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Master Thesis

From “I Would Share” to “I Didn’t”: Mapping the Intention–Disclosure Gap in Digital Data Sharing

In today’s data-driven marketplace, consumers are constantly asked to disclose personal information to access digital services—during app 

onboarding, e-commerce checkouts, platform sign-ups, or AI tool usage. In marketing practice and academic research, stated willingness to share is 

often used as a proxy for actual disclosure behavior. Yet intentions do not always translate into action: people may say they would share “if needed,” 

but refuse when prompted due to creepiness, vague purpose, low perceived control, distrust in future use (“mission creep”), or simple friction and 

timing. Conversely, they may disclose despite low intention because of defaults, urgency, incentives, or dependence on the service. This intention–

disclosure gap raises concerns about the validity of intention-based measures and the decisions built on them.

This thesis turns the intention–disclosure gap into a quantitative investigation by linking measured disclosure intentions to observed disclosure choices 

in realistic consent settings. It should capture both “classic” gaps (high intention → non-disclosure) and “reverse” gaps (low intention → disclosure). 

The guiding idea is that intentions may predict disclosure on average, but the strength of this relationship depends on situational triggers and choice 

architecture, operating through mechanisms such as perceived control, trust, perceived necessity, and perceived creepiness.

Students can refine the exact focus, scenarios, and survey measures. Possible research questions include: (RQ1) How often do intention and disclosure 

diverge across different contexts (e.g., onboarding vs checkout vs AI sign-up)? (RQ2) Which design features strengthen or weaken the intention → 

disclosure link (e.g., purpose clarity, control/granularity, defaults, friction, trust cues, incentives/urgency)? (RQ3) Do perceptions such as trust, 

creepiness, control, mission creep concerns, and necessity explain when the gap emerges? (RQ4) Do distinct user profiles (e.g., default-followers, trust-

sensitive, friction-averse) show systematically different gap patterns?

Data collection is envisioned as an online study combining a short questionnaire with scenario-based disclosure decisions in which participants state 

their intentions and then make actual opt-in/opt-out choices.

▪ N.B. this thesis topic is only offered in English
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