
Mellékletek 

1. Melléklet. Az életkor átlaga és szórása. 

Leíró 
Statisztika 

Kor 

Valid 472 

Hiányzó 0 

Átlag 22.617 

Szórás 3.995 

Minimum 18.000 

Maximum 35.000 

 

2. Melléklet. A nemek eloszlása és átlagéletkoruk, szórásuk. 

Leíró 
Statisztika 

    

  kor   

  Férfi Nő 

Valid 175 297 

Hiányzó 0 0 

Átlag 22.697 22.569 

Szórás 3.747 4.140 

Minimum 18.000 18.000 

Maximum 35.000 35.000 

 



3. Melléklet 

 

 

3. Melléklet  

Control: Seven-point scales anchored with “strongly disagree” and “strongly agree” (newly 

developed). 

(1) Consumer online privacy is really a matter of consumers’ right to exercise control 

and autonomy over decisions about how their information is collected, used, and shared. 

(2) Consumer control of personal information lies at the heart of consumer privacy. 

(3) I believe that online privacy is invaded when control is lost or unwillingly reduced 

as a result of a marketing transaction. 

Awareness (of Privacy Practices): Seven-point scales anchored with “strongly disagree” and 

“strongly agree” (newly developed). 

(1) Companies seeking information online should disclose the way the data are 

collected, processed, and used. 

(2) A good consumer online privacy policy should have a clear and conspicuous 

disclosure. 



(3) It is very important to me that I am aware and knowledgeable about how my personal 

information will be used. 

Collection: Seven-point scales anchored with “strongly disagree” and “strongly agree” (Smith 

et al. 1996). Adapted to an Internet environment (e.g., companies⇒online companies). 

(1) It usually bothers me when online companies ask me for personal information. 

(2) When online companies ask me for personal information, I sometimes think twice 

before providing it. 

(3) It bothers me to give personal information to so many online companies. 

(4) I’m concerned that online companies are collecting too much personal information 

about me. 

Errors: Seven-point scales anchored with “strongly disagree” and “strongly agree” (Smith et 

al. 1996). Adapted to an Internet environment (e.g., companies⇒online companies). 

(1) All the personal information in computer databases should be double-checked for 

accuracy—no matter how much this costs. 

(2) Online companies should take more steps to make sure that the personal information 

in their files is accurate. 

(3) Online companies should have better procedures to correct errors in personal 

information. 

(4) Online companies should devote more time and effort to verifying the accuracy of 

the personal information in their databases. 

Unauthorized Secondary Use: Seven-point scales anchored with “strongly disagree” and 

“strongly agree” (Smith et al. 1996). Adapted to an Internet environment (e.g., companies 

⇒online companies). 

(1) Online companies should not use personal information for any purpose unless it has 

been authorized by the individuals who provided information. 

(2) When people give personal information to an online company for some reason, the 

online company should never use the information for any other reason. 

(3) Online companies should never sell the personal information in their computer 

databases to other companies. 

(4) Online companies should never share personal information with other companies 

unless it has been authorized by the individuals who provided the information. 

Improper Access: Seven-point scales anchored with “strongly disagree” and “strongly agree” 

(Smith et al. 1996). Adapted to an Internet environment (e.g., companies ⇒ online companies). 



(1) Online companies should devote more time and effort to preventing unauthorized 

access to personal information. 

(2) Computer databases that contain personal information should be protected from 

unauthorized access—no matter how much it costs. 

(3) Online companies should take more steps to make sure that unauthorized people 

cannot access personal information in their computers. 

Global Information Privacy Concern: Seven-point scales anchored with “strongly disagree” 

and “strongly agree” (Smith et al. 1996, some items newly developed). 

(1) All things considered, the Internet would cause serious privacy problems.∗ 

(2) Compared to others, I am more sensitive about the way online companies handle my 

personal information. 

(3) To me, it is the most important thing to keep my privacy intact from online 

companies. 

(4) I believe other people are too much concerned with online privacy issues.∗ 

(5) Compared with other subjects on my mind, personal privacy is very important.∗ 

(6) I am concerned about threats to my personal privacy today. 

Scenario Type A (Less Sensitive Information) 

You are visiting a website of a discount club. The club offers discounts on consumer 

products (e.g., electronics, CDs, books) to its members. Generally, an annual 

membership fee is $50. To obtain free membership, you are required to fill out your 

personal purchase preference information (e.g., favorite product category, brand, 

design). 

Scenario Type B (More Sensitive Information) 

You are visiting a website of a discount club. The club offers discounts on consumer 

products (e.g., electronics, CDs, books) to its members. Generally, an annual 

membership fee is $50. To obtain free membership, you are required to fill out your 

personal financial information (e.g., annual income, current debt, annual mortgage 

payment, checking and saving balances, any other investments). 

Trusting Beliefs: Seven-point scales anchored with “strongly disagree” and “strongly agree” 

(Jarvenpaa and Tractinsky 1999, some items newly developed). 

(1) Online companies would be trustworthy in handling (the information).∗ 

(2) Online companies would tell the truth and fulfill promises related to (the 

information) provided by me.∗ 



(3) I trust that online companies would keep my best interests in mind when dealing 

with (the information). 

(4) Online companies are in general predictable and consistent regarding the usage of 

(the information). 

(5) Online companies are always honest with customers when it comes to using (the 

information) that I would provide. 

Risk Beliefs: Seven-point scales anchored with “strongly disagree” and “strongly agree” 

(Jarvenpaa and Tractinsky 1999, some items newly developed). 

(1) In general, it would be risky to give (the information) to online companies. 

(2) There would be high potential for loss associated with giving (the information) to 

online firms. 

(3) There would be too much uncertainty associated with giving (the information) to 

online firms. 

(4) Providing online firms with (the information) would involve many unexpected 

problems. 

(5) I would feel safe giving (the information) to online companies. _r_∗ 

Intention to Give Information: Seven-point semantic scales (MacKenzie and Spreng 1992). 

Given this hypothetical scenario, specify the extent to which you would reveal (the 

information) through the Internet. 

(1) Unlikely/likely 

(2) Not probable/probable 

(3) Possible/impossible _r_∗ 

(4) Willing/unwilling _r_ 

Covariates: Smith et al. (1996) and some items newly developed. 

(1) Sex: (1=male; 2=female). 

(2) Age: (1 = 25–34; 2 = 35–44; 3 = 45–54; 4 = 55–64; 5 = over 65 years). 

(3) Education: (1 = some school, no degree; 2 = high school graduate; 3=some college, 

no degree; 4=bachelor’s degree; 5 = master’s degree; 6 = professional degree; 7 = 

doctorate degree). 

(4) Internet experience: (1 = less than a year; 2 = 1–less than 2 years; 3=2–less than 3 

years; 4=3–less than 4 years; 5 = 4–less than 5 years; 6 = 5–less than 6 years; 7 = 6–less 

than 7 years; 8=more than 7 years). 

(5) Misrepresentation of identification: Some websites ask for you to register with the 

site by providing personal information. When asked for such information, what percent 



of the time do you falsify the information? (1 = I have never falsified information; 2 = 

under 25% of the time; 3 = 26%–50% of the time; 4 = 51%–75% of the time; 5 = over 

75% of the time) 

(6) Privacy victim: How frequently have you personally been the victim of what you 

felt was an improper invasion of privacy? (1=very infrequently; 7=very frequently) 

(7) Media exposure: How much have you heard or read during the last year about the 

use and potential misuse of the information collected from the Internet? (1 = not at all; 

7=very much) 

5. Melléklet 

 

 

6. Melléklet 





 

 

7. Melléklet 



 

 

 



8. Melléklet

 











 

9. Melléklet. RSE és Észlelt kontroll átlagok. 

Leíró Statisztika     

  RSE eszleltkatlag 

Valid 472 472 

Hiányzó 0 0 

Átlag 35.646 4.715 

Szórás 7.705 1.422 

Csúcsosság -0.525 -0.332 

Csúcsosság standard hibája 0.112 0.112 

Meredekség -0.193 -0.421 

Meredekség standard 
hibája 

0.224 0.224 

Shapiro-Wilk 0.972 0.971 



p érték of Shapiro-Wilk < .001 < .001 

Minimum 11.000 1.000 

Maximum 50.000 7.000 

25% 30.000 3.667 

50% 37.000 4.667 

75% 41.250 6.000 

 

10. Melléklet. Az önértékelés és az észlelt kontroll közötti korreláció. 

Pearson-féle 
korreláció 

      

Változó   RSE eszleltkatlag 

1. RSE n —   

  Pearson's r —   

  p érték —   

  
Felső (95%) 
hatásnagyság 

—   

  
Alsó (95%) 
hatásnagyság 

—   

2. 
eszleltkatlag 

n 472 — 

  Pearson's r 0.119 — 

  p érték 0.010 — 

  
Felső (95%) 
hatásnagyság 

0.207 — 

  
Alsó (95%) 
hatásnagyság 

0.029 — 

  

* p < .05, ** p < .01, *** p < .001 

 



11. Melléklet. Alacsony önértékelésű emberek és az észlelt kontroll közötti korreláció. 

Pearson-féle 
korreláció 

      

Változó   RSE eszleltkatlag 

1. RSE n —   

  Pearson's r —   

  p érték —   

  
Felső (95%) 
hatásnagyság 

—   

  
Alsó (95%) 
hatásnagyság 

—   

2. 
eszleltkatlag 

n 472 — 

  Pearson's r 0.119 — 

  p érték 0.010 — 

  
Felső (95%) 
hatásnagyság 

0.207 — 

  
Alsó (95%) 
hatásnagyság 

0.029 — 

  

* p < .05, ** p < .01, *** p < .001 

12. Melléklet. A magas önértékelésű emberek és az észlelt kontroll közötti korreláció. 

Pearson-féle 
korreláció 

      

Változó   RSE eszleltkatlag 

1. RSE Pearson's r —   

  p érték —   



  
Felső (95%) 
hatásnagyság 

—   

  
Alsó (95%) 
hatásnagyság 

—   

2. 
eszleltkatlag 

Pearson's r 0.110 — 

  p érték 0.066 — 

  
Felső (95%) 
hatásnagyság 

0.224 — 

  
Alsó (95%) 
hatásnagyság 

-0.007 — 

 

13. Melléklet. A megosztási gyakoriság és az önértékelés skálán elért pontszámok átlaga. 

Leíró 
Statisztika 

    

  RSE megosztasigyak_osszeadva 

Valid 472 472 

Hiányzó 0 0 

Átlag 35.646 20.799 

Szórás 7.705 9.047 

Minimum 11.000 10.000 

Maximum 50.000 58.000 

 

14. Melléklet. A megosztási gyakoriság és az önértékelés korrelációja az egész mintát nézve. 

Pearson-féle korreláció       

Változó   megosztasigyak_osszeadva RSE 



1. 
megosztasigyak_osszeadva 

n —   

  Pearson's r —   

  p érték —   

  
Felső (95%) 
hatásnagyság 

—   

  
Alsó (95%) 
hatásnagyság 

—   

2. RSE n 472 — 

  Pearson's r -0.006 — 

  p érték 0.891 — 

  
Felső (95%) 
hatásnagyság 

0.084 — 

  
Alsó (95%) 
hatásnagyság 

-0.097 — 

 

15. Melléklet. Az alacsony önértékelésűek és a megosztási gyakoriság közötti korreláció. 

Pearson-féle korreláció       

Változó   RSE megosztasigyak_osszeadva 

1. RSE Pearson's r —   

  p érték —   

  
Felső (95%) 
hatásnagyság 

—   

  
Alsó (95%) 
hatásnagyság 

—   

2. 
megosztasigyak_osszeadva 

Pearson's r -0.057 — 



  p érték 0.435 — 

  
Felső (95%) 
hatásnagyság 

0.086 — 

  
Alsó (95%) 
hatásnagyság 

-0.197 — 

 

16. Melléklet. Az magas önértékelésűek és a megosztási gyakoriság közötti korreláció. 

Pearson-féle korreláció       

Változó   RSE megosztasigyak_osszeadva 

1. RSE Pearson's r —   

  p érték —   

  
Felső (95%) 
hatásnagyság 

—   

  
Alsó (95%) 
hatásnagyság 

—   

2. 
megosztasigyak_osszeadva 

Pearson's r 0.045 — 

  p érték 0.457 — 

  
Felső (95%) 
hatásnagyság 

0.161 — 

  
Alsó (95%) 
hatásnagyság 

-0.073 — 

 

 


