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ABSTRACT
As internet applications become more popular day by day, there are many problems have appeared around us. These problems are
need to solved positively. When the activity of communication and data exchanging are proceeding in internet, the most important is
dealing with personal data. How are internet users to concern these data and what are the key factors to influence the internet user
' s privacy concern? There are many literatures mentioned that “ Trust” is the key factor for e-business success. This study is
using questionnaire to survey the internet user, to understand the attitude about privacy concern, and whether the “ Trust” is the
key factor for e-business. 486 questionnaires were collected. 481 valid samples were accepted. This study found out: 1.“ Trust”
really is the key factor for the level of respecting privacy. 2.0Opt-in, opt-out, privacy policy of web site and trusted third party have
marked influence for provide personal data and reduce privacy concern about internet users. 3.Most of the Internet users held higher
education background.
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