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Extended Abstract

Despite the growing importance of information privacy, relatively little research exists in the marketing literature that provides comprehensive frameworks for investigating and resolving information privacy concerns held by consumers, legislatures, and marketers (Peltier, Milne & Phelps, 2009; Sappington & Silk, 2003; Milne, Phelps, & Peltier, 2008; Sprott, 2008).  Equally problematic, although a broader framework of ethics has been broached (see for example Kimball, 2007; Singhapakdi, 2004; Nill, Schibrowsky, & Peltier, 2004; Teer, Teer, & Kruck, 2007; Yoo & Donthu, 2002), marketing education scholars have virtually ignored how to best train next-generation marketers on the impact that positive information privacy practices have in creating mutually beneficial buyer-seller relationships. 
This “information privacy gap” in marketing education is troubling in that upon entering the workforce graduates will have more customer-specific information at their disposal than ever before and thus need to have an understanding of the ethical, and in many cases, legal responsibility to thoughtfully protect consumers’ personal information while at the same time use these data in an effective marketing manner (Milne et al., 2008). The primary purpose of this paper is to provide educators an understanding of information privacy and how they can incorporate this evolving and important topic into the marketing curriculum. 

In the paper, a comprehensive information privacy framework is discussed in depth. Readers are introduced to key information privacy issues and why these issues are important to marketing education. An overview of important customer-centric marketing practices, and particularly customer relationship management (CRM), and the role that information privacy practices has in generating effective CRM initiatives is discussed. A thorough review of information privacy issues pertinent to traditional and evolving direct and interactive marketing media/channels is offered. Suggestions are provided for incorporating discussions of information privacy issues into the marketing curriculum.  Finally, given the importance of linking education to practice, the paper closes with a summary of key industry-based information privacy issues.
privacy discussions. 
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