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ABSTRACT

Trustworthiness perceived by customers plays a very important role in pursuing online
buying, particularly in the business-to-consumer (B2C) E-commerce (EC) purchase
process. After a thorough investigation of the literature, this study reveals that privacy,
security, behavioral attitudes, cognitive perception, and fulfillment/reliability are significant
antecedents of perceived trustworthiness that affect the purchasing behavior of
customers in B2C EC. This study reviews the literature dealing with trust in EC and

develops a conceptual framework for formation of perceived trustworthiness by
customers in B2C EC.
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1. INTRODUCTION

Consumer online buying behavior is very complex, since the purchasing process is
conducted in a virtual medium. There are several driving and inhibiting factors which have a
dominant influence on buyer decisions to purchase through an online medium. The literature
on information and communication technology (ICT) [35,48,69] suggests that, for online
buying, trust is an important, problematic, and complex issue due to the multidimensional
nature of its definition, lack of clarity in the relationship between risk and trust, confusion
between trust in a website and its antecedents, and the outcomes of a trusting relationship.
This study addresses this issue specifically for business-to-consumer (B2C) E-commerce
(EC). Customers of different countries differ greatly in the perceived trustworthiness of EC,
depending on their social values, security concerns, attitude towards personal trust, and their
overall cultural environment. There is empirical evidence on how the nature of
trustworthiness, based on behavioral and attitudinal differences, limits the ability of service
providers to expand their global operations in different countries [64]. The literature on trust
in EC generally focuses on trust in a website or the impact of trust on customer intentions to
purchase. However, little information is available that is specific to initial trust formation
during the EC purchase process. In this perspective, it is a challenging and important issue
for B2C EC to identify the critical factors that affect the development of perceived
trustworthiness among customers. This study attempts to investigate these issues, which are
very topical and bear significant implications for both researchers and practitioners. The
research question is: What are the critical factors that form customer perceptions of the
trustworthiness of B2C EC?

The following subsection provides definitions of the key words used in this article in order to
conceptualize the underlying paradigms. The next section enlarges on the knowledge
available from the literature that informs the research question. The following section
provides the resulting propositions, including the proposed conceptual framework. Finally,
the conclusions of the study are presented.

1.1 Definitions and Research Concepts

This study contains three core terms: Electronic-commerce (EC), Business-to-consumer
[B2C], and Trust. Before going further, it is important to define the specific meanings of these
terms, as they are used throughout the paper. Boyer et al. [13] defined EC as “all interactive
services that are delivered on the Internet using advanced telecommunications, information,
and multi-media technologies.” Generally, EC is defined and adopted in this paper as
conducting business operations and maintaining business relationships with consumers and
supply chain members by means of the Internet [114].

This study is focused primarily on B2C EC. This paper views B2C EC as corresponding to
"electronic retailing," i.e., any electronic trade transaction where the purchaser is the end
user of the products and services procured.

Deutsch [24] defined trust as: “an individual may be said to have trust in the occurrence of
an event if he expects its occurrence and his expectation leads to behavior which he
perceives to have greater negative motivational consequences if the expectation is not
confirmed than positive motivational consequences if it is confirmed.” Management literature
[45,108] conceptualizes trust from two perspectives: confidence in the predictability of one’s
expectations, and confidence in another’s goodwill. Moorman et al. [75] defined trust as “a
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willingness to rely on an exchange partner.” From a marketing point of view, trust forms
when one party has confidence in an exchange partner’s reliability and integrity. A trust
violation would create a negative image of the online store [10]. We define perceived
trustworthiness of a website as a belief of assurance in the overall system performance of
the website including information; policies and statements; transactional performance;
transactional security and privacy; and reliability of price, product, and service under risk-
aversion conditions.

To explain the paradigms of the objective, i.e., the critical antecedents of perceived
trustworthiness of consumers in B2C EC, this study views the topic from three perspectives.
Before concentrating on the conceptualization of a trust formation model of EC, it is
important first to identify and examine certain extrinsic and intrinsic factors which help to
evaluate the formation of trust in a website. These factors are related to the following three
perspectives:

1. Customer behavioral intention to adopt global EC,
2. Societal experience of customers in their own country, and
3. Customer perception of B2C EC quality factors.

Several researchers have found perceived trustworthiness in online retailing as one of the
most significant factors that led customers to interact with and purchase from specific
websites [5,23,102,109]. Some authors have also determined that perceived trustworthiness
is the crucial factor that differentiates customers in different geographical regions. Our study
is primarily focused on perceived trustworthiness as it affects customer purchasing intentions
in the B2C EC process. Based on concepts of perceived trustworthiness in B2C EC from
several scholarly articles [35,48,53,92], this paper will argue that the three aforementioned
perspectives constitute the most important determinants of perceived trustworthiness in B2C
EC.

1.2 Literature Review

Trust has been an important topic of research in many fields since the 1950s. Mayer et al.
[69] reckoned that the study of trust is problematic for many different reasons: “problems
with the definition of trust itself; lack of clarity in the relationship between risk and trust;
confusion between trust and its antecedents and outcomes; lack of specificity of trust
referents leading to confusion in levels of analysis; and a failure to consider both the trusting
party and the party to be trusted.” The multi-dimensionality of trust—with each field producing
its own unique concept, definition, and findings based on functional requirements and
trusting characteristics of that field—-makes it difficult to arrive at a consensus of its definition.
This is evident from the review of several research studies in this area [30,35,48]. Other
studies also identified at least 17 different meanings of trust [19,71]. It is evident that
different researchers have conceptualized trust differently to suit their research objectives.
Therefore, in our case it is necessary to look at trust from the perspective of EC.

The basic focus of trust in the domain of human-computer interaction (HCI) is the user's trust
in new technology. Warne and Holland (1999) studied the factors that influence trust
between remote workers and their managers. Fox [31] suggested that the information
accuracy of a new system affects a user’s trust. Fogg et al. [30] viewed the trustworthiness
of a website as a key element of website credibility. Lee et al. [62] found that comprehensive
information, shared values, and diverse communication affect the level of trust in a cyber
store. Trust has also been found to be an important factor in helping customers to overcome
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their perceptions of risk and uncertainty in the use and adoption of new technology [36,85].
Research in the field of computer-mediated communications (CMC) shows that internal and
external environments of communication media significantly influence interpersonal trust
building. Other studies found that trust develops more quickly if the virtual environment can
add some features like face-to-face interaction or small talk among partners in CMC
[12,113]. Earlier research showed that a significant relationship exists between trust and
personality [10]. Furthermore, a study conducted by Li et al. [65] confirmed that the
personality trust base and the technology institutional trust base were overshadowed when
cognitive-reputation, calculative, and organizational institution trust bases and social
influence were also assessed.

Trust research in EC is relatively new compared to other disciplines. Cheskin
Research/Sapient [16] conducted groundbreaking work on EC trust, where they identified six
building blocks of trustworthiness: seals of approval, brand, navigation, fulfillment,
presentation, and technology. The report suggests a model of developing trustworthiness for
websites. Some of the research works in this field include topics such as impact of trust and
cooperation in the pre-sales integration [53], purchase behavior of consumers in electronic
channels [81], trust in the online relationship [76,84], consumer attitude toward a retailer’s
web page [48], perceived ethical performance of a shopping website [110], a perception of
credibility and trustworthiness [30,77], the online purchase process [34,35], cognitive
process of trust [99], the effect of communication on trust [37], and the effects of privacy and
security on trustworthiness [6,59,92].

There is evidence that, due to lack of trust, customers do not like to interact with or purchase
products or services from websites [48,36]. A study conducted in a developing country
disclosed that perceived site security, perceived operational security, a disposition towards
an attitude of trust, and perceived local environmental security are the main factors for
forming perceptions of trust [92]. Staples et al. [98] identified online trust from two
perspectives: cognition-based and affect-based. Trust formation in B2C EC has been found
to be related to perceived size, perceived reputation, attitude, and risk perception [48,55].
These researchers also suggested that these factors ultimately lead to willingness to buy.
Kim et al. [58] examined perceived risk and benefit factors that were likely to mediate the
effects of trust on purchase intentions. Reviewing Gefen’'s framework [35], it is also found
that trust is related to familiarity and a disposition to trust that affects purchase behavior. Lee
et al. [62] viewed comprehensive information, shared values, and communication as
antecedents of trust, which affects customer revisits to a website. Belanger et al. [2002]
found pleasure, privacy, security, and web features to be matters related to the perceived
trustworthiness of a website. A study by Shareef et al. [93] suggested that familiarity and
reputation are important factors for initial trust formation. After reviewing several scholarly
articles dealing with perceived trustworthiness and the quality factors of B2C EC, we found
that measuring items and constructs on perceived trustworthiness dimensions are quite
different for several proposed trust frameworks in terms of the number of scale items, the
number of constructs, the definition of the items and constructs, and also in terms of the
methodology followed to develop these scale items and constructs [5, 23, 84, 88, 105, 111].
These disparities and the sometimes opposite meaning of constructs lead to a very complex
situation when it comes to accepting a model as a standard for a B2C EC perceived
trustworthiness framework. The integration of all plausible measurement items and
constructs with a strong background definition is essential to developing a global
trustworthiness framework for B2C EC.
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After the literature review described above on perceived trustworthiness, quality, and
purchase behavior in B2C EC, we deconstructed different constructs and meanings of
factors that are used frequently in defining perceived trustworthiness in B2C EC. We then
developed a suitable paradigm of perceived trustworthiness and postulates based on
perceived security, perceived privacy, behavioral attitudes, cognitive perceptions, and
fulfillment/reliability as plausible antecedents of perceived trustworthiness relevant to
characteristics of B2C EC. Behavioral attitude is relevant to customer behavioral intentions
to adopt global EC; cognitive perception is related to societal experience of the customers'
own country; and security, privacy, and fulfillment/reliability are dependent on customers’
perceptions of B2C EC quality factors.

2. PROPOSITIONS AND CONCEPTUAL FRAMEWORK

McAllister [70] assessed the relationships of interpersonal trust among managers and
professionals in organizations to determine how they influenced behavior and performance.
His findings show that the mechanism of trust formation and peer trustworthiness is
influenced by both affect-based and cognitive-based trust. According to interpersonal trust,
trust exists between entities that are good, bad, and/or vulnerable depending on the
psychological states of consciousness of human beings. However, this is not identical for
attitudes towards a technological system. This is because “People trust people, not
technology” [32]. EC represents a blend of social and technological systems, where human
actors and technological systems interact. One of the issues most essential in the context of
techno-social interaction in EC is trust [87,92]. Therefore, the theory of complementarities
can be useful in the study of complex IT-enabled processes like EC. The theory of
complementarities refers to the synergistic effect and integrated view of a number of
variables influencing organizational processes [107]. In this perspective, in developing and
conceptualizing the framework of trust formation on EC, variables influencing the process
should be considered as part of an integrated system of factors that are mutually reinforced
[92]. By shedding light on the complementary theory, we can encapsulate the complex
interaction between consumers and ICT and the interaction effects among various
complementary variables of EC. This highlights the significance of consumer behavior and
EC operational characteristics. If we translate the core doctrine of socio-technical theory,
which explains the social aspects of people and society and the technical aspects of
machines and technology, we get an insight into how to integrate the social, organizational,
and technological aspects of the EC trust formation framework. The discourses of this theory
explain the system, which consists of social and organizational elements as well as technical
elements, and emphasizes that successful systems require the integrative interaction of
“technical,” “organizational,” and “social” aspects of the system [22,104,106,108].

Socio-technical theory has significant implications in evaluating the success of IT. The high
failure rate of many previous large-scale IT implementation projects, including many in the
public sector [UK Passport Office, the London Ambulance Service Dispatch System, the
Gires project in Québec or the Canadian Firearms Registry project etc.], is often associated
with a focus on delivering a working technical system. To be successfully implemented, it is
essential for the technical system to be properly synthesized with the social-cultural aspect
and the organizational environment in which the technical system must operate [22,28,80].
EC implementation, development, and successful adoption have organizational, technical,
cultural, and social stimuli. Bickmore and Cassell [10] also noted that modeling trust can help
understand a socio-technical system. Socio-technical and complementary theories adhere to
all these aspects to present a comprehensive theoretical framework of trust formation.
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2.1 Customers’ Behavioral Intention to Adopt Global EC

2.1.1 Behavioral attitude

In the context of personal trust, Luhmann [67] acknowledged that activities of human beings
are special kind of systems that have freedom of action, and they have the potential for
diverse action according to human behavioral attitudes. He recognizes that human beings
interact with others and in the process understand others and vice versa. The result of
interaction is both experience and knowledge. This concept is valid for human interaction
with EC. Social penetration theory [2] affirms that personal disclosure and sharing of
vulnerable information in online purchase largely depends on users’ attitudinal belief on the
system. In the light of theory of reasoned action (TRA) [29] and theory of planned behavior
(TPB) [1], we can claim that behavioral attitude is an antecedent of trust. Taylor and Todd’s
[101] decomposed TPB (DTPB) identified differences in behavioral attitude toward any
object. Several research studies have recognized that behavioral attitude is critical in
influencing transaction intention [83, 84]. In the context of high-tech marketing, Moore [74]
recommended the use of psychographic profiling [i.e., a combination of psychology and
demographics] to understand the groups associated with different stages of the technology
adoption life cycle. A behavioral attitude in relation to perceived trustworthiness is defined for
the purposes of this paper as the personal trait of an individual towards any objects like,
human beings, society, organizations, institutions etc. developed, accumulated, and
inherited from personal characteristics and cultural values grounded in general beliefs..
These beliefs are characterized by normative values of culture. Hofstede's [39] findings
strongly suggest that cultural differences differentiate customers in terms of behavioral
attitudes that, in turn, influence perception and expectation of trustworthiness in EC. A study
published by Mutz [78] also suggests that social trust can be fostered by successful Internet
transactions while one would become less trusting with negative experiences. There is
empirical evidence that behavioral and attitudinal differences in beliefs affect adoption of
web interfaces [64,89,100,112]. Therefore, it is very important to look at the relationship
between behavioral attitude and perceived trustworthiness. Behavioral attitude is considered
to endure across contexts and to be specifically relevant in ambiguous, unstructured
situations [49]. It contributes to the explanation of variance in trust [69]. Actually, behavioral
attitude, a characteristic defined by the general term individualism [38], plays a significant
role an individual's view of perceived trustworthiness [5]. Research conducted in developing
countries has found that behavioral attitude has a significant effect on perceived
trustworthiness of B2C EC [92]. Based on these arguments, our first proposition is:

P;: The behavioral attitude of customers has an effect on the perceived trustworthiness of
B2C EC.

2.2 Societal Experience of a Customer in His/Her Ow  n Country

2.2.1 Cognitive perception

A society imprints values, ideas, intentions, and speculations on human personality. This
perceived psychological phenomenon depends on past experience or cognitive perceptions
of rules, regulations, relationships, and traditions. A country’s social environment has
potential influence in developing trusting attitude in B2C EC [27]. Based on the literature [25,
33, 52, 66], it is evident that cognitive perception develops from the surrounding society,
institutional systems, and the country’s rules and regulations. These generate pre-trust
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disposition and security concerns that affect customer purchasing behaviors; they are very
important for the perception of trustworthiness of B2C EC. If customers perceive high
uncertainty based on their society/country environment, this would cause them to have a
high risk aversion, leading them to avoid uncertain situations [79]. Therefore, customers who
perceive high uncertainty from their society have higher trust expectations compared with
customers having low uncertainty perceptions [25]. Depending on the above arguments, this
research assumes that the cognitive perceptions of consumers about trust can be
characterized as the degree to which customers perceive general confidence towards any
objects like human beings, society, organizations, institutions etc. derived from their societal
environment grounded on traditional experiences. This general security concern of
consumers is based on their cognitive experiences about security from their country,
government, society, local market, shopping, organizations, and inter-personal interactions.
This argument is supported by TPB [1] and social exchange theory [26]. Based on the above
arguments, this study proposes:

P,: The cognitive perception of customers has an effect on perceived trustworthiness in
B2C EC.

2.3 Customer Perceptions of B2C EC Quality Factors

2.3.1 Perceived security

Previous research [7,8,89] visualizes security of websites as the authentication of web
information, policies, and transactions. It refers to perceived uncertainty and risk of
transactions that provide information on the web to consumers receiving products/services
from electronic-retailers [97,99,110]. Cox et al. [21] refer to perceived risk as the overall
amount of uncertainty perceived by a consumer in a particular purchase situation. Hu et al.
[43] examines the three major assurance functions served by Web assurance seals:
transaction security assurance, consumer privacy assurance, and transaction-integrity
assurance. Shareef et al. [95] also examined the effect of security on trust. They found that
security assurance has a significant positive impact on increasing consumers’ initial trust.
Therefore, perceived security is a significant variable that leads tp the formation of consumer
trust in a website to make purchase decisions in EC. We paper define security as the degree
to which consumers perceive it to be safe to disclose personal and financial information
during interactions and transaction with websites. Based on the above arguments, this study
proposes:

P3: The perceived security of customers has a positive effect on perceived trustworthiness in
B2C EC.

2.3.2 Perceived privacy

Privacy is defined in this paper as the extent to which customers can be assured that the
personal information provided during interactions or transactions with the website will not be
disclosed or shared with others or misused for any purpose [92,94]. Several researchers
[5,58,90] conducted empirical studies in developed countries regarding the quality of B2C
EC and found that perceived privacy is a major concern for Internet customers during
website purchasing processes. Customers are afraid that websites can disclose, share, or
misuse their personal information [9,14,73]. Trusting the web has a great influence on the
perceived privacy feeling of the customers about web purchases [51]. This perception is
considered an important determinant of EC acceptance [96]. Contrarily, an empirical study in
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a developing country conducted by Shareef et al. [92] found that privacy is not a significant
factor for customers’ perceived trustworthiness. Nevertheless, it is an important factor in B2C
EC, especially for customers in developed countries. Privacy risk reflects the degree to
which consumers suffer a loss of privacy due to information collected about them during
online purchases [47]. So, perceived privacy is also related to the perceived trustworthiness
of the web [95]. Therefore, this study argues:

P,: The perceived privacy of customers has a positive effect on perceived trustworthiness in
B2C EC.

2.3.3 Fulfillment

This construct explains different features of product, price, and order processing and
reliability of information, product, and service. It includes items related to characteristics and
availability of products; product alternatives; price; and competence in order placing,
processing, handling, delivery, and reliability. The understanding of fulfillment varies,
depending on the situation [50]. This is an important perceived service quality of B2C EC,
which contributes significantly to developing trustworthiness among consumers [11]. This
argument gets support from social penetration theory [2] and the literature review of
McKnight and Chervany [72]. Following the study of lacovou et al. [46], we find that
perceived benefits of the system positively enhance customer beliefs about the system. The
emotional, or affective aspect, of decision-making theories [86] presents evidence that
fulfilment can be used as a positive factor to infer trustworthiness and make a purchase
decision. It is defined here as the degree to which product features, including price and
process accuracy [including policies] assure functional benefit and fulfill customer
expectations as promised. It includes product, order processing, price, delivery, return policy,
and reliability characteristics. Based on the above arguments, this study proposes:

Ps: The perceived fulfillment of customer purchases has a positive effect on the perceived
trustworthiness of B2C EC.

2.4 Perceived Trustworthiness and Purchase Behavior

Trustworthiness is the perception of confidence in a website’s reliability, credibility, and
integrity [6]. Purchase decisions are greatly influenced by the perceived trustworthiness of
the website [40]. Trust is a very significant and important factor in the online environment,
because customers have few tangible and verifiable cues regarding the service-provider’s
capabilities and intentions [103]. Every customer attempts to evaluate the trustworthiness of
the website before committing to a business transaction. Perceived trustworthiness is one of
the most important driving forces for making a purchase decision [68]. Other research
studies have also confirmed that trust is considered an essential factor for consumers
making decisions on electronic purchases that is otherwise perceived as risky, and that trust
can have a direct or indirect impact on consumer purchasing intentions [4,18,48,57]. Online
purchase behavior can be defined as a continuous process which reflects a positive
behavior regarding buying any products or services to fulfill any need, with virtual satisfaction
based on certain persuasive emotional and physical factors [92]. Generally, customers are
quite rational and make systemic use of the information available to them [73]. Purchase
decision can be viewed symbolically in terms of emotional responses, sensory pleasures,
daydreams, or aesthetic considerations [27]. We argue that perceived trustworthiness might
be a very important variable which initiates differences in attitude toward EC and, finally,
purchasing behavior.
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Pe: The perceived trustworthiness of customers has a positive effect on purchase behavior in
B2C EC.

2.5 Conceptual Framework

In the electronic medium, competitors can emerge from anywhere in the world with
significant differences in attitude, especially in adopting new information and communication
technology [ICT], which is the main vehicle of EC. As a result, national and also global
cultural attributes may have significant disparities in behavioral intentions and attitudes of
users towards EC. A society imprints some values, ideas, intentions, and speculations on
human personalities. These perceived psychological phenomena depend on rules,
regulations, relationships, culture, tradition, etc. Depending on cultural factors, behavioral
intention of human beings to adopt EC can be substantially different. According to the
theories of planned behavior and of reasoned action, beliefs can be controlled by
environmental factors. Beliefs and attitudes about a system direct human beings toward an
intention. Therefore, behavioral, or attitudinal, aspects of consumers are very important in
stimulating a perception of trustworthiness leading to purchase intentions through EC. At the
same time, some quality attributes of EC, which substantially denote transactional
characteristics, are potential factors for the formation of trust on EC. These factors include
perceived security and perceived privacy of the EC transaction, interaction, and operation.
Additionally, the credibility of E-retailers to fulfill customers’ expectations during the purchase
process is also an important factor. Therefore, the proposed framework postulates that the
aforementioned five constructs are the critical factors of perceived trustworthiness that
consumers have in B2C EC, which affects customers' online purchase behavior. Not only
technological and organizational but also behavioral, social, and cultural attributes influence
the formation of trust in EC purchase behavior. We have investigated those issues from
behavioral, technological, and service quality theories and extensive literature reviews. Since
the model has considered both epistemological and ontological paradigms of behavioral,
social, cultural, technological, organizational, and service perspectives, we believe that our
proposed propositions of trustworthiness on EC, which leads to formulating consumer
purchase behavior, is exhaustive as well as parsimonious.

The proposed framework for B2C EC, presented in Fig. 1, is based on the formation of
perceived trustworthiness, as outlined in the forgoing propositions.

Behavioral Attitude

Cognitive Perception

Perceived Securit Perceived »| Purchase
v Trustworthine Behavior
Perceived Privacy
Fulfillment
Fig. 1. Perceived trustworthiness-purchase behavior in B2C EC
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3. RESEARCH DESIGN

Measurement scale items for all the exogenous and endogenous constructs of the proposed
model were developed and operationalized based on the literature review [with certain
revisions, modifications, and additions that maintain the consistency of the concept in this
study] are shown in Table 1. The measurement items are reflective indicators for the
constructs and the constructs are formative for perceived trustworthiness. In the latter case,
perceived trustworthiness cannot affect the constructs; rather the constructs affect the
concept of perceived trustworthiness and purchase behavior. This concept is supported by
Coltman et al. [20]. Burton-Jones [15] and Hoyt [41] documented that knowledge bias and
rating bias can develop common method variance (CMV). Hence, we attempted to reduce
this effect in two ways: a] Respondents are only those who have experience of purchasing
through B2C EC, and b] Respondents are users, and not company managers. Hence they
will be less likely to purposely providing false information. Since the outcome of this study
has no direct effect on respondents and thus, responses are assumed to be free from the
effects of method bias [15]. We developed the related questionnaire with. Based pm a
rigorous literature review and theory analyses, and distributed it to respondents in two
separate ways. This could also reduce the possibility of CMV bias [41]. Although there is no
consensus in how serious common method variance is (CMV) [54], we can claim that our
sample collection has tried to reduce any adverse effect that might be due to CMV.

The questionnaire which was prepared for this study to validate the proposed model as
shown in Fig. 1. It has 21 measurement items for the five exogenous variables. For the two
endogenous variables, there are a total of 9 measurement items. Among the two
endogenous variables, perceived trustworthiness is both an exogenous and endogenous
variable. A structured questionnaire was used to measure the exogenous and endogenous
variables of the study with a 5-point Likert scale ranging from 1 [strongly disagree/never] to 5
[strongly agree/always].

In order to empirically validate the proposed model presented in Fig. 1, a field survey was
conducted in Ottawa, Canada among 1000 general consumers. In this research, the
respondents are the users of different B2C EC websites. Consumers who had any
experience of buying any products or services through EC were requested to participate in
this survey, based on their recent experience of doing so. We requested citizens of Ottawa
to fill out the questionnaire based on their experiences of any type of B2C EC
product/service purchase most recently have done through any one of the websites like
eBay, Amazon, Best Buy, Future Shop, Wal-Mart, Sears etc. We divided the Ottawa city into
five regions: east, west, north, south, and center to distribute the questionnaire among the
citizens randomly. From the Telephone White Pages of the city, we then collected addresses
of different areas as well as houses, condominiums, and apartments located in these five
regions. Half of the total questionnaires were distributed by mail. The other half was
distributed physically to the houses, condominiums, and apartments in different areas in the
five zones. We distributed 50 percent of the questionnaires in houses and condominiums
and 50 percent in apartments. The empirical study was conducted for a two-month period.
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Table 1. Model variables and measurement

ltems Definitions Questions Reference
Behavioral The personal trait of an individual 1. | believe generally human beings 92
Attitude towards any objects like, human are honest
beings, society, organizations, 2. | believe generally human beings
institutions etc. developed, are helpful.
accumulated, and inherited from 3. | believe general people can be
personal characteristics and cultural trusted.
values grounded on general beliefs. 4. | believe a government looks after
citizens’ interest.
5. | believe a society looks after
citizens’ interest.
Cognitive The degree to which customers 6. | have experience that government 92
Perception perceive general confidence towards laws protect any cheating of web
any objects like, human beings, purchasing.
society, organizations, institutions etc. 7. | have experience that company
derived from the surrounding society legal policy protects cheating.
[where they belong] grounded on 8. | have experience that consumer
traditional experiences. association protects cheating.
Perceived The degree to which consumers 9. The website is safe to interact with 95
Security perceive it to be safe to disclose for financial purposes.
personal and financial information 10.  The website has adequate security
during an interaction and transaction features.
with websites. 11.  The website protects information
about my credit card.
12.  The security policy at the website is
clearly stated.
Perceived The extent to which customers can be 13. | would hesitate to provide 95
Privacy assured that the personal information information to the website.
provided during interaction or 14.  The website protects my disclosed
transaction with the website will not be information.
disclosed or shared with others or 15.  The website does not share my

misused for any purpose.

personal information with other
sites.
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Fulfillment

Perceived
Trustworthiness

Purchase
Behavior

The degree to which the product
features including prices and the
process accuracy including policies
assure functional benefit and fulfill
customers’ expectation as promised.

A belief of assurance in the overall
system performance of the website
including information; policies and
statements; transactional performance;
and the transactional security; privacy;
and reliability of price, product, and
service under risk-aversion conditions.

An online purchase decision can be
defined as a continuous process which
reflects a positive behavior regarding
buying any products or services to
fulfill any need with virtual satisfaction
based on certain persuasive emotional
and physical factors

16.

17.

18.

19.

20.

21.

22.

23.

24,

25.

26.

27.
28.

29.

30.

The website presents accurate
information.

Products/services available in this
website offer reasonable price.

It delivers orders timely.

This site makes items available for
delivery within a suitable time
frame.

It sends out the exact items
ordered.

It has in stock the items the
company claims to have.

What | do through this website is
guaranteed.

The website takes prompt action
when | encounter problems
performing my tasks.

The management takes full
responsibility for any type of
insecurity during interaction/
transaction at the website.

Legal and technological policies of
the site adequately protect me from
problems on the Internet.

The website follows its standards
what it offers.

| purchase from the website. 92
| have Purchase intention from the
website.

| would recommend my friends to
purchase from this website.

| am satisfied with my purchase

from this website

92, 95

35,92, 95
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A total of 417 respondents answered and returned the questionnaires, for a response rate of
41.7 percent. This is quite satisfactory based on our previous knowledge of conducting
empirical study among consumers living in any city of a developed country.

4. ANALYSIS AND FINDINGS

Since the measurement items were captured from the constructs of tested models, we did
not verify the formation of the constructs through exploratory factor analysis [EFA]. We first
checked the internal consistency and reliability of the latent variables by calculating
Cronbach’s alpha, which justified the reliability of the items and thus internal consistency
among the items in each dimension. The alpha scores ranged from 0.725 to 0.957,
exceeding the conventional minimum of 0.70 [82].

4.1 Path Analysis

We used LISREL for Path analysis to test the causal relationships in the model between the
endogenous variables of perceived trustworthiness and purchase behavior, and the
exogenous variables behavioral attitude, cognitive perception, perceived security, perceived
privacy, and fulfilment. However, perceived trustworthiness also has been assumed to lead
to purchase behavior. The maximum likelihood procedure of LISREL was used for analysis.
For path analysis, we used the correlation matrix as input data for all the variables.

The primary model fit indices did not fit well with the data. The path diagram displays both
the unstandardized and standardized regression weights [factor loadings] for the exogenous
variables. We found the Chi-Square statistic 47.13, p-value 0.00000, and RMSEA .193.
Therefore, the model did not fit well. Based on modification indices to improve the model
fitness, we added causal relations from cognitive perception to perceived security and error
covariance between perceived security and perceived privacy, perceived security and
cognitive perception, and cognitive perception and behavioral attitude. After doing this, the
fithess of the model improved, with Chi-Square statistic 22.18, p-value 0.00000, and RMSEA
.122. However, the model was still not acceptable. The modifications indices recommended
causal relations between cognitive perception and perceived security and between
perceived privacy and perceived security. However, we did not find any significant relations
between perceived privacy and perceived trustworthiness, cognitive perception and
perceived trustworthiness, and behavioral attitude and perceived trustworthiness at the 0.05
level. We found only perceived security and fulfilment are significant on perceived
trustworthiness at the 0.05 level. Actually we hypothesized perceived privacy and cognitive
perceptions to have direct relations with purchase behavior through perceived
trustworthiness. However, we found indirect relations between perceived privacy and
perceived trustworthiness and between cognitive perception and perceived trustworthiness
through perceived security. We also observed a significant causal relation between
perceived trustworthiness and purchase behavior. The path coefficients for these non-
significant factors were very low. So these factors do not appear to have any relationship
with perceived trustworthiness, leading to purchase behavior. Therefore, we removed all the
non-significant causal relations and error covariance and ran the model again. Now we got a
good model with acceptable model fitness indices. The model is shown in Fig. 2. The two
variables, fulfilment and perceived security, together explained 41 percent of the variance
on perceived trustworthiness, leading to purchase behavior. The Chi-Square statistic is 2.08
[df = 7], which indicates that the null hypothesis of the model is a good fit for the data. The
root mean square error of approximation [RMSEA] [.023] is quite reasonable as a goodness
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of fit measure [61]. Other fit measures such as CFl, GFI, and NFI [0.99, 0.98, and 0.99
respectively] indicate that the model fit compares reasonably with the literature [17,61]. This
is shown in Table 2.

.00 Fulfillm Purchase [™0.68
.13 0.37 0.57
0.23 .00—] Privacy \ Trustwor |[=0.80
\
0.19 0. 24 0.13
.00— Cognitiv |—0.34 Security |™0.80

Fig. 2. Final model of perceived trustworthiness-pu rchase behavior in B2C EC

Table 1. Model fitness values [42,61,91 ]

Fit measures Recommended Adoption model
values

Chi-square (x2) p=0.05 2.08(0.1984)

Degrees of Freedom 7

¥x2/Degree of freedom (DF) <3.0 297

Comparative Fit Index (CFl) =.90 0.99

Goodness of Fit Index (GFI) =.90 0.98

RMSEA <0.06 0.023

Normed Fit Index (NFI) =0.90 0.99

5. DISCUSSIONS

This study was designed to address the formation of perceived trustworthiness and to
identify how perceived trustworthiness could affect purchasing behavior. The perception and
expectation of trustworthiness of B2C EC by consumers were proposed in this study as the
major parameters that distinguish purchasing behavior. We argue that consumer purchasing
behavior primarily depends on behavioral intention, customers’ societal and cognitive
experience, and quality perception, which develop the underpinnings of consumer perceived
trustworthiness of online purchasing.

Five important constructs — behavioral attitude, cognitive perception, perceived security,

perceived privacy, and fulfillment — signify differences in behavioral intention, cultural values,
societal experience gathered from their own environment, and quality perception among
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customers. In this study these are conceptualized as the underlying paradigms of perceived
trustworthiness in B2C EC that lead to purchase behavior in EC. This conceptual framework
is grounded in literature review and theoretical perspectives.

Based on path analysis through LISREL, we found that fulfillment [which indicates the
performance of the products, services, and the complete interaction and transaction process
between the customer and the B2C EC websites for which the customers interact with a
website] and perceived security [which conceptualizes the perceptions of the customers
regarding the safe environment of the websites for transaction and personal and final
information disclosure] affect the perception of trustworthiness of the consumers in the
website. Since 41 percent of the variance in perceived trustworthiness is explained by the
two significant variables fulfillment and perceived security, [very good for this type of
exploratory study] [61], we can claim that the model is appropriate in predicting
trustworthiness toward EC purchases. We found from path analysis that our conjectured
relation is significant for perceived trustworthiness affecting purchase behavior of consumers
of B2C EC. From the statistical analysis, we found that cognitive perception and perceived
privacy have direct causal effects on perceived security. However, we observed that
behavioral attitude, cognitive perception, and perceived privacy do not significantly
contribute towards developing perceived trustworthiness of B2C EC. The findings reveal that
a consumer’s past experience gathered in a society from millions of different interactions in
everyday life has significant effects in developing security perception of B2C EC; however,
this cognitive perception does not affect perceived trustworthiness directly. Perceptions of
the website that it will maintain privacy have no direct causal relation with perceived
trustworthiness; rather it can enhance security perceptions of the website. We hypothesize
that behavioral attitude [which reflects a consumer’s general attitude about human beings,
society, and about any object] has a causal relation with the formation of trustworthiness on
B2C EC; however, our findings did not support that proposition.

6. CONCLUSION AND IMPLICATION

Trust in B2C EC is a potential factor in influencing purchase behavior [3,56]. Consumers
interact with different B2C EC websites like eBay, Amazon, Wal-Mart, Best Buy, and Future
Shop to get product information and finally develop buying behavior. In this aspect,
perceived trustworthiness on a website has a potential causal effect on forming buying
behavior in the virtual medium [56]. Buying through the virtual medium has some distinct
characteristics. When consumers buy any product from B2C EC, they do not interact
physically with the sales representatives. They cannot physically verify the quality of the
product. Through the Internet, customers view, read, and understand everything that is
disclosed about the product, price, and buying process. During the purchasing process,
customers have to disclose some very sensitive information like credit card number and
personal identification. Their complete realization about the product, process, price, and
company policies are derived from the information displayed on the website. Even when
customers pay for their intended purchase, they cannot get any explicit or visualized ideas
about the quality of the product, or its delivery, packaging, and return policy, if necessary.
Under these circumstances, customers have to rely on their disposed trustworthiness in the
virtual environment in general, and on the website, in particular. Basically, customers in B2C
EC are buying an instant offer by paying with credit cards. So, trustworthiness has a
potential impact on the purchasing behavior of customers [93]. The present study has
empirically proved this theoretical evidence. Behavioral attitudes are different for different
people. Some people are very pessimistic about trusting others. We conceptualized this
norm in this study as a behavioral attitude. This is a general characteristic of human beings;
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however, we found that this characteristic has no significant effect on specific
trustworthiness behavior for B2C EC. Therefore, virtual retailers do not need to focus on
personal characteristics of the consumers to develop trustworthiness in their websites.
Consumers may buy any product to fulfill their any specific needs. They pay for that
particular need in the virtual environment. In lieu of this, they deserve to receive certain
values which can be exchanged for their payments. Consumers enthusiastically want to
evaluate retailer overall performance in presenting product information, and different policies
including return policy, product availability with differentiation, pricing, packaging, and on
time delivery. They need to meet their requirements throughout the entire purchasing
process, beginning from the interaction with the web to ultimately using the product. This
fulfillment is one of the significant constructs for developing perceptions of trust on the
website, which tends to shape consumer buying behavior. However, since consumers are
buying products in the virtual medium, they put a substantial priority on security related
issues of the website, the transaction itself, and information that is disclosed. If they feel it is
safe to provide personal and financial information through the purchase process and that the
company will not abuse their personal data, and that information will be stored safely and not
be shared with others — overall if the consumers feel that the website is authentic, they will
tend to trust that website, thereby shaping their purchase behavior. However, according to
the results of our empirical test, perceptions of security are impacted by consumer
experience with the market and society where they belong. These perceptions are supported
by prior research [43,44,60].

Since the B2C EC environment is virtual, consumers are very sensitive concerning the
performance of the retailer [3]. Retailers should be very careful about what they promise on
the website. In B2C EC, retailers should not include in the scope of their interaction, the
promotion of emotional compensation or convincing consumers through direct interaction
with sales representatives or by explanations by customer service if there is some post
purchase frustration. Whatever retailers promise about the product, process, delivery,
policies, and security — they must produce it accordingly. Consumers will develop their trust
and form their buying behavior for a particular website based only how retailers can fulfill
their needs as viewed through the website, and by the buying process, pricing, product
availability, product delivery, and product quality, and how they support consumer security
needs for personal and financial data which they disclose during purchase. Once the
consumers find the website is distrustful, they will be far less likely to buy any product from
that website.

COMPETING INTERESTS
Authors have declared that no competing interests exist.

REFERENCES

1. Ajzen |I. The Theory of Planned Behavior. Organizational Behavior and Human
Decision Processes. 1991;50(2):179-221.

2. Altman I, Taylor D. Social penetration: The development of interpersonal relationships.
New York: Holt; 1973.

3. Awad NF, Ragowsky A. Establishing trust in electronic commerce through online word
of mouth: an examination across genders. Journal of Management Information
Systems. 2008;24(4):101-121.

677



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24,

British Journal of Applied Science & Technology, 3(4): 662-683, 2013

Ba S, Whinston AB, Zhang H. Building Trust in Online Auction Markets Through an
Economic Incentive Mechanism. Decision Support Systems. 2003;35(3):273-268.
Balasubramanian S, Konana P, Menon NM. Customer, Satisfaction in Virtual
Environments: A Study of Online Investing. Management Science. 2003;49(7):871—
889.

Bélanger F, Hiller J, Smith W. Trustworthiness in electronic commerce: The role of
privacy, security, and site attributes. Journal of Strategic Information Systems.
2002;11(3):245-270.

Bélanger F, Carter L. Trust and Risk in E-government Adoption. Proceedings of the
11th Americans Conference on Information Systems. Omaha, NE, USA; 2005.
Bellman S, Lohse G, Eric J. Predictors of Online Buying Behavior. Communications of
the ACM. 1999:42(12):32-38.

Bhatnagar A, Misra S, Rao HR. On risk, convenience, and Internet shopping behavior.
Communications of the ACM. 2000:43(11):98-105.

Bickmore T, Cassell J. Relational Agents: A Model and Implementation of Building
User Trust. CHI International Conference Proceedings. 2001:3(1):396-403.

Bolton RN, Drew JH. A multistage model of consumers' assessments of service quality
and value. Journal of Consumer Research. 1991:17(4):375-384.

Bos N, Olson J, Gergle D, Olson G, Wright Z. Effects of Four Computer-Mediated
Communication Channels on Trust Development. CHI International Conference
Proceedings. 2002:4(1):135-140.

Boyer KK, Hallowell R, Roth AV. E-services: Operations strategy—A case study and
a method for analyzing operational benefits. Journal of Operations Management.
2002;20(2):175-188.

Brown M, Muchira R. Investigating the Relationship between Internet Privacy
Concerns and Online Purchase Behavior. Journal of Electronic Commerce Research.
2004:5(1): 62-70.

Burton-Jones A. Minimizing Method Bias through Programmatic Research. MIS
Quarterly. 2009;33(3):445-471.

Cheskin Research and Studio Archetype/Sapient. E-commerce Trust Study; 1999.
Available: http: www.sapient.com/cheskin.

Chau PYK. Reexamining a Model for Evaluating Information Center Success: Using a
Structural Equation Modeling Approach. Decision Sciences. 1997;28(2):309-334.

Cho Y, Il Im, Hiltz R, Fjermestad J. The Effects of Post-purchase Evaluation Factors
on Online vs. Offline Customer Complaining Behaviour: Implications for Customer
Loyalty. In Advances in Consumer Research. Eds. Susan M. Broniarczyk and Kent
Nakamoto, Valdosta, GA: Association for Consumer Research. 2002;29:318-326.
Cofta P. Convergence and Trust in eCommerce,. BT Technology Journal.
2006;24(2):214-218.

Coltman TM, Devinney T, Midgley DF, Venaik S. Formative versus Reflective
Measurement Models: Two Applications of Formative Measurement. Journal of
Business Research. 2008;61(12):1250-1262.

Cox DF, Rich SU. Perceived Risk and Consumer Decision Making-The Case of
Telephone Shopping. Journal of Marketing Research. 1964;1(4):32-39.

Damodaran L, Nicholls J, Henney A. The Contribution of Sociotechnical Systems
Thinking to the Effective Adoption of e-Government and the Enhancement of
Democracy. The Electronic Journal of e-Government. 2005;3(1):1-12.

Darley WK, Blankson C, Luethge D. Toward an Integrated Framework for Online
Consumer Behavior and Decision Making Process: A Review. Psychology and.
Marketing. 2010;27(2):94-116.

Deutsch M. Trust and Suspicion. Journal of Conflict Resolution. 1958;2(4):265-279.

678



25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

British Journal of Applied Science & Technology, 3(4): 662-683, 2013

Donthu N, Boonghee Y. Cultural Influences on Service Quality Expectations. Journal
of Service Research. 1998;1(2):178-186.

Ekeh PP. Social exchange theory: the two traditions. London: Heinemann Educational;
1974.

Engel JF, Blackwell RD, Miniard PW. Consumer Behavior, 7th edition, The Dryden
Press, Harcourt Brace Jovanovich, USA; 1993.

Finkelstein A, Dowell J. A Comedy of Errors: the London Ambulance Service Case
Study, Proceedings of the 8th International Workshop on Software Specification &
Design IWSSD-8, (IEEE CS Press). 1996;2-4.

Fishbein M, Ajzen |. Beliefs, Attitude, Intention, and Behavior: An Introduction to
Theory and Research, Reading, MA: Addison-Wesley; 1975.

Fogg BJ, Marshall J Laraki O, Osipovich A, Varma C, Fang N, Paul J, Rangnekar A,
Shon J, Swani P, Treinen M. What Makes Web Sites Credible? A Report on a Large
Quantitative Study, CHI International Conference Proceedings. 2001;61-68.

Fox JE. The Effects of Information Accuracy on User Trust and Compliance. CHI
International Conference Proceedings. 1996;35-36.

Friedman BK, Peter HJr, Howe DC. Trust Online. Communications of the ACM.
2000;43(12):34-40.

Furrer O, Liu BS-C, Sudharshan D. The Relationships between Culture and Service
Quality Perceptions: Basis for Cross-Cultural Market Segmentation and Resource
Allocation. Journal of Service Research. 2000;2(4):355-371.

Gefen D, Straub D. The Relative Importance of Perceived Ease of Use in IS Adoption:
A study of E-Commerce Adoption. Journal of the Association for Information Systems.
2000;1(8):1-28.

Gefen D. Reflections on the Dimensions of Trust and Trustworthiness Among Online
Customers. ACM SIGMS Database. 2002;33(3):38-53.

Gefen D, Karahanna E, Straub DW. Structural Equation Modeling and Regression:
Guidelines for Research Practice. Communications of the Association for Information
Systems. 2003;30(1):24-43.

Goles T, Rao S, Lee S, & Warren J. Trust Violation in Electronic Commerce: Customer
Concerns and Reactions. Journal of Computer Information Systems. 2009;49(4):1-9.
Hofstede G. Cultures and Organizations: Software of the Mind. London: McGraw-Hill;
1991.

Hofstede G. Management Scientists Are Human. Management Science. 1994;40(1):4-
13.

Hosmer L. Trust: the connecting link between organizational theory and philosophical
ethics. Academy of Management Review. 1995;20(2):379-403.

Hoyt WT. Rater Bias in Psychological Research: When is it a Problem and What Can
We Do About It?. Psychological Methods. 2000;5(1):64-86.

Hu Li-tze, Bentler PM. Cutoff Criteria for Fit Indexes in Covariance Structure Analysis:
Conventional Criteria versus New Alternatives. Structural Equation Modeling.
1999;6(1):1-55.

Hu X, Wu G, Wu Y, Zhang H. The Effects of Web Assurance Seals on Consumers’
Initial Trust in an Online Vendor: A Functional Perspective. Decision Support Systems.
2010;48(2):407-418.

Hui KL, Hock HT, Sang-Yong TL. The value of privacy assurance: an exploratory field
experiment. MIS Quarterly. 2007;31(1):19-33.

Hwang P, Burgers WP. Properties of Trust: An Analytic View. Organizational Behavior
and Human Decision Process. 1997;69(1):67-73.

679



46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

British Journal of Applied Science & Technology, 3(4): 662-683, 2013

lacovou CL, Benbasat |, Dexter AS. Electronic Data Interchange and Small
Organizations: Adoption and Impact of Technology. MIS Quarterly. 1995;19(4):465-
485.

Jarvenpaa S, Todd P. Consumers’ reactions to electronic shopping on the World Wide
Web. International Journal of Electronic Commerce. 1997;1(2):59-88.

Jarvenpaa S, Tractinsky N, Vitale M. Consumer Trust in an Internet Store, Information
Technology and Management. 2000;1(1-2):45-71.

Johnson-George C, Swap W. Measurement of specific interpersonal trust:
Construction and validation of a scale to assess trust in a specific other. Journal of
Personality Social Psychology. 1982;43(6):1306—-1317.

Kahle LR, Seligman C, Olson JM, Zanna MP. The Psychology of Values: The Ontario
Symposium, 8, Lawrence Erlbaum. Washington, DC. 1996.

Kemp T. A matter of trust: B-2-Cs seek credibility. Internet Week. September 25 2000.
Kettinger WJ, Lee CC, Lee S. Global Measures of Information Service Quality: A
Cross-National Study. Decision Sciences. 1995;26(5):569-588.

Kettinger WJ, Hackbarth G. Selling in the Era of the Net: Integration of Electronic-
commerce in Small Firms, Proceedings of the 18th International Conference on
Information Systems. 1997;249-261.

Kim SS, Malhotra NK. Predicting System Usage from Intention and Past Use: Scale
Issues in the Predictors. Decision Sciences. 2005;36(1):187-196.

Kim DJ, Ferrin DL, Rao HR. A Trust-based Consumer Decision-making model in
Electronic Commerce: The role of Trust, Perceived Risk, and Their Antecedents.
Decision Support Systems. 2007;44:544-564.

Kim DJ. Self-perception-based versus transference-based trust determinants in
computer mediated transactions: a cross-cultural comparison study. Journal of
Management Information Systems. 2008;24(4):13-45.

Kim DJ, Ferrin DL, Rao HR. A Trust-Based Consumer Decision-Making Model in
Electronic Commerce: The Role of Trust, Perceived Risk, and their Antecedents.
Decision Support Systems. 2008;44(2):544-64.

Kim DJ, Ferrin, DL, Rao HR. Trust and Satisfaction, Two Stepping Stones for
Successful E-Commerce Relationships: A Longitudinal Exploration, Information
Systems Research. 2009;20(2):237-257.

Kim E, Lee B. E-service Quality Competition through Personalization under Consumer
Privacy Concerns. Electronic Commerce Research and Applications. 2009;8(4):182-
190.

Kim D, Benbasat I. Trust-Assuring Arguments in B2C E-commerce: Impact of Content,
Source, and Price on Trust. Journal of Management Information Systems. 2010;26(3):
175-206.

Kline RB, Principles and Practice of Structural Equation Modeling. The Guilford Press,
NY; 2005.

Lee H, Lee Y, Yoo D. The determinants of perceived service quality and its
relationship with satisfaction. Journal of Service Marketing. 2000;14(3):217-31.

Lee D, Park J, Ahn J. On the explanation of factors affecting e-commerce adoption,
Proceedings of the Twenty-Second International Conference in Information Systems,
New Orleans, USA. 2001;109-120.

Li J. Experience Effects and International Expansion: Strategies of Service MNCs in
the Asia-Pacific Region. Management International Review. 1994;34(3):217-234.

Li X, Hess TJ, Valacich JS. Why Do We Trust New Technology? A Study of Initial
Trust Formation with Organizational Information Systems. Journal of Strategic
Information Systems. 2008;17:39-71.

680



66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

83.

84.

85.

86.

87.

88.

British Journal of Applied Science & Technology, 3(4): 662-683, 2013

Liu BS-C, Furrer O, Sudharshan D. The Relationships between Culture and
Behavioral Intentions toward Services. Journal of Service Research. 2001;4(2):118-
129.

Luhmann N. Trust and Power, Chichester: Wiley, UK; 1979.

May WCS, Sculli D. The Role of trust, value and risk in conducting e-business,
Industrial Management & data Systems. 2002;102(9):503-512.

Mayer R, Davis J, Schooman F. An Integrative Model of Organizational Trust.
Academy of Management Review. 1995;20(3):709-734.

McAllister DJ. Affect- and Cognition-based Trust as Foundations for Interpersonal
Cooperation in Organizations. Academy of Management Journal. 1995;38(1):24-59.
McKnight DH, Chervany NL. The Meanings of Trust, Technical Report 94-04. Carlson
School of Management. University of Minnesota; 1996.

McKnight DH, Chervany NL. What Trust Means in E-Commerce Customer
Relationships: An Interdisciplinary Conceptual Typology. International Journal of
Electronic Commerce. 2002;6(2):35-72.

Meziane F, Kasiran MK. Evaluating Trust in Electronic Commerce: A Study Based on
the Information Provided on Merchants’ Websites. Journal of Operational Research
Society. 2008;59(4):464-472.

Moore GA. Crossing the Chasm, Harper Business, New York. 1995.

Moorman C, Zaltman G, Deshpande R. Relationships between Providers and Users of
Market Research: The Dynamics of Trust within and between Organizations. Journal
of Marketing Research. 1992;29(3):314-328.

Mukherjee A, Nath P. A Model of Trust in Online Relationships Banking. International
Journal of Bank Marketing. 2003;21(1):5-15.

Murphya GB, Blessinger AA. Perceptions of no-name recognition business to
consumer e-commerce trustworthiness: the effectiveness of potential influence tactics.
The Journal of High Technology Management Research. 2003;14(1):71-92.

Mutz D. Effects of Internet Commerce on Social Trust. Public Opinion Quarterly.
2009;73(3):439-461.

Nakata C, Sivakumar K. National Culture and New Product Development: An
Integrative Review. Journal of Marketing. 1996;60(1):61-72.

NAO (National Audit Office). The Passport Delays of Summer. HC 812. 1999, 27
October 1999, ISBN: 0102835993.

Noeteberg A, Christiaanse E, Wallage P. The Role of Trust and Assurance Services in
Electronic Channels: An Exploratory Study. Proceedings of the International
Conference on Information Systems. Charlotte, NC; 1999.

Nunnally JC, Bernstein IH. Psychometric Theory, New York: McGraw-Hill; 1994.
Palvia P. The Role of Trust in E-Commerce Relational Exchange: A Unified Model.
Information & Management. 2009;46:213-220.

Paviou PA. Chia L. What Drives Electronic-commerce across Cultures? A Cross-
Cultural Empirical Investigation of the Theory of Planned Behavior. Journal of
Electronic-commerce Research. 2002;3(4):240-253.

Paviou PA, Gefen D. Building Effective Online Marketplaces with Institution-based
trust. Information Systems Research. 2004;15(1):37-59.

Pham MT. Representativeness, relevance, and the use of feelings in decision making.
Journal of Consumer Research. 1998;25(2):144-159.

Ramirez A, Fatemeh M. Trust or Assurance: The Basis for E-commerce Success,
Proceedings of the 24th McMaster World Congress; 2003.

Ribbink D, Riel ACRV, Liljander V, Streukens S. Comfort your online customer:
quality, trust and loyalty on the internet. Managing Service Quality. 2004;14(6):446-
456.

681



89.

90.

91.

92.

93.

94.

95.

96.

97.

98.

99.

100.

101.

102.

103.

104.

105.

106.

107.

108.

100.

British Journal of Applied Science & Technology, 3(4): 662-683, 2013

Schaupp LC, Bélanger F. A Conjoint Analysis of Online Consumer Satisfaction.
Journal of Electronic Commerce Research. 2005;6(2):95-111.

Sebastianelli R, Tamimi N. Rajan M. Perceived Quality Of Internet Retailers: Does
Shopping Frequency And Product Type Make A Difference?. EABR & ETLC, Siena,
Italy; 2006.

Segars A, Grover V, Re-examining Perceived Ease of Use and Usefulness: A
Confirmatory Factor Analysis. MIS Quarterly. 1993;17(4):517-527.

Shareef MA, Kumar U, Kumar V. Role of Different Electronic- Commerce (EC) Quality
Factors on Purchase Decision: A Developing Country Perspective. Journal of
Electronic Commerce Research. 2008a;9(2):92-113.

Shareef MA, Kumar V, Kumar U, Misra SC. The Role of E-Sellers’ Overall Reputation
on Trust Formation, Purchase Intention and Purchase Satisfaction: A Developing
Country Perspective. International Journal of Electronic Marketing & Retailing. 2008b;
2(2): 105-134.

Shareef MA, Kumar U, Kumar V, Dwivedi YK. Identifying Critical Factors for Adoption
of E-Government. Electronic Government: An International Journal. 2009;6(1):70-96.
Shareef MA, Kumar U, Kumar V. Dwivedi YK. E-government Adoption Model (GAM):
Differing Service Maturity Levels. Government Information Quarterly. 2011;28(1):17-
35.

Shu B, Han I. The Impact of Customer Trust and Perception of Security Control on the
Acceptance of Electronic Commerce. International Journal of Electronic Commerce.
2003;7(3):135-161.

Simpson L, Lakner HB. Perceived risk and mail order shopping for apparel. Journal of
Consumer Studies and Home Economics. 1993;17(4):377-398.

Staples DS, Ratnasingham P. Trust: The Panacea of Virtual Management.
Proceedings of the International Conference on Information Systems. 1998;128-144.
Stewart KJ. Trust Transfer on the World Wide Web. Organization Science.
2003;14(1):5-17.

Straub, D, Watson, R. Research Commentary: Transformational issues in researching
IS and net-enabled Organizations. Information Systems Research. 2001;12(4):337-
345.

Taylor S, Todd PA. Understanding Information Technology Usage: A Test of
Competing Models. Information Systems Research. 1995;6(3):144-176.

Tsikriktsis N. Does Culture Influence Web Site Quality Expectations? An Empirical
Study. Journal of Service Research. 2002;5(2):101-112.

Urban GL, Sultan F, Qualls WJ. Placing trust at the center of your Internet strategy.
Sloan Management Review. 2000;42(1):39-48.

Urban GL, Amyx C, Lorenzon A. Online Trust: State of the Art. New Frontiers and
Research Potential. Journal of Interactive Marketing. 2009;23:179-190.

Vehovar V. Security Concern and Online Shopping. Accessed 8-9 June 2003.
Available: http://www.consumerwebwatch.org/pdfs/Slovenia.pdf.

Warne C, Holland CP. Exploring Trust in Flexible Working Using a New Model, BT
Technology Journal. 1999;17(1):111-119.

Whittington R, Pettigrew AM, Complementarities Thinking, in Innovative Forms of
Organizing, International Perspectives. Edited by Pettigrew, A. M; Whittington, R;
Melin, L; Sanchez-Runde, C; Van den Bosch, F; Ruigrock, W and Numagami, T.,
SAGE Publications; 2003.

Wicks AC, Berman SL, Jones TM. The Structure of Optimal Trust: Moral and Strategic
Implications. Academy of Management Review. 1999;24(1):99-115.

Wolfinbarger M, Gilly MC. eTailQ: Dimensionalizing, Measuring, and Predicting etail
Quality. Journal of Retailing. 2003;79(3):183-98.

682



110.

111.

112.

113.

114.

British Journal of Applied Science & Technology, 3(4): 662-683, 2013

Yang M, Lin B, Chandlrees N, Chao H. The Effect of Perceived Ethical Performance of
Shopping Websites on Consumer Trust. The Journal of Computer Information
Systems. 2009;50(1):15-24.

Zhan C, Dubinsky AJ. A Conceptual Model of Perceived Customer Value in E-
Commerce: A Preliminary Investigation. Psychology and Marketing. 2003;20(4):323—
347.

Zhang X, Prybutok V, Ryan S, Pavur R. A Model of the Relationship Among
Consumer Trust, Web Design and User Attributes. Journal of Organizational and End
User Computing. 2009;21(2):44-66.

Zheng J, Bos N, Olson JS, Olson, GM. Trust without touch: jumpstarting long-distance
trust with initial social activities. Proceedings of the 2001 SIGCHI conference on
Human factors in computing systems: Changing our world, changing ourselves.
2002;4(1):141-146.

Zwass V. Electronic Commerce: structures and issues. International Journal of
Electronic Commerce. 1996;1(1):3-23.

© 2013 Shareef et al.; This is an Open Access article distributed under the terms of the Creative Commons
Attribution License [http://creativecommons.org/licenses/by/3.0], which permits unrestricted use, distribution, and
reproduction in any medium, provided the original work is properly cited.

Peer-review history:
The peer review history for this paper can be accessed here:
http://www.sciencedomain.org/review-history.php?iid=226&id=5&aid=1314

683



