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Internet Users’ Information Privacy Concerns; a framework identifying dimensions 



way users engage with their health data. Today’s user has moved beyond the basic step



to switch to a competitor’s product.

satisfaction and retention, interact and how the customer’s perception of privacy affects the 

• How does the perceived usefulness of WHOOP’s actionable software insights 

• How does the perceived value of WHOOP’s subscription model influence user 

•

•



•

•

•



•

•

•

•

•



user’s performance or life. The concept of Perceived Usefulness was originall



process that validates the relevance to an individual’s health goals.

–

Such a differentiation can be explained through a comparison to Herzberg’s two

of motivation. Just as Herzberg’s theory of motivation (Herzberg, Mausner, & Snyderman, 

synchronization speed, and battery reliability function as a form of a ‘hygiene factor’, which, if 



associated with behavioral recommendations function as a ‘motivator’, which will lead to 

expected value. Herzberg’s theory of motivation can therefore be used as a basis to understand 

In the end, perceived usefulness acts as the functional purpose for the user’s continued 

interaction with the service. While accurate hardware provides the base, it is the software’s 

• Perceived usefulness of WHOOP’s actionable software insights positively 

WHOOP’s exclusive subscription service changes the dynamic of the consumer relationship 

time purchases, WHOOP’s service requires that the customer is constantly r



satisfaction as the result of the user’s confirmation that the service or product meets their 

of the cognitive calculation of the user’s Net Value, where benefits (such as information gained, 



It should be noted that this distinction is of critical importance in the context of WHOOP’s 

straightforward cascade, wherein if the user’s net calculation is positive, then a positive 

• Perceived value of WHOOP’s

satisfaction is a measure of affect that is experienced when users’ expe

technology’s performance are confirmed through direct experience (Bhattacherjee, 2001). After 



identity to WHOOP’s 



(2024) describe the “descent effect” in digital health continuance, where the level of satisfaction 

of WHOOP’s performance to meet their needs and assist with their



•

version, Internet Users’ Information Privacy Concerns (IUIPC) framework (Malhotra et al., 



a function of the individual user’s level of privacy concern (Liang & Xue, 2009).

WHOOP’s service, they do influence how these benefits translate to future usage. When 



•

•







reducing the respondent’s fatigue and the likelihood



•

•

•

• Active user status: A single dichotomous item: “Are you currently an active WHOOP 

user?” (Yes/No). Only the ‘Yes’ respondents will be asked further questions.

•

•



• “The recovery insights provided by WHOOP are highly useful for 

training and health.”

• “I believe that using WHOOP’s software insights helps me achieve my personal 

performance goals.”

effectiveness of WHOOP’s subscription service, consistent with the Value

• “The continuous stream of health

subscription.”

• “The WHOOP subscription model provides better overall value than most alternatives 

I am aware of.”

• “I am worried about my personal WHOOP data being shared with or accessed by third

party companies.”



• “I am not confident that WHOOP effectively protects my sensitive health data.”

• “Even though WHOOP provides useful insights, I sometimes hesitate to share my health 

data due to privacy risks.”

• “I am very satisfied with my decision to use the WHOOP service.”

• “My experiences with WHOOP have met or exceeded my initial expectations.”

• “I have a strong positive feeling about my relationship with WHOOP as a service 

provider.”

Retention intention reflects the respondent’s future

• “I intend to renew my WHOOP subscription over the next year or more.”

• “I am unlikely to switch to another wearable service in the near future.”



•

•

•

• Monthly household income (categorical ranges plus “Prefer not to say”). 

•

•

•

•

•

WHOOP’s actionable software insights.



•

•

• : The mean score of items representing users’ concerns 

• : The mean score of items indicating users’ intention to 

In this aspect, both Cronbach’s alpha value above 0.60 and AVE value above 0.50 were taken 

(Cronbach’s alpha)



of WHOOP’s 

WHOOP’s 





Perceived usefulness of WHOOP’s actionable software insights positively influences user 

Perceived value of WHOOP’s subscription model positively influences user satisfaction.

is below 18 years. There is a majority of male’s responses (83.0%) over female’s (16.0%). 

group of €1,000 €2,999 (23.0%) and €3,000 €4,99

income of above €8000, 13.0% responded their monthly income in the range of €5,000 €7,999, 



while only 3 respondents had monthly income below €1,000. In this regard, almost one

< €1,000

€1,000 €2,999

€3,000 €4,999

€5,000 €7,999

> €8000

Cronbach’s alpha (George, 2011). The larger Cronbach’s α value ensured the internal 



Cronbach’s Alpha



±

–

significantly influenced retention intention (β = 0.896, and β = 0.670, respectively) at p<0.01. 

negatively yet significantly impacted user satisfaction (β 

β

Constant (β



×
Constant (β

–

influenced retention intention (β = 0.582, and β = 0.554, respectively) at p<0.01. 

β

Constant (β



×
Constant (β

WHOOP’s actionable software 

β = 0.896, t = 10.046, p<0.01 

: Perceived value of WHOOP’s β = 0.693, t = 8.178, p<0.01



β

β

How does the perceived usefulness of WHOOP’s actionable software 

satisfaction (β = 0.896, t = 10.046, p<0.01). This supports H



How does the perceived value of WHOOP’s subscription model influence 

erceived value had a significant direct and positive effect on user satisfaction (β = 0.896, t = 

mediation models (β = 0.670, t = 4.765, p<0.01[PU model]; β = 0.554, t = 4.389, p<0.01 [PV 



which is positive (β = 0.896, p < 0.01). This is a powerful validation of the extension of 

(VBM). Perceived Value was found to have a significant positive effect on User Satisfaction (β 



Intention. The significant positive impact of satisfaction on retention (β = 0.

model and β = 0.554 for the PV model) reinforces the point that continued subscription to the 

dominate the user’s cognitive processing to such an extent that the factor of privacy concerns 



saturation point, whereby once the digital service is very much integrated in the user’s life and 



model of usefulness, where the value was β = 
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○ Yes (1)

○ No (2)



○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)



○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)



○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)



○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)



○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)



○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)
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○ Somewhat Agree (4)

○ Strongly Agree (5)

○ Strongly Disagree (1)

○ Somewhat Disagree (2)

○ Neutral (3)

○ Somewhat Agree (4)



○ Strongly Agree (5)

○ Male (1)

○ Female (2)

○ Non

○ Prefer not to say (4)

○ < 1,000 € (1)

○ 1,000 2,999 € (2)

○ 3,000 4,999 € (3)

○ 5,000 7,999 € (4)

○ > 8,000 € (5)

○ Prefer not to say (6)



–

< 1.000 €
2.999 €
4.999 €
7.999 €



> 8.000 €

–



Overall, I find WHOOP’s 

–



than most alternatives I’m 



–





–



–



–



Overall, I find WHOOP’s insights to be essential in tracking and improving 



WHOOP’s insights to be essential in tracking and improving my performance.

–

alternatives I’m aware of.



subscription model provides better overall value than most alternatives I’m aware of.

–





–



–
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