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Abstract

The purpose of the research is to
explore the balancing point between the
strategic application of interactive marketing
and the maintenance of personal privacy in
the Internet-based electronic commerce
environment, and further to identify
privacy-friendly  interactive  marketing
strategies on the Internet. Given privacy is a
socio-relational concept  subject to
negotiation among involving parties, whether
interactive marketing on the Internet is
invasive to consumer privacy depends upon
mutual negotiation of boundary conditions
between consumers and electronic commerce
web site operators. The proposed project will
conduct a case study on a company operating
a consumer market-oriented electronic
commerce web site in Taiwan. Research
results indicate that privacy-friendly
interactive marketing strategies may largely
depend on the attitude and the
knowledgability of individual consumers
about privacy. It is suggested that online
e-commerce operators should engage in
customized interactive marketing and adopt
the less invasive opt-in approach in collecting
customer information.

Keywor ds:. Internet, el ectronic commerce,
interactive marketing, privacy,
consumer surveillance
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