg ca
pot refuza sa raspund la intrebari si ma pot retrage din studiu in orice

moment, fara a fi nevoie sa ofer un motiv.

Inteleg ca informatiile pe care le furnizez vor fi utilizate numai in

scopuri de cercetare si vor fi tratate In mod confidential si anonim.

Dau permisiunea ca informatiile si raspunsurile pe care le ofer sa fie

arhivate, astfel incat sa poata fi utilizate pentru cercetari viitoare.

Care este sexul dumneavoastra?
" Masculin

" Feminin

" Neutru / al treilea gen

" Prefer sa nu mentionez

Care este nationalitatea dumneavoastra?
" Romana
" Germana

" Olandeza

Ce varsta aveti?
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Consent Form and Demographics — German Version

Einverstandniserklarung:

Bevor Sie an dieser Studie teilnehmen, missen Sie sich mit den Verfahren und Zweck dieser
Studie vertraut machen. Am Ende dieser Einwilligungserklarung geben Sie lhre Zustimmung zur
Verwendung der gesammelten Daten fur Forschungszwecke ab.

Zweck der Studie:

Das Ziel dieser Studie ist es, zu messen, wie Privatsphare wahrgenommen wird und was fur
Verhaltensweisen im Zusammenhang mit Privatsphére eine wichtige Rolle spielen. Diese Studie
wird von Miruna Russa, Sophia Hochmann und Matthias Giesen, Studenten der Universitat
Twente, unter der Aufsicht von Nicole Huijts, die an derselben Universitét arbeitet, durchgefhrt.
Risiken der Teilnahme:

Mit der Teilnahme an dieser Studie sind keine Risiken verbunden. Die Forschung wurde von der
BMS-Ethikkommission gepriift und genehmigt.

Ausstieg aus der Studie:

Ihre Teilnahme an dieser Studie ist freiwillig. Sollten Sie sich wahrend der Teilnahme an der
Studie unwohl fiihlen, kdnnen Sie ohne Grund und zu jedem Zeitpunkt von der Studie
zuriicktreten. Ihre Daten werden erst nach Beendigung der Studie erfasst.

Dauer:

Das Ausflllen dieser Umfrage wird etwa 15 Minuten in Anspruch nehmen. Personliche Daten: In
dieser Studie werden demographische Daten (Geschlecht, Alter, Nationalitat) und experimentelle
Daten (Antworten auf die Umfrage) gesammelt, analysiert und gespeichert. Ziel ist es, die
Forschungsfragen beantworten zu kénnen und Ergebnisse mdglicherweise in wissenschaftlichen
Literatur zu veroffentlichen.

Verwendung der Daten:

Die Verwendung der Daten ist wéhrend und nach der Forschung vertraulich und anonymisiert.
Alle Daten werden lokal auf dem Computern der Forscher gespeichert gemaR den Bestimmungen
der Datenschutz-Grundverordnung (DSGVO). Die in dieser Studie gesammelten Daten werden
10 Jahre lang gespeichert denn sie kdnnten auch fur zukunftige Forschungsprojekte von
Bedeutung sein.

Kontaktinformationen des Forschers (oder seines Vertreters):

m.russa@student.utwente.nl



m.j.giesen@student.utwente.nl
s.hochmann@student.utwente.nl

n.m.a.huijts@utwente.nl
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Wenn Sie Fragen zu lhren Rechten als Studienteilnehmer haben, weitere Informationen suchen

oder Bedenken zu dieser Studie mit einer anderen Person als dem/den Forscher(n) besprechen

mdchten, wenden Sie sich bitte an das Sekretariat der Ethikkommission des Fachbereichs

Geistes- und Sozialwissenschaften der Fakultat fir Verhaltens-, Management- und

Sozialwissenschaften der Universitat Twente unter ethicscommittee-hss@utwente.nl

Bitte kreuzen Sie die
entsprechenden Felder

an.

Ja Nein

Ich habe die Informationen und den Ablauf der Studie gelesen und

verstanden.

Ich erklare mich freiwillig bereit, an dieser Studie teilzunehmen und
verstehe, dass ich die Beantwortung von Fragen verweigern kann und
jederzeit ohne Angabe von Griinden aus der Studie aussteigen kann.

Ich habe zur Kenntnis genommen, dass die von mir zur Verfligung
gestellten Informationen nur zu Forschungszwecken verwendet
werden und dass meine Daten vertraulich und anonym behandelt

werden.

Ich erkldre mich damit einverstanden, dass die Informationen und
Antworten die ich gebe gespeichert werden, damit sie fur kinftige

Forschungs- und Lernzwecke verwendet werden kdnnen.

Was ist dein Geschlecht?

" Mannlich

“Weiblich


mailto:ethicscommittee-hss@utwente.nl

“Non Binér / Drittes Geschlecht

" Ich bevorzuge nicht zu antworten

Was ist deine Nationalitat?
" Deutsch
" Niederlandisch

“ Rumanisch

Wie alt bist du in Jahren?
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Appendix V
R Codes

library('ggplot2")
library('dplyr")
library('broom’)
library(‘ggpubr’)
library('readr")
library('tidyverse’)
library(‘foreign’)
library(‘'readxl’)
library('topicmodels’)
library('ltm")
library('sjPlot’)
library('psych’)
library('MASS")
library('dplyr")
install.packages(‘ggdist’)
library('ggdist')
install.packages('report’)
library(‘report’)
install.packages(‘ggpubr’)

library(‘'ggpubr’)
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Privacy2 <- read_csv("Privacy2.csv")

view(Privacy?2)

# only romanian
PrivacyRO <- Privacy2[Privacy2$Q1 ==1, ]

View(PrivacyRO)

#only german
PrivacyDE <- Privacy2[Privacy2$Q1 == 2, ]

View(PrivacyDE)

#create subsets for female and male - romanian
library(dplyr)
female_ro <- filter(PrivacyRO, Q4...2 == 2)

male_ro <- filter(PrivacyRO, Q4...2 == 1)

#create subsets for female and male - german

female_de <- filter(PrivacyDE, Q30 == 2)

male_de <- filter(PrivacyDE, Q30 == 1)

#Part 1 -> Cronbach’s Alpha

#Romanian
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# A. Per gender

#female

#social privacy
install.packages('psych’)
library('psych’)
install.packages(""tmvnsim")

library(‘tmvnsim')

#social privacy
social <- female_ro[, ¢("PVQ RO F_20", "PVQ RO F_34", "PVQ RO F_50")]

cronbach.alpha(social)

#information privacy
information <- female_ro[, ¢("PVQ RO F_2", "PVQ RO F_30", "PVQ RO F_54")]

cronbach.alpha(information)

#observation privacy

observation <- female_ro[, ¢("PVQ RO F_16", "PVQ RO F_42", "PVQ RO F_71")]

cronbach.alpha(observation)

#male
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#social privacy
social <- male_ro[, ¢("PVQ RO M_20", "PVQ RO M_34", "PVQ RO M_50")]

cronbach.alpha(social)

#information privacy
information <- male_ro[, c("PVQ RO M_2", "PVQ RO M_30", "PVQ RO M_54")]

cronbach.alpha(information)

#observation privacy
observation <- male_ro[, ¢("PVQ RO M_16", "PVQ RO M_42", "PVQ RO M_71")]

cronbach.alpha(observation)

#B. both male and female

#social privacy

# Rename the columns for consistency
colnames(male_ro)[which(names(male_ro) == "PVQ RO M_20")] <- "sol20"
colnames(male_ro)[which(names(male_ro) == "PVQ RO M_34")] <- "soc34"
colnames(male_ro)[which(names(male_ro) == "PVQ RO M_50")] <- "sol50"

print(colnames(male_ro))

colnames(female_ro)[which(names(female_ro) == "PVQ RO F_20")] <- "sol20"

colnames(female_ro)[which(names(female_ro) == "PVQ RO F_34")] <- "soc34"



colnames(female_ro)[which(names(female_ro) == "PVQ RO F_50")] <- "sol50"

print(colnames(female_ro))

male_ro_soc <- male_ro[, ¢("sol20", "soc34", "sol50")]
female_ro_soc<- female_ro[, c(*'sol20", "soc34", "sol50")]
merged_social <- rbind(male_ro_soc, female_ro_soc)

cronbach.alpha(merged_social)

#information privacy

# Rename the columns for consistency
colnames(male_ro)[which(names(male_ro) == "PVQ RO M_2")] <- "inf2"
colnames(male_ro)[which(names(male_ro) == "PVQ RO M_30")] <- "inf30"
colnames(male_ro)[which(names(male_ro) == "PVQ RO M_54")] <- "inf54"

print(colnames(male_ro))

colnames(female_ro)[which(names(female_ro) == "PVQ RO F_2")] <- "inf2"
colnames(female_ro)[which(names(female_ro) == "PVQ RO F_30")] <- "inf30"
colnames(female_ro)[which(names(female_ro) == "PVQ RO F_54")] <- "inf54"

print(colnames(female_ro))

male_ro_inf<- male_ro[, c("inf2","inf30","inf54")]
female_ro_inf <- female_ro[, c("inf2","inf30","inf54")]

merged_information <- rbind(male_ro_inf, female_ro_inf)
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cronbach.alpha(merged_information)

#observation privacy

colnames(male_ro)[which(names(male_ro) == "PVQ RO M_16")] <- "obs16"
colnames(male_ro)[which(names(male_ro) == "PVQ RO M_42")] <- "obs42"
colnames(male_ro)[which(names(male_ro) == "PVQ RO M_71")] <- "obs71"

print(colnames(male_ro))

colnames(female_ro)[which(names(female_ro) == "PVQ RO F_16")] <- "obs16"
colnames(female_ro)[which(names(female_ro) == "PVQ RO F_42")] <- "obs42"
colnames(female_ro)[which(names(female_ro) == "PVQ RO F_71")] <- "obs71"

print(colnames(female_ro))

male_ro_obs <- male_ro[, c("obs16", "obs42", "obs71")]
female_ro_obs <- female_ro[, c("obs16", "obs42", "obs71")]
merged_observation <- rbind(male_ro_obs, female_ro_obs)

cronbach.alpha(merged_observation)

#German

# A. Per gender

#female

library(‘psych’)
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library('tmvnsim’)

#social privacy
social_de <- female_de[, c("Q36_20", "Q36_34", "Q36_50")]

cronbach.alpha(social_de)

#information privacy
information <- female_de[, ¢("Q36_2", "Q36_30", "Q36_54")]

cronbach.alpha(information)

#observation privacy
observation <- female_de[, c("Q36_16", "Q36_42", "Q36_71")]

cronbach.alpha(observation)

#male
#social privacy
social <- male_de[, c("Q35_20", "Q35_34", "Q35_50")]

cronbach.alpha(social)

#information privacy
information <- male_de[, ¢("Q35_2", "Q35_30", "Q35_54")]

cronbach.alpha(information)



#observation privacy
observation <- male_de[, ¢("Q35_16", "Q35_ 42", "Q35_71")]

cronbach.alpha(observation)

#B. both male and female

#social privacy

# Rename the columns for consistency
colnames(male_de)[which(names(male_de) =="Q35_20")] <- "sol20"
colnames(male_de)[which(names(male_de) == "Q35_34")] <- "soc34"
colnames(male_de)[which(names(male_de) =="Q35_50")] <- "sol50"

print(colnames(male_de))

colnames(female_de)[which(names(female_de) =="Q36_20")] <- "sol20"
colnames(female_de)[which(names(female_de) =="Q36_34")] <- "soc34"
colnames(female_de)[which(names(female_de) == "Q36_50")] <- "sol50"

print(colnames(female_de))

male_de_soc <- male_de[, c("sol20", "soc34", "sol50")]
female_de_soc<- female_de[, c("'sol20", "soc34", "sol50")]
merged_social_de <- rbind(male_de_soc, female_de_soc)

cronbach.alpha(merged_social_de)
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#information privacy

# Rename the columns for consistency
colnames(male_de)[which(names(male_de) =="Q35_2")] <- "inf2"
colnames(male_de)[which(names(male_de) == "Q35_30")] <- "inf30"
colnames(male_de)[which(names(male_de) == "Q35_54")] <- "inf54"

print(colnames(male_de))

colnames(female_de)[which(names(female_de) == "Q36_2")] <- "inf2"
colnames(female_de)[which(names(female_de) =="Q36_30")] <- "inf30"
colnames(female_de)[which(names(female_de) == "Q36_54")] <- "inf54"

print(colnames(female_de))

male_de_inf<- male_de[, c("inf2","inf30","inf54")]
female_de_inf <- female_de[, c("inf2","inf30","inf54")]
merged_information_de <- rbind(male_de_inf, female_de_inf)
cronbach.alpha(merged_information_de)

#0.783

#observation privacy

colnames(male_de)[which(names(male_de) == "Q35_16")] <- "obs16"
colnames(male_de)[which(names(male_de) =="Q35_42")] <- "obs42"
colnames(male_de)[which(names(male_de)== "Q35_71")] <- "obs71"

print(colnames(male_de))



colnames(female_de)[which(names(female_de) =="Q36_16")] <- "obs16"
colnames(female_de)[which(names(female_de) =="Q36_42")] <- "obs42"
colnames(female_de)[which(names(female_de) =="Q36_71")] <- "obs71"

print(colnames(female_de))

male_de_obs <- male_de[, c("obs16", "obs42", "obs71")]
female_de_obs <- female_de[, c("obs16", "obs42", "obs71")]

merged_observation_de <- rbind(male_de_obs, female_de_obs)

cronbach.alpha(merged_observation_de)

#Part 2 -> Exploratory Factor Analysis

informationprivacy<- rbind(merged_information, merged_information_de)
observationprivacy <-rbind(merged_observation, merged_observation_de)
socialprivacy<-rbind(merged_social, merged_social_de)

factor<- cbhind(informationprivacy, observationprivacy, socialprivacy)

# Replace all '7' responses with NA
factor[factor == 7] <- NA

summary(factor)
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#KMO

KMO(factor)

#Bartlett's test of sphericity

factor_imputed <- apply(factor, 2, function(x) ifelse(is.na(x), mean(x, na.rm = TRUE), X))
cor_matrix <- cor(factor_imputed)

bartlett_result <- cortest.bartlett(cor_matrix, n = nrow(factor_imputed))

print(bartlett_result)

#Factor Analysis
scree(factor, pc=FALSE)

parallel <- fa.parallel(factoranalysis, fm = "ml", fa = "fa")

efa_data <- factor[, sapply(factor, is.numeric)]

library(psych)

install.packages('nFactors’)

library(nFactors)

install.packages("GPArotation™)

efa_results <- fa(efa_data, nfactors = 3, rotate = "oblimin", use = "pairwise")
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print(efa_results)
fa.diagram(efa_results)
print(efa_results$loadings)

print(efa_results$values)

#compute cronbach's alpha
install.packages("'mice")

library(mice)

fl <- efa_data[ , c("inf2", "inf30", "inf54")]
f1_imputed <- mice::complete(mice(fl, method = 'mean"))
cronbach_alpha_result <- psych::alpha(f1_imputed)

print(cronbach_alpha_result)

f2 <- efa_data[ , c("obs16", "obs42", "obs71")]
f2_imputed <- mice::complete(mice(f2, method = 'mean"))
cronbach_alpha_result <- psych::alpha(f2_imputed)

print(cronbach_alpha_result)

f3 <- efa_data[ , c("sol20", "soc34", "sol50")]
f3_imputed <- mice::complete(mice(f3, method = 'mean’))
cronbach_alpha_result <- psych::alpha(f3_imputed)

print(cronbach_alpha_result)
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#texclude item sol50

efa_data_updated <- efa_data[, Inames(efa_data) %in% "sol50"]
summary(efa_data_updated)

scree(efa_data_updated, pc=FALSE)

efa_updated <- fa(efa_data_updated, nfactors = 3, rotate = "oblimin", use = "pairwise")
print(efa_updated)

fa.diagram(efa_updated)

#Factor analysis RO

factor_ro<- chind(merged_information, merged_observation, merged_social)

scree(factor_ro, pc=FALSE)

parallel <- fa.parallel(factor_ro, fm ="ml", fa = "fa")

efa_data_ro <- factor_ro[, sapply(factor, is.numeric)]

efa_results_ro <- fa(efa_data_ro, nfactors = 3, rotate = "oblimin", use = "pairwise")
print(efa_results_ro)

fa.diagram(efa_results_ro)

print(efa_results_ro$loadings)

print(efa_results_ro$values)
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#Factor analysis DE

factor_de<- chind(merged_information_de, merged_observation_de, merged_social_de)

scree(factor_de, pc=FALSE)

parallel <- fa.parallel(factor_de, fm = "ml", fa = "fa")

efa_data_de <- factor_de[, sapply(factor, is.numeric)]

efa_results_de <- fa(efa_data_de, nfactors = 3, rotate = "oblimin", use = "pairwise")
print(efa_results_de)

fa.diagram(efa_results_de)

print(efa_results_de$loadings)

print(efa_results_de$values)

#Part 3 -> Linear model

# Calculate row means for specified columns

Privacy2$behaviorl <- apply(Privacy2][, c("Beh. Scale RO F_2", "Beh. Scale RO M_2", "Q39_5",
"Q40_5")], 1, mean, na.rm = TRUE)

Privacy2$behavior2 <- apply(Privacy2[, c("Beh. Scale RO F_5","Beh. Scale RO M_5", "Q39_2",
"Q40_2")], 1, mean, na.rm = TRUE)
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Privacy2$behavior3 <- apply(Privacy2[, c("Beh. Scale RO F_8","Beh. Scale RO M_8", "Q40_8",
"Q39_8" )], 1, mean, na.rm = TRUE)

Privacy2$SocialPrivacy <- rowMeans(Privacy2[, c("PVQ RO M_34", "PVQ RO M_20", "PVQ
RO M_50", "PVQ RO F_34", "PVQ RO F_20", "PVQ RO F_50", "Q36_20", "Q36_34",
"Q36_50", "Q35_20", "Q35_34", "Q35_50")], na.rm = TRUE)

modell <- Im(behaviorl ~ SocialPrivacy, data = Privacy2)
summary(modell)

report(modell)

model2 <- Im(behavior2 ~ SocialPrivacy, data = Privacy?2)
summary(model2)

report(model2)

model3 <- Im(behavior3 ~ SocialPrivacy, data = Privacy?2)
summary(model3)

report(model3)

#Romanian population

Privacy2$behaviorlro <- apply(Privacy2][, c("Beh. Scale RO F_2", "Beh. Scale RO M_2")], 1,

mean, na.rm = TRUE)

Privacy2$behavior2ro <- apply(Privacy2][, c("Beh. Scale RO F_5","Beh. Scale RO M_5" )], 1,

mean, na.rm = TRUE)
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Privacy2$behavior3ro <- apply(Privacy2][, c("Beh. Scale RO F_8","Beh. Scale RO M_8" )], 1,
mean, na.rm = TRUE)

Privacy2$SocialPrivacyro <- rowMeans(Privacy2[, c("PVQ RO M_34", "PVQ RO M_20", "PVQ
RO M_50", "PVQ RO F_34", "PVQ RO F_20", "PVQ RO F_50")], na.rm = TRUE)

modellro <- Im(behaviorlro ~ SocialPrivacyro, data = Privacy?2)
summary(model1ro)

report(modellro)

model2ro <- Im(behavior2ro ~ SocialPrivacyro, data = Privacy?2)
summary(model2ro)

report(model2ro)

model3ro <- Im(behavior3ro ~ SocialPrivacyro, data = Privacy?2)
summary(model3ro)

report(model3ro)

#German population

Privacy2$behaviorlde <- apply(Privacy2[, c( "Q39_5", "Q40_5")], 1, mean, na.rm = TRUE)

Privacy2$behavior2de <- apply(Privacy2[, c("Q39_2", "Q40_2")], 1, mean, na.rm = TRUE)

Privacy2$behavior3de <- apply(Privacy?2[, c("Q40_8", "Q39_8" )], 1, mean, na.rm = TRUE)



Privacy2$SocialPrivacyde <- rowMeans(Privacy2[, c( "Q36_20", "Q36_34",
"Q35_20", "Q35_34","Q35_50")], na.rm = TRUE)

modellde <- Im(behaviorlde ~ SocialPrivacyde, data = Privacy?2)
summary(modellde)

report(modellde)

model2de <- Im(behavior2de ~ SocialPrivacyde, data = Privacy?2)
summary(model2de)

report(model2de)

model3de <- Im(behavior3de ~ SocialPrivacyde, data = Privacy2)
summary(model3de)

report(model3de)
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Appendix VI

Factor Loadings when Item 50 Dropped

Table

Factor Loadings after Deleting Item 50
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Values for Each Factor Factor 1 Factor 2 Factor 3
Factor 1: Information Privacy
inf2: It is important to him/her to be aware of which data are

.79 -.06 0
collected about him/her while using the internet.
inf30: It is important to him/her to control which personal
: . . .76 .02 .04
information is collected about him/her.
inf54: It is important to him/her to actively protect his/her online

.79 .05 -.04
data.
Factor 2: Observation Privacy
obs16: It is important to him/her that others do not hear what

-.04 .65 -.08
he/she discusses with his/her best friend.
obs42: It is important to him/her to communicate with others

_ i .02 .59 .05

without being overheard.
obs71: It is important to him/her to control who is able to see

12 48 .18

and hear when he/she interacts with close others.
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Factor 3: Social Privacy

sol20: It is important to him/her to be able to control when
. . . -.02
he/she has interactions with close others.

soc34: It is important to him/her to control how he/she interacts
: . .01
with others to meet his/her own needs.

19

-.08

.52

.65




Appendix V11

Factor Loadings for the Romanian Population

Table

Factor Loadings for the Romanian Population
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Values for Each Factor Factor 1 Factor 2 Factor 3
Factor 1
obs16: It is important to him/her that others do not hear what
.68 -.04 -13
he/she discusses with his/her best friend.
obs71: It is important to him/her to control who is able to see
.66 -.01 .09
and hear when he/she interacts with close others.
sol50: It is important to him/her to have a space that is
. . 52 .16 .06
exclusively his/hers.
obs42: It is important to him/her to communicate with others
. . 44 -.06 .10
without being overheard.
sol20: It is important to him/her to be able to control when
. . . .39 A1 31
he/she has interactions with close others.
Factor 2
inf54: It is important to him/her to actively protect his/her online
15 73 -.10
data.
inf2: It is important to him/her to be aware of which data are
-.14 .70 .03

collected about him/her while using the internet.



inf30: It is important to him/her to control which personal
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-.03 .67 .09
information is collected about him/her.
Factor 3
soc34: It is important to him/her to control how he/she interacts

0 0 1

with others to meet his/her own needs.




Factor Loadings for the German Population

Table

Factor Loadings for the German Population
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Values for Each Factor Factor 1 Factor 2 Factor 3
Factor 1
inf2: It is important to him/her to be aware of which data are

.64 -.05 .04
collected about him/her while using the internet.
inf30: It is important to him/her to control which personal

.76 .04 -.01
information is collected about him/her.
inf54: It is important to him/her to actively protect his/her online

.83 -.06 -.03
data.
Factor 2
obs16: It is important to him/her that others do not hear what

-.03 1 -.01
he/she discusses with his/her best friend.
obs42: It is important to him/her to communicate with others

: ) .32 .33 27

without being overheard.
Factor 3
sol20: It is important to him/her to be able to control when

-.06 -.06 .67

he/she has interactions with close others.



soc34: It is important to him/her to control how he/she interacts

-.10 -.03
with others to meet his/her own needs.
obs71: It is important to him/her to control who is able to see

21 17
and hear when he/she interacts with close others.
sol50: It is important to him/her to have a space that is

A1 19

exclusively his/hers.

37

42

.20
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