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Abstract

This article explores the privacy calculus in the era of zero-party data, focusing on how value exchange framing
influences consumers’ willingness to disclose personal information. As digital marketing shifts away from third-
party tracking toward consent-based data practices, understanding the factors that drive voluntary data sharing has
become increasingly important. Drawing on a narrative literature review, this study integrates insights from
marketing, consumer behavior, and privacy research to examine how individuals evaluate the trade-off between
perceived benefits and perceived risks. The findings highlight that value exchange framing—whether functional,
emotional, or monetary—plays a critical role in shaping perceptions of value and influencing disclosure decisions.
Functional and emotional framing tend to enhance perceived relevance and trust, while monetary incentives may
produce mixed effects by raising concerns about data exploitation. The study also identifies key moderating factors,
including privacy concerns, trust in brands, and data literacy, which influence how consumers interpret value
propositions. A conceptual framework is proposed to illustrate the relationships between value framing, mediating
perceptions, and disclosure outcomes. The article contributes to theory by extending privacy calculus in the context
of zero-party data and offers practical insights for designing transparent and effective data-sharing strategies.
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INTRODUCTION

The growing importance of data in digital marketing has fundamentally transformed how organizations
understand and engage with consumers. Data-driven strategies enable firms to deliver personalized experiences,
optimize targeting, and improve decision-making across marketing activities. As competition intensifies in digital
environments, access to high-quality consumer data has become a critical source of competitive advantage
(Giuffredi-Kahr et al., 2022). Marketers increasingly rely on data to anticipate customer needs, tailor
communications, and enhance overall customer experience. This shift reflects a broader transition toward precision
marketing, where relevance and timing are key determinants of effectiveness. Consequently, data has become one
of the most valuable assets in contemporary marketing (Pergelova & Hachey, 2023).

In recent years, there has been a significant shift from third-party data toward first-party and zero-party data,
driven by technological and regulatory changes. Third-party cookies and tracking mechanisms, once widely used for
targeting, are being phased out due to privacy concerns and policy restrictions (Boerman & Muller, 2021). In
contrast, first-party data is collected directly from consumers through interactions, while zero-party data is
intentionally and proactively shared by consumers. Zero-party data is particularly valuable because it reflects explicit
preferences, intentions, and consent. This transition represents a move toward more transparent and consumer-centric
data practices (Giambastiani et al., 2025). It also requires organizations to rethink how they collect and utilize data
in ethical and effective ways. As a result, zero-party data is emerging as a key focus in modern marketing strategies
(Breves et al., 2024). At the same time, increasing consumer privacy awareness and the introduction of regulations
such as the General Data Protection Regulation (GDPR) and the California Consumer Privacy Act (CCPA) have
reshaped the data landscape. Consumers are becoming more conscious of how their data is collected, used, and
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shared, leading to greater scrutiny of digital practices. Regulatory frameworks have reinforced consumer rights,
emphasizing consent, transparency, and data protection (Lou, 2021). These developments have heightened concerns
about privacy risks, data misuse, and loss of control. As a result, consumers are more cautious and selective when
deciding whether to share personal information. This growing awareness has created new challenges for marketers
seeking to collect data while maintaining trust and compliance (Lou et al., 2020). Despite the clear benefits of
personalization, many consumers remain reluctant to disclose personal data, creating a paradox at the heart of modern
marketing. While individuals value tailored experiences and relevant recommendations, they often hesitate to share
the information required to enable such personalization (Garg & Khasa, 2025). This reluctance is influenced by
perceived risks, lack of trust, and uncertainty about how data will be used. In response to this challenge, this article
aims to examine how value exchange framing influences consumers’ willingness to disclose zero-party data (Joshi
et al., 2023). By exploring how different types of value propositions shape perceptions of benefits and risks, the
study seeks to provide insights into effective data-sharing strategies. It integrates perspectives from privacy calculus
theory and marketing communication to develop a comprehensive understanding of disclosure behavior. Ultimately,
the article aims to offer both theoretical and practical contributions to the evolving field of data-driven marketing.

LITERATURE REVIEW
Evolution of Data in Marketing

The evolution of data in marketing reflects a significant shift from reliance on third-party tracking toward
more transparent and consumer-centric data practices. Traditionally, marketers depended heavily on third-party
cookies and external data brokers to gather information about consumer behavior across websites and platforms
(Giuffredi-Kahr et al., 2022). This approach enabled large-scale targeting and personalization but often lacked
transparency and consumer consent. Over time, growing concerns about privacy, data misuse, and lack of control
led to increased scrutiny of these practices. Technological changes, including browser restrictions on cookies, further
accelerated this transition. As a result, organizations have begun to move toward first-party and zero-party data
strategies (Pergelova & Hachey, 2023). This shift represents a fundamental reorientation toward more ethical and
sustainable data collection methods.

The role of consent-based and user-provided data has become increasingly important in this new landscape.
First-party data is collected directly from consumer interactions, while zero-party data is voluntarily shared by users
with clear intent (Boerman & Muller, 2021). This type of data is considered more reliable and accurate because it
reflects explicit consumer preferences rather than inferred behavior. Consent-based data collection enhances
transparency and builds trust, as consumers are more aware of how their information is used. It also aligns with
regulatory requirements that emphasize user control and data protection (Giambastiani et al., 2025). Organizations
must now design mechanisms that encourage consumers to willingly share their data. This transformation highlights
the importance of value exchange and trust in modern data strategies.

Privacy Calculus Theory

Privacy calculus theory provides a useful framework for understanding how consumers make decisions
about disclosing personal information. According to this theory, individuals engage in a cost—benefit analysis when
deciding whether to share their data. They weigh the perceived benefits, such as personalization, convenience, or
rewards, against the perceived risks, including privacy invasion, data misuse, or loss of control (Breves et al., 2024).
This trade-off is not always rational or objective, as perceptions of risk and benefit can vary widely among
individuals. The outcome of this evaluation determines whether consumers are willing to disclose their information.
In digital environments, where data collection is often invisible, this calculus becomes even more complex (Lou,
2021). Understanding this balance is essential for designing effective data-sharing strategies.

In addition to rational evaluation, privacy calculus also involves emotional and psychological factors that
influence decision-making. Consumers may experience feelings of trust, fear, or uncertainty when considering data
disclosure (Lou et al., 2020). Emotional responses can amplify or diminish perceived risks and benefits, shaping
overall behavior. For example, trust in a brand can reduce perceived risk and increase willingness to share data.
Conversely, negative experiences or concerns about data breaches can heighten perceived risk and discourage
disclosure. This interplay between cognitive and emotional processes highlights the complexity of privacy-related
decisions (Garg & Khasa, 2025). It also suggests that effective communication strategies must address both rational
and emotional aspects. By considering these dimensions, marketers can better understand and influence consumer
behavior.
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Zero-Party Data Concept

Zero-party data refers to information that consumers intentionally and proactively share with organizations,
such as preferences, interests, and personal intentions. Unlike first-party data, which is derived from observed
behavior, zero-party data is explicitly provided by users through surveys, preference centers, or interactive tools
(Joshi etal., 2023). This type of data is characterized by its voluntary nature, transparency, and high level of accuracy.
Because it is directly communicated by consumers, it reflects their true intentions rather than inferred assumptions.
Zero-party data also emphasizes user control, as individuals decide what information to share and how it is used
(Libai et al., 2025). This makes it particularly valuable in an era of increasing privacy awareness. As a result, zero-
party data is gaining prominence as a key resource for personalized marketing.

The advantages of zero-party data over traditional data collection methods are substantial. It enhances trust
and transparency by ensuring that consumers are fully aware of and involved in the data-sharing process (Zhou,
2023). This reduces the risk of privacy concerns and regulatory issues, as data is collected with explicit consent.
Additionally, zero-party data enables more precise and meaningful personalization, as it is based on stated
preferences rather than behavioral inference. This can lead to improved customer experiences and stronger
relationships (Mishra & Ashfaq, 2023). From a strategic perspective, it allows organizations to build long-term, trust-
based data ecosystems. However, obtaining zero-party data requires offering clear value in exchange for information.
This highlights the importance of designing effective value propositions to encourage consumer participation.

METHODOLOGY

This study adopts a narrative literature review as its primary research design to examine how value exchange
framing influences consumers’ willingness to disclose zero-party data within the privacy calculus framework. A
narrative approach is appropriate given the interdisciplinary nature of the topic, which spans marketing, consumer
behavior, information systems, and privacy research. Rather than conducting a single empirical experiment, the study
synthesizes existing findings from prior research that have employed multi-method and experimental designs,
including surveys and scenario-based experiments. These studies typically investigate how different value
propositions—such as monetary incentives, personalization benefits, or social rewards—affect disclosure behavior.
By integrating insights from these diverse methodologies, the review provides a comprehensive understanding of
how value framing operates in data-sharing contexts. This approach allows for flexibility in interpreting findings
across different settings and theoretical perspectives. As a result, the study builds a conceptual foundation grounded
in existing empirical evidence.

The literature included in this review is drawn from academic journal articles, conference papers, and
relevant industry reports that focus on consumer data disclosure, privacy calculus, and value exchange strategies.
These studies commonly rely on data collected through consumer surveys and experimental manipulations of value
framing scenarios. Samples typically consist of digital consumers across various platforms, reflecting diverse
demographic and behavioral characteristics. Key constructs examined in the literature include willingness to disclose
personal data, perceived value, perceived risk, and trust. Analytical techniques reported in the reviewed studies
include regression analysis, mediation and moderation testing, and structural equation modeling (SEM), which are
used to examine relationships between variables. However, the narrative review is subject to certain limitations,
including its non-systematic scope and reliance on context-specific findings. Additionally, many studies use self-
reported data, which may introduce bias or limit generalizability. Despite these limitations, the narrative approach
provides valuable insights into the mechanisms underlying data disclosure decisions in the era of zero-party data.

RESULTS AND DISCUSSION
Privacy Calculus Mechanism

The privacy calculus mechanism explains how consumers evaluate the trade-off between perceived benefits
and perceived risks when deciding whether to disclose personal data. On one hand, perceived benefits may include
personalized experiences, convenience, financial incentives, or enhanced service quality. On the other hand,
perceived risks involve concerns about privacy invasion, data misuse, security breaches, and loss of control over
personal information (Samanta, 2025). Consumers weigh these factors—often implicitly—Dbefore making a
disclosure decision. The relative importance of benefits versus risks varies across individuals and contexts. When
perceived benefits outweigh risks, consumers are more likely to share their data. This trade-off lies at the core of
privacy-related decision-making in digital environments (VISWANADH, 2024).

Beyond this rational evaluation, the privacy calculus also involves emotional and psychological processes.
Consumers do not always make purely logical decisions; emotions such as trust, fear, or uncertainty significantly
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influence their judgments. For instance, trust in a brand can reduce perceived risk and create a sense of safety,
encouraging disclosure (Gopal, 2023). Conversely, anxiety or prior negative experiences can amplify perceived risks,
even when objective benefits are high. Emotional responses can therefore override rational cost—benefit assessments.
This dual process—combining cognitive and emotional evaluation—adds complexity to the privacy calculus (Gupta,
2024). Understanding both dimensions is essential for designing effective data-sharing strategies.

Privacy Calculus Mechanism: Benefits, Risks, and Emotional Factors

Relative Influence Level

Perceived BenefitsPerceived Risk€motional Influence Trust Effect

Figure 1. Bar Chart of Privacy Calculus Components: Benefits, Risks, and Emotional Influences
on Data Disclosure

The bar chart illustrates the key components of the privacy calculus mechanism, highlighting the relative
influence of perceived benefits, perceived risks, emotional factors, and trust in shaping data disclosure decisions.
While perceived benefits and risks form the core rational trade-off, the chart shows that emotional influence has the
highest impact, indicating that feelings such as trust, fear, and uncertainty play a critical role in decision-making
(Okonkwo & Namkoisse, 2023). Trust also emerges as a strong factor, reinforcing its ability to reduce perceived risk
and encourage willingness to share personal data. The slightly lower influence of perceived risks suggests that
negative concerns alone do not fully determine behavior, especially when balanced by positive value and emotional
reassurance. This pattern demonstrates that consumers do not rely solely on logical evaluations but are significantly
guided by psychological and affective responses. Overall, the chart emphasizes that effective data-sharing strategies
must address both rational value propositions and emotional trust-building to influence consumer disclosure behavior
(Aw & Agnihotri, 2023).

Impact of Value Exchange Framing

Value exchange framing plays a crucial role in shaping how consumers perceive the benefits of sharing their
data. Different types of framing—functional, emotional, and monetary—highlight distinct aspects of value.
Functional framing emphasizes practical benefits such as improved recommendations, efficiency, or convenience
(Bilgihan et al., 2024). Emotional framing focuses on feelings, such as enjoyment, personalization, or a sense of
belonging. Monetary framing, on the other hand, offers tangible rewards like discounts, points, or financial
incentives. Each type of framing influences how consumers interpret the value proposition. The effectiveness of
these frames depends on individual preferences and situational context. As a result, framing becomes a strategic tool
for influencing disclosure behavior (Gursoy et al., 2023). The effects of value exchange framing on willingness to
disclose are significant and multifaceted. Functional and emotional framing often lead to more sustainable and
positive disclosure intentions, as they align with intrinsic motivations and enhance perceived relevance. In contrast,
monetary incentives may increase short-term disclosure but can also raise concerns about data exploitation or reduce
perceived authenticity (Dwivedi & Hughes, 2023). Emotional framing, in particular, can create stronger engagement
by appealing to identity and personal relevance. However, the effectiveness of each framing strategy depends on

how it interacts with perceived risk and trust. Poorly designed framing may backfire, increasing skepticism rather
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than encouraging disclosure. Therefore, understanding how different value frames influence consumer perception is
critical for effective data strategies (Buhalis et al., 2022).

Table 1. Impact of Value Exchange Framing on Willingness to Disclose Zero-Party Data

Framing Type  Value Proposition Effect on Willingness to Disclose

Functional Practical benefits (efficiency, Increases disclosure through perceived
convenience, personalization) usefulness and relevance

Emotional Feelings (enjoyment, belonging, Strongly increases disclosure through
identity, personalization) engagement and intrinsic motivation

Monetary Financial rewards (discounts, Increases short-term disclosure but may
incentives, points) reduce trust or authenticity

The table as shown in Table 1 highlights how different types of value exchange framing influence
consumers’ willingness to disclose personal data by emphasizing distinct forms of perceived benefits. Functional
framing increases disclosure by appealing to practicality and usefulness, making consumers more willing to share
data when they see clear improvements in efficiency or personalization (Giuffredi-Kéhr et al., 2022). Emotional
framing emerges as particularly powerful, as it connects with consumers’ identity, enjoyment, and sense of
belonging, leading to stronger engagement and more sustained disclosure intentions. In contrast, monetary framing
can effectively motivate short-term data sharing through tangible rewards, but it may also raise concerns about data
exploitation or reduce perceived authenticity. This distinction underscores that not all value propositions are equally
effective in fostering long-term trust and willingness to disclose (Pergelova & Hachey, 2023). The table also suggests
that intrinsic motivations (functional and emotional) tend to produce more positive and sustainable outcomes than
extrinsic incentives. Overall, it emphasizes the importance of carefully designing value exchange strategies that
balance perceived benefits with trust and authenticity to encourage responsible data sharing (Boerman & Muller,
2021).

Moderating Factors

Several moderating factors influence how consumers respond to value exchange framing and how they
balance perceived benefits and risks. Privacy concerns and risk sensitivity are among the most important factors, as
they determine how strongly individuals react to potential threats (Giambastiani et al., 2025). Consumers with high
privacy concerns are more likely to focus on risks and may resist data sharing even when benefits are clearly
communicated. In contrast, individuals with lower risk sensitivity may prioritize convenience or rewards. These
differences highlight the importance of segmenting audiences based on privacy attitudes (Breves et al., 2024).
Understanding these variations allows organizations to tailor their strategies accordingly. It also underscores the
complexity of consumer decision-making in data disclosure contexts.

Trust in the brand or platform is another critical moderating factor that shapes disclosure behavior. When
consumers trust an organization, they are more likely to believe that their data will be handled responsibly, reducing
perceived risk. Consumer characteristics, such as data literacy and age, further influence how individuals interpret
value propositions (Lou, 2021). For example, more digitally literate consumers may better understand data practices
and make more informed decisions. Younger consumers may be more open to sharing data, while older individuals
may exhibit greater caution. Cultural and contextual factors may also play a role in shaping these responses (Lou et
al., 2020). Together, these moderating variables demonstrate that willingness to disclose data is not uniform but
varies across individuals and contexts.
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Moderating Factors Influencing Data Disclosure Decisions

Trust in Platforn

a

Data Lite t@ry Concern

Age Difference ontext/Culture

Figure 2. Radar Chart of Moderating Factors Influencing Willingness to Disclose Zero-Party Data

Conceptual Framework (Proposed Model)

The proposed conceptual framework begins with value exchange framing as the primary input, representing
how benefits of data disclosure are communicated to consumers. This input can take different forms, including
functional, emotional, or monetary framing, each influencing perception in distinct ways. These framing strategies
shape how consumers evaluate the potential benefits of sharing their data. The framework emphasizes that the
effectiveness of value exchange depends not only on the type of benefit offered but also on how it is presented (Garg
& Khasa, 2025). This initial stage sets the foundation for subsequent cognitive and emotional processing. It
highlights the importance of strategic communication in influencing consumer decisions. By structuring the input
stage, the model provides clarity on how value propositions are introduced (Joshi et al., 2023).

The framework further incorporates mediating factors such as perceived value and perceived risk, which
explain how framing influences disclosure behavior. Moderating variables—including trust, privacy concerns, and
data literacy—affect the strength and direction of these relationships (Libai et al., 2025). These factors determine
whether consumers interpret the value proposition positively or negatively. The ultimate outcome of the model is the
willingness to disclose zero-party data, reflecting the final decision-making stage. This outcome is influenced by the
interaction between inputs, mediators, and moderators (Zhou, 2023). The framework offers a comprehensive view
of how different factors interact to shape disclosure behavior. It also provides a foundation for empirical testing and
practical application in data-driven marketing strategies.

CONCLUSION

This article has examined the dynamics of privacy calculus in the context of zero-party data, highlighting
how value exchange framing influences consumers’ willingness to disclose personal information. The findings
emphasize that data disclosure decisions are shaped by a complex interplay between perceived benefits and perceived
risks, as well as cognitive and emotional evaluations. Different framing strategies—functional, emotional, and
monetary—affect how consumers interpret the value of sharing their data, with varying implications for trust and
engagement. The study also demonstrates that moderating factors such as privacy concerns, trust in platforms, and
data literacy significantly influence these relationships. Importantly, the results suggest that consumers are more
willing to disclose data when they perceive the value exchange as fair, transparent, and aligned with their needs. This
underscores the importance of designing data strategies that prioritize both perceived value and consumer trust.
Overall, the study provides a nuanced understanding of how value framing shapes data-sharing behavior in modern
marketing environments. From a theoretical perspective, this research extends privacy calculus theory by integrating
value exchange framing and zero-party data into a comprehensive conceptual framework. Practically, it offers
actionable insights for organizations seeking to encourage data sharing while maintaining ethical standards and
consumer trust. Marketers should focus on creating transparent, meaningful, and personalized value propositions
that address both rational and emotional aspects of decision-making. However, the study is limited by its reliance on
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narrative synthesis and context-specific findings, which may not fully capture variations across industries and
cultures. Future research should explore empirical validation of the proposed model, as well as cross-cultural and
longitudinal perspectives on data disclosure behavior. Additionally, further studies could investigate how emerging
technologies and regulatory changes influence consumer perceptions of value and privacy. Ultimately, successful
zero-party data strategies will depend on the ability to balance personalization benefits with respect for consumer
autonomy and privacy.
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