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A STUDY OF
THE SIGNIFICANT FACTORS
AFFECTING TRUST

IN ELECTRONIC COMMERCE












CHAPTER 1:

INTRODUCTION

1.1 PREAMBLE
Beijing Olympics Hit By Ticketing Scam
The website, www.beijingtickets.com, is being investigated after the International
Olympic Committee received complaints from hundreds of people in Britain, the
US and Australia who had handed over up to £30,000 for tickets to events in
Beijing, only to find the tickets did not exist. The 10C is launching legal action in

a Californian court today to shut down the site.

As of July 27, all events — except football matches outside Beijing — have been
officially sold out. However the scam website was today still advertising
hundreds of tickets for sale, including seats worth 32,150 to this Friday’s

opening ceremony.

The website features official-looking Olympic logos (which in itself is a breach of
copyright) and is so professional looking it reportedly even fooled online fraud

specialists.

(Source: www.timesonline.co.uk, August 4, 2008)

Reports of such internet fraud are very common. In the internet, customers make
purchases based on the cyberspace appearance such as pictures, images, quality
information, and video clips of the product, not on the actual experience (Lohse and

Spiller 1998; Kolesar and Galbraith 2000). Here, customers cannot touch, feel or smell






























CHAPTER 2: LITERATURE REVIEW

Rempel et al. (1985)

Cognition about the trustee

Doney et al. (1998)

Willingness to rely and be dependable updn another. This encompasses
trust as a set of beliefs (Fukuyama 1995; Larzelere and Huston 1980;
Rotter 1971) and willingness to behave (Luhmann 1979; McAllister
1995).

Burke and Stets (1999) | A belief that the there holds both goodwill and benign intent toward us.
Organizational
Authors (year) Definition(s)

Deutsch (1960) An individual's confidence in the intentions and capabilities of a
relationship partner and the belief that a relationship partner would
behave as one hoped.

Zand (1972) Consisting of actions that increase one's vulnerability to another whose
behaviour is not under one's control in a situation in which the penalty
(disutility) one suffers if the other abuses that valnerability is greater than
the benefit (utility) one gains if the other does not abuse that
vulnerability.

Zucker (1986) A set of expectations shared by all those involved in an exchange.

Anderson and

Expectations about the behaviour of the other company.

Narus (1990)

Sitkin and Roth (1993) | A belief in a person's competence to perform a specific task under
specific circumstances.

Hosmer (1995) Expectations that the other party will behave in accordance with

commitment, negotiate honestly, and not take advantage when

opportunity arises.

Mayer et al. (1995)

The willingness of a party to be vulnerable to the actions of another party
based on the expectation that the other will perform a particular action
important to the trustor, irrespective of the ability to monitor or control
that other party.

McAllister (1995)

The extent to which a person is confident in, and willing to act on the
basis of, the words, actions, and decisions of another. Includes cognition-
based and affection based trust.

Rousseau et al. (1998)

A psychological state comprising the intention to accept vulnerability
based upon positive expectations of the intentions or behaviour of
another.

McKnight et al. (1998)

One believes in, and willing to depend on, another party. Trust intention
(one is willing to depend on the other person in a given situation). Trust
beliefs (one believes the other person is benevolent, competent, honest,
or predictable in a situation).

Schoorman et al. (2007) | Willingness to take risks
Marketing
Authors (year) Definition(s)

Crosby et al. (1990)

Confidence that the trusted party will behave in the interest of the
customer.

Moorman et al. (1993)

A willingness to rely on an exchange partner in whom one has
confidence.
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To gain control of the social environment is a problematic task as people are complicated

and consider themselves as free agents. In most instances, their behaviour is not
necessarily rational or predictable. Such social complication with the necessity to
understand people leads to an assortment of social complexity reduction strategies
(Gefen et al. 2003). Such strategies usually take the form of engaging in an
interdependence relationship with the trustee (Luhmann 1979). This interdependence
makes one party achieve the necessary benefits by being reliant on the other (Rousseau
et al. 1998) that is, they trust the other party. By trusting, people reduce their perceived
social complexity through a belief that may, at times, people can be irrational and
understanding (Gefen et al. 2003). They ignore the risk of undesirable but possible future

behaviours on the part of the trusted party (Luhmann 1979).

The same scenario is also applicable in the case of the internet. The internet does not
have proper regulation and control over the activities of the e-vendor. Consumers have to
trust the e-vendor from which they purchase assuming, in reality, that the e-vendor will
be ethical and behave in a socially suitable manner, or else the overwhelming social
complexity will cause them to avoid purchasing (Gefen 2000). Previous research
supports this relationship, showing that trust increases purchase intentions directly
(Gefen 2000). In other buyer-seller relationships, trust has been observed to increase
purchase behaviour. (Ganesan 1994). This means that trust can form in an
interdependence relationship where there is uncertainty and chances of being vulnerable

(Jarvenpaa and Tractinsky 1999; Kollock 1999).

Trust is in a state of dynamism; it is not static (Rousseau et al. 1998). Trust changes over

time: it “builds, develops, declines, and re-surfaces” (Chen 2007). There are four stages

27









CHAPTER 2: LITERATURE REVIEW

In another study, Kim (2003) identified three factors to affect initial trust, viz. company
profile, supporting organization, and website quality. Using structural equation
modelling and multiple regression analysis for testing the data, the study shows that
website quality and company profile have a strong effect on the two dimensions but
supporting organization has a significant effect on goodwill but a weak impact on
competence. The study also took account of the moderating effect of another variable—
propensity of trust (referred as the predisposition developed to trust). Propensity of trust
moderated the relationship between company profile and goodwill as well as between
website quality and goodwill. It had no moderating impact on any relationships between
competence and any of three factors (company profile, supporting organization, and

website quality) as well as between goodwill and supporting organization.

In another study using Taiwanese participants, Chen and Barnes (2007) have found that
perceived security and privacy, perceived usefulness, perceived willingness to customize
products and services, and perceived good reputation are factors that affect initial trust
formation. Their study also found, that to enhance trust in websites, there needs to have
clear policies stating the privacy and security measures in these e-commerce websites.
Additionally, the study specifies that by providing full and detailed information of goods,
transaction guidelines, and delivery issues, e-commerce websites can remove customer
doubts and improve trust. Lastly, the study shows that if online vendors demonstrate
being responsive by customizing the products and services as well as by improving their

reputation, the functional barriers of not trusting websites will be removed.
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CHAPTER 2: LITERATURE REVIEW

Some studies (e.g. Corbitt et al. 2003; Park and Kim 2003) complained that the analytical
methods used in their research were not appropriate for achieving a conclusion. They
(Corbitt et al. 2003; Park and Kim 2003) recommended that advanced statistical
techniques be used in future research. Therefore, in line with their (Corbitt et al. 2003,
Park and Kim 2003; Kim 2003) arguments, this study uses advanced statistical technique
such as structural equation modelling, which is suitable for analyzing the relationships as

well as the inter-relationships amongst variables simultaneously.

2.6 SUMMARY

By reviewing the existing literature on trust in e-commerce this chapter identified a total
of eight (8) factors that affect trust. These include Mérket Orientation, Perceived
Security and Technological Trustworthiness, Social Presence, Relational Benefit, User
Interface Quality, Perceived Product and Service Information Quality, Web Experience,
and Web Retailer Reputation/Organizational Reputation. These factors will be used in
chapter 3 to develop a theoretical framework of the study to explain the relationship and
inter-relationships of the factors that affect trust in e-commerce. Additionally, this
chapter explains the theoretical and methodological gaps in the previous studies which

serve as the impetus for this research to address these weaknesses and limitations.
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CHAPTER 3: THEORETICAL FRAMEWORK OF THE STUDY

and simple customers can process it quicker and thus make quick low risk decisions
(Zhang et al. 2000; Wang and Strong 1996). Therefore, high perceived product and
service information quality should lead to higher relational benefit. Therefore, it can be
hypbthesized that:

H6 (b): Perceived product and service information is positively related to

relational benefit.

3.9 IMPORTANCE OF WEBSITE REPUTATION

A number of authors emphasize website/organization reputation as one of the precursors
of trust in a buyer-seller relationship (Yoon 2002; Jarvenpaa et al 2000; Doney and
Cannon 1997; Ganesan 1994; Anderson and Weitz 1989). In the e-commerce context,
reputation has been termed as the image that buyers have about the e-commerce (Doney
and Canon 1997). The concept of website reputation is derived from the signalling
theory. The signalling theory explains why the reputation of an organization could
provide the customer with additional information in the form of signals, which is
believed to further the customers’ online purchase behaviour (Rogers 1983). The crux of
signaliing theory is that the customer will perceive strategies, actions, or other
organizational aspects in market interaction as costly for bad businesses and profitable
for good ones (Ippolito 1990). A strategy that is perceived to be differentiating between
good and bad businesses is called a signal (Boulding and Kirmani 1993). Therefore, to
have confidence and trust in any businesses, the customers will look for such ‘signals’.
Signals may indicate that an organization is bad and thus dealing with it is costly, or that

it is good and thus dealing with them is profitable (Ruyter et al. 2001). Thus, customers

. _.using these . signals- can  interpret the information - available about the: e-commerce
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CHAPTER 3: THEORETICAL FRAMEWORK OF THE STUDY

websites, in a way that helps them decide whether to make a purchase from the website
or not (Boulding and Kirmani 1993). If positive, the interpreted information will have a
profound effect on the customer attitude and behaviour towards the e-commerce website.
This is ‘good reputation’ and is a valuable asset for e-commerce websites (Jarvenpaa et

al. 2000).

It is often perceived that organizations with a good reputation are placing great
importance on maintaining it (Ruyter et al. 2001; Chiles and McMackin 1996). Such
organizations will incur high costs (in the form of loss of reputation) when they deliver
bad products or services to their customers (Axelrod 1984). On the other hand
organisations with bad reputation will not incur these costs as they do not attach value to
the loss of reputation. Thus, customers are more likely to trust those e-commerce
organizations that have a good reputation (Ruyter et al. 2001; McKnight and Chervany
2002). Therefore it is hypothesised that—

H7: Importance of website’s reputation significantly influences customers’ trust

in e-commerce.

The link between reputation and trust of e-commerce websites has been examined before
by Ruyter et al. (2001) and Jarvenpaa et al. (2000). However, these two studies focused
on the reputation of specific websites (previously pre-selected by the researchers).
Therefore, they did not examine the general importance placed on reputation by
customers. As will be explained in the methodology chapter, this study will focus more
generally of the importance placed by consumers on a website’s reputation rather than

the reputation of a specific website.
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CHAPTER 3: THEORETICAL FRAMEWORK OF THE STUDY

shopping online, and will have more trust in e-commerce. Thus, it can be hypothesized

that—

HS8(a):High Levels of perceived security and technological trustworthiness will
lead to high levels of trust for customers with more experience of the web

compared to customers with low experience.

Similarly, Miyazaki and Fernandez (2001), in a study on privacy and security issues and
associated risk in online shopping, reported that web experience is negatively related to
perceived risk of conducting online transactions. This means that as customers browse
and purchase from the internet, they gather more information from their experience. The

result is increased trust and reduced risk.

Miyazaki and Fernandez’s (2001) study used limited sample size and they themselves
were concerned about the generalizability of their findings. Therefore, as per their
recommendations, their findings require further testing using large samples. In this study,
a large sample is being used. Hence, it is worth testing whether web experience
influences the relationship of trust and perceived risk. Therefore, it can be hypothesized

that—

HS8(b):High Levels of trust will lead to lower levels of risk for customers with

movre experience of the web compared to customers with low experience.
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3.11 SUMMARY OF HYPOTHESES

Based on the arguments and evidences placed above, the hypotheses are:

H1

H3

H4

H5

Hé

Hé6

H7

H8

H8

Consumer trust in e-commerce is negatively related to perceived risk in e-

commerce.

Perceived security and technological trustworthiness is positively related to trust

in e-commerce.

Perceived market orientation is positively related to trust in e-commerce

websites.

Social presence is positively related to customers’ trust in e-commerce websites.

Relational benefit is positively related to trust in e-commerce.

(a) User interface quality is positively related to relational benefit.

(b) Perceived product and service information is positively related to relational
benefit.

Importance of websites’ reputation significantly influences customers’ trust in e-

commerce.

(a) High Levels of perceived security and technological trustworthiness will
lead to high levels of trust for customers with more experience of the web
compared to customers with low experience.

(b) High Levels of trust will lead to lower levels of risk for customers with

more experience of the web compared to customers with low experience.

The hypothesized relationships are depicted in the theoretical framework of figure 3.1.
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FIGURE 3.1: Proposed Model of the Factors affecting Trust in E-Commerce
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CHAPTER 4: METHODOLOGY OF THE STUDY

explain the relationships and the inter-relationships amongst the factors affecting trust (as

described later in chapter 5).

A survey usually uses a questionnaire to collect data although there are other survey
techniques such as structured observations and structured interviews. Questionnaires are
mostly suitable when there are standardized questions. This is because they are easy to be
interpreted in the same way by all the respondents (Robson 2002). It also serves the purpose
of collecting responses that can be translated to data to examine and explore the relationship
between variables in a particular cause-and-effect relationship (Gill and Johnson 2002).
Questionnaires are also preferable in situations when the population is large (Saunders et al.
2007). As stated later, an online survey will be used to collect responses, and therefore, for
this situation a questionnaire will be considered highly suitable (Chen 2004). The
determination of the choice of using a questionnaire also depends on the type of respondents
(Saunders et al. 2007). As mentioned earlier that this study is aimed for online consumers,
and to reach this particular group of respondents, the most appropriate technique will be to
use a self-administered online questionnaire. An online survey will serve as a natural filter to
exclude individuals who have never had used the internet. This is made possible by
introducing control variables enabled with specific programrﬁing features installed on the

website (which is discussed in more detail later).

However, there are certain drawbacks in using questionnaires. A questionnaire will not be
capable of covering all the questions in the survey for the respondents to answer. However,
researchers attempt to include as much as questions required for the study. Moreover, there
may be cases when the respondents are not honestly answering the questions to the best

_interest -of the. researcher. This .is a. drawback-which. can hardly. be. controlied: by the. -
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CHAPTER 4: METHODOLOGY OF THE STUDY

The aim of using this pilot study is to emulate procedures proposed for the main study
(Dillman 2007). Since most of the items were derived from previous studies, it indicated
that to some extent that the constructs were well tested. But questionnaires applicable for
one study or in one situation may not be applicable for another study or situation (Bruce
2004), and therefore to overcome this drawback, this pilot study is done to identify flaws
or weaknesses in the overall questionnaire, and to see its applicability in the contextual
setting of this research. Moreover, as the questionnaire has been developed based on
items from previous studies, basic statistics like test of reliability, is sufficient to ensure

reliability and internal consistency of the measures (Corbitt et al. 2003; Kim 2003).

The results of the analysis for reliability of the items are shown in table 4.16.

Table 4.16: Tests of Reliability of the Variables in the Pilot Study

Variable ' Cronbach Alpha
Trust 0.74
Risk 0.60
Market Orientation 0.51

Perceived Security and Technological

0.73
Trustworthiness
User Interface Quality 0.83
Perceived Product Information Quality 0.50
Relational Benefit 0.52
Importance of Websites’ Reputation 0.58
Social Presence 0.71
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CHAPTER 4: METHODOLOGY OF THE STUDY

sample values and its score is 1.96, and three standard deviations include about 99% of

the sampled values and its score is 2.58 (Czaja and Blair 2005).

&% is the approximation of the population variance, the square of the standard deviation
of the population. In most cases, it is not possible to have the population variance and
therefore, researchers have to rely on previous studies (Czaja and Blair 2005;
Tsinopolous 2003; Thompson 2002). On review of existing literature, very few studies
have reported the population variance in their study. One of the studies of Pavlou (2003)
show that the standard deviation for the trust factor is 1.32. Pavlou’s (2003) study used a
’large sample size and respondents were obtained randomly. Alternatively, in another
study by Lee and Turban (2001), a value for standard deviation for trust in internet
shopping was provided but the study suffered from use of student samples and around 95
per cent of the users had no prior experience of shopping online. Moreover, their (Lee
and Turban 2001) study was conducted in an experimental setting asking respondents to
assume that they had purchased from some pre-selected websites, and on the basis of
which their perceptions were derived. Therefore, for this research, the value as stated by

Pavlou (2003) was used.

Czaja and Blair (2005) notes that, there are few aspects of this formula that should be

considered in selecting it—

(a) The formula is based on selection of elements by simple random sampling. However,
in reality, few samples are derived using random sampling technique and therefore,

this formula is only a guide to sample size requirements.

(b) Second, the formula applies only to a variable in percentage form. Metric variables

such as income require the more traditional method of calculating a variance.
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CHAPTER 4: METHODOLOGY OF THE STUDY

(a) Parsimony Goodness-of-fit (PGFI): It adjusts the GFI using the PR. When two models are
compared, the one with the higher PGFI is preferred based on combination of fit and
parsimony represented by this index (Byrne 2001).

(b) Parsimony Normed Fit Index (PNFI): It is a measure derived from adjusting the NFI by
multiplying it with the PR (Mulaik et al. 1989). Like the PGFI, when comparing models,

high values indicate better fit.

Guidelines for Evaluation of Fit Indices and Establishing Acceptable Fit

In accepting fit for a model, it is necessary to realize that SEM is mainly used in any data
analysis for testing hypothesis and not to get a good fit. In fact, getting a desired fit value on a
fit index may result in poor practices in model specification (Kenny and McCoach 2003;
Little et al. 2002; Marsh et al. 1988). Therefore, it is recommended that fit indices can be
increased based on the notion that it does not compromise with testing of the theory that is

under consideration (Hair et al. 2006).

There are some guidelines for using fit indices and cut-off values for determining the

acceptability of fit for a given model (Hair et al. 2006). These are illustrated as follows—

(i) Using multiple indices of different types: It is recommended that a fairly common set
of indices: GFI, AGFI, CFI, TLI, and RMSEA, should be used as has been indicated
by previous research (Marsh et al. 2004). These indices have been found to perform
adequately across a wide range of situations.

(i)  Adjusting the index cut-off values based on model characteristics: The following table
shows the guidelines for using fit indices showing the acceptable level and the

interpretation—
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CHAPTER 5:

DATA ANALYSIS AND RESULTS

This chapter frames out the analysis of the data and presents the results leading to the testing
of the hypothesis. The first section presents some descriptive statistics and explores the
demographic characteristics of the respondents. In the next section, data is checked to see
whether it meets the pre-requirements for multivariate data analysis. Once the data is
considered fit from the preliminary analysis, the next step involves applying the multivariate
statistics. A four step approach is being adopted to use the multivariate data analysis starting
with exploratory factor analysis, development of the measurement model with confirmatory
factor analysis, development of the structural model, and finally testing of the hypothesis

using Structural Equation Modelling.

The results of the analysis that is, testing of the hypotheses HI-H7 are presented in page 172
along with the model! in figure 5.5. The model shows the parameter estimates explaining the
relationship and inter-relationships of the factors that affect trust in e-commerce. The results
of testing the remaining hypotheses H8(a) and H8(b) are placed in page 179. In section 5.10
(from pages 180-189), illustration are provided of the additional tests to see whether the
parameter estimates explaining the relationships in the model (as shown later in figure 5.5)

vary across sample groups with varying gender, age, and income.

5.1 DESCRIPTIVE STATISTICS
Descriptive statistics or descriptive analysis is a process of transforming raw data into a form
which will make them easy to understand and interpret (Zikmund 2000, p. 436). Analysing

the data .involves. displaying the demographic- characteristics of the respondents and-then
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conducting some preliminary analysis on the data to check whether they comply with the pre-

requirements of multivariate data analysis.

5.1.1 Demographic and other Characteristics of the respondents and Internet Usage

The demographic characteristics analysed in this study include age, sex, level of education,
and household income. Compared to other research, the questions relating to personal
/demographic characteristics were less as the number of questions relating to the study was
more. This was done so that respondents move on to the questions relating to the study

instead of loosing interest in the survey (as per Dillman 2007).

As mentioned earlier, this study used an online survey and a total of 789 responses were
achieved, of which 72 respondents never used the internet to purchase anything online, 14
were deleted as the respondents provided similar scores to the items in the questionnaire
indicating that they did not actually involve themselves in the survey. Therefore, a total of
703 usable responses were obtained of which 343 were female (48.8%) and 360 were male
(51.2%). Table 5.1 provides a brief summary of the demographic profile and internet usage of
the respondents. Additionally, descriptive statistics showing the median, mode, mean,

standard deviation, variance, skewness and kurtosis are provided in Appendix B.
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by the respondents is provided in Appendix C. Therefore, it can be inferred that all items

conform to standards of normality of distribution.

Some statisticians (like Pallant 2007) also recommend additional tests like Kolmogorov-
Smirnov and Shapiro-Wilk tests. However, as stated earlier, since this study involves a large
sample size, it is very easy to get significant results of deviation from normality with such
tests. Therefore, in case of large samples, a significant test does not necessary tell whether the
deviation from normality is sufficient to bias any statistical procedure that is applied to the
data (Field, 2005, p. 93). Hence, as recommended by Field (2005), Pallant (2007), and Hair et
al. (2006) it is better to rely on the graphical analysis (i.e. to look into the shape of the
distribution visually) as done earlier to detect any non-normality in addition to the measures

of the skewness and kurtosis.

5.2.2 Detection of Outliers

Once the normality of the distribution is ensured, it is necessary to check whether there are
any outliers in the distribution. Outliers are observations with a unique combination of
characteristics identifiable as distinctly different from the other observations (Hair et al. 1998,
p. 64). Typically, it is judged to be an unusually high or low value on a variable, or a unique
combination of values across several variables that make the observation stand out from the

others (Hair et al. 2006, p. 73).

To check whether the distribution has any outliers, the histograms as in Appendix D are
inspected. As per Pallant’s (2007, p. 61) suggestion, the tails of the histogram are first
inspected to find out whether any data points are sitting on their own, i.e. whether they are

outside the normal distribution. Some constructs reveal that there are some data points in
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CHAPTER 5: DATA A

5.4.2 The Confirmatory Factor Analysis: Development of the Measurement Model

The essence of developing a measurement model of all the variables is to produce a
confirmatory result to see whether the items load on the factors that have been theorized. The
measurement model is used to define the relationships between the latent variables and the
observed variables (Schumacker and Lomax 2004, p. 200). In this study measurement
models are developed using AMOS 6.0 for each and every measurement items. Initially, the
development of the model starts with model specification. Standard rules and procedures are
applied so that the sample used in conducting the confirmatory factor analysis (CFA) can be

used in to test the structural model (SEM).

Before conducting CFA, the first thing is to check whether the items for the construct have
face wvalidity. Since the questions (item wordings) for the constructs represent the
conceptualization of the literature of each and every variable, it can be interpreted that face
validity is ensured. In addition, Hair et al. (2006) says before conducting the measurement
model the within and between-error covariance terms should be fixed to zero and all measured

variables should be free to load on one construct. Thus, this is also ensured.

The measurement model is shown in Fig.5.1 as developed in AMOS 6.0. The constructs are
independent, all constructs are allowed to correlate with all other constructs, all measured
items are allowed to load on one construct only, and the measurement error items are not
allowed to relate to any other measurement variable. As a rule of thumb, the measurement
model must have at least three items per construct (Schumacker and Lomax 2004; Kline 2005,
Hair et al. 1998); therefore the order condition is satisfied and the model is overidentified.
Given the number of indicators and an adequate sample size, no problems with rank condition

are expected either. If there are such problems, it will emerge later during the analysis (Hair et
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because of theoretical importance of these items to the study (Hair et al. 2006). The same is

the case for TRUST 1 and TRUST 2 with residuals to be 6.19, but since both items are of

significant importance to theory of the study, they are retained.

The fourth largest residual is 7.15 between SEC_TRST1 and SEC_TRST?2. Both these items
have loadings less than |0.5] and the modification index is 68.15, which is very high. On
inspection of the question of item SEC_TRST2 and based on the results of the analysis, it

further depicts deletion of this item for modification to the model.

RISK 4 is the item which has largest number of residuals with SPIR_3 (6.00), SPIR_]I
(5.79), SPIR_2 (5.91), SEC_TRST1 (25.30), TRUST_7 (-4.59), TRUST_6 (-4.39), and
TRUST 5 (4.81) and their respective modification indices were 45.08, 42.93, 43.51, 26.56,
33.17, and 23.20. Also RISK 4 has low loadings and all these results indicate deleting the

item from the model.

MKT OR 1 and UIQ 1 have a residual of 6.23. MKT_OR_1 has low standardized loadings
and the modification index is 42.20. EFA also revealed that MKT _OR_1 had cross loading
problems, and therefore, the item is now deleted. Further inspection reveal that a number of
other items do have residuals greater than |4.00| but since they were of substantial theoretical
importance to the study, they are retained for the model. Various authors [Schumacker and
Lomax 2004; Hair et al. 1998, 2006; Garson (n.d.); Bagozzi et al. 1991, p. 421] have
recommended to depend on the theory to develop the model rather than absolutely rely on the

modifications recommended by the data.
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Once the residuals and the modification index have been checked, the next step involves
introducing the covariance as indicated in the Modification Index for further modification of
s

the model . Now, when all modifications have been done, the measurement model takes the

shape as follows—

Figure 5.2: The Measurement Model after modifications made as indicated by

Modification Indices and Standard Residual Loadings
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Table 5.8: Standard Regression Co-efficients of the Structural Model (before

respecification)

Unstaqdardized Stan(!ardized S.E. t-values

Estimates Estimates

TRUST <--- MKT_OR 261 426 .044 5.873*
TRUST <--- REL _BEN 488 538 .073 6.688*
TRUST <--- SEC_TRST 360 412 .048 7.562*
TRUST <--~ ORG_REP -.036 -.070 022 -1.669 (n.s.)
TRUST <--- SPIR -.032 -.069 017 -1.899 (n.s.)
RISK <--- TRUST -.835 -.365 117 -7.108*
REL BEN <--- UIQ .906 1.014 137 6.634*
REL_BEN <--—- PPIQ -.085 -.130 074 -1.146 (n.s.)

* t-values are significant (i.e. p <0.001).
n.s.: t-values are non-significant (i.e. p > 0.05).

Table 5.9: Standard Regression Co-efficients of the Structural Model (after addition of

new paths between ORG_REP - SEC_TRST and SPIR - SEC_TRST)

Unstandardized Standardized S.E. t-values
Estimates Estimates .

TRUST <--- MKT_OR 263 417 .044 5971*
TRUST <--- REL_BEN .483 515 .074 6.517*
TRUST <--- SEC_TRST .363 412 .049 7.463*
TRUST <--- ORG_REP -.056 -.088 .032 -1.756 (n.s.)
TRUST <--- SPIR -.040 -.083 017 -2.305 (n.s.)
RISK <--- TRUST -.825 -372 112 -7.340*
SEC_TRST <--- ORG_REP 218 .303 .043 5.081*
SEC TRST <--- SPIR 093 172 024 3.847*
REL_BEN <-- UIQ .904 1.011 136 6.636*
REL BEN <--- PPIQ -.081 -.124 .074 -1.093 (n.s.)

* t-values are significant (i.e. p <0.001).
n.s.: t-values are non-significant (i.e. p > 0.05).
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On the basis of the results presented in figure 5.5, the summary of the results of the

hypothesis tested are provided in table 5.12.

Table 5.12: Results of the Testing of the Hypothesis

Hypothesis Results
H1 Consumer trust in e-commerce is negatively related to perceived risk Supported
in e-commerce.
H2 Perceived security and technological trustworthiness is positively
) Supported
related to trust in e-commerce.
H3 Perceived market orientation is positively related to trust in e-
i Supported
commerce websites.
H4 Social presence is positively related to customers’ trust in e-commerce
) Not Supported
websites.
H5 Relational benefit is positively related to trust in e-commerce. Supported
H6 (a) User interface quality is positively related to relational benefit. Supported
H6 (b) Perceived product and service information is positively related to
, Not Supported
relational benefit.
H7 Importance of website’s reputation significantly influences customers’
Not Supported

trust in e-commerce.

The results show that hypothesis H1 is supported indicating that as customer trust increases,

perceived risk associated with e-commerce decreases. In terms of direct influence of the

factors on trust, the findings show that hypothesis H2, H3, and H6, are supported. This means

that Perceived Security and Technological Trustworthiness, Market Orientation, and

Relational Benefit directly influence trust. Other factors, viz. social presence and importance

of websites’ reputation fail to show direct influence on trust leading to rejection of the

hypothesis H4, and H7. The hypothesis, H6(a) was supported showing significant influence

of User Interface Quality on Relational Benefit but the hypothesis, H6(b) was not supported
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5.8 DIRECT, INDIRECT AND TOTAL EFFECTS IN THE STRUCTURAL MODEL:
The standardized direct, indirect and total effects demonstrated by the structural model are
demonstrated in table 5.14. The highest direct effect in the structural model was the influence
of User Interface Quality (UIQ) on Relational Benefit (REL_BEN) which was 0.989 and is
the path estimates between these two variables. The indirect effect that was the largest was
the influence of User Interface Quality (UIQ) on trust (TRUST) amounting to 0.475. This
amount is calculated by multiplying path estimates for the relationship between User
Interface Quality (UIQ) and Relational Benefit (REL_BEN) and the path estimates between
Relational Benefit (REL_BEN) and trust (TRUST). The strongest standardized total effect
was the influence of User Interface Quality (UIQ) on Relational Benefit (REL_BEN) which

was 0.977, and was derived by adding the standardized direct and indirect effects.
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Table 5.14: Direct, Indirect and Total Effects demonstrated in the Structural Model

MKT _OR ORG_REP SPIR UIQ PPIQ REL BEN SEC_TRST TRUST RISK
Standardized Direct Effects
REL_BEN .000 .000 .000 .989 -.106 .000 .000 .000 .000
SEC_TRST .000 298 157 .000 .000 .000 .000 .000 .000
TRUST 367 .000 .000 .000 .000 480 380 .000 .000
RISK .000 .000 .000 .000 .000 .000 .000 -.364 .000
Standardized Indirect Effects
REL BEN .000 .000 .000 .000 .000 .000 .000 .000 .000
SEC_TRST .000 .000 .000 .000 .000 .000 .000 .000 .000
TRUST .000 114 .060 A75 -.051 .000 .000 .000 .000
RISK -134 -.041 -.022 -173 .018 -.175 -.138 .000 .000
Standardized Total Effects
REL_BEN .000 .000 .000 .989 -.106 .000 .000 .000 .000
SEC_TRST .000 298 157 .000 .000 .000 .000 .000 .000
TRUST 367 114 .060 475 -.051 480 .380 .000 .000
RISK -.134 -.041 -.022 -.173 .018 -.175 -.138 -.364 .000
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Multi-group analysis is again used to check the influence of gender on consumer trust in e-
commerce. Multi-group analysis enables to test for lack of metric invariance as have been
stated earlier. Now, to test for lack of metric invariance, these two groups of samples are
tested in an unconstrained structural model initially. Again, the actual sample is split into two
groups— male and female. The analysis is again conducted using the same structural model
with the loadings allowed to be estimated freely in all the two groups but simultaneously
rather than separately. Before testing for the two samples simultaneously in an unconstrained
structural. model, the model needs to be tested separately across these two groups of
respondents. Table 5.16 shows that the fit indices indicate good fit (Hair et al. 2006; Byrne
2001). Next, the model is tested by constraining the measurement weights and factor
structure weights amongst the two groups in the model (Schumacker and Lomax 2004). The

results are also shown in table 5.16.

Table 5.16: Fit Indices Derived in Multi-group Analysis of Male and Female
Respondents Using an Unconstrained Model and a Model Constraining Measurement

Weights and Factor Structural Weights

¥ df CFI | RMSEA | PNFI Ay
Individual Groups
Male | 1176.0 | 633 0.911 0.049 0.707

Female | 1239.1 633 0.905 0.053 0.706
Unconstrained 2415.1 | 1266 0.908 0.036 0.707
Model
Measurement 2449.8 | 1296 0.908 0.036 0.721 32.7 (30)
Weights Constrained
Factor Structural | 2466.8 | 1304 0.907 0.036 0.725 39.2 (38)
Weights Constrained

The findings of the analysis reveal that the ¥’ is significant when the model is tested with

_héving thre'parameters unconstrained as well as when constraining both the measurement - ~ -
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model. However, PLS method is not suitable for ensuring unidimensionality which is
necessary for explaining relationships in complex models (Chin 1998). In this study, a
covariance based SEM technique is used. This is suitable for complex relationships involving
larger variables where the overall fit of the entire observed covariance matrix is examined

within the hypothesized covariance model (Gefen et al. 2000).

Furthermore, in a study by Chen (2004), the relationship between trust and risk was also
found to be negative, but the study (Chen 2004) indicated that perceived risk served as a
factor to influence online trust. This contradicts the present study findings as well as those of
other researchers like Slyke et al. (2006), Paviou (2003), and Jarvenpaa et al. (2000). The
findings in this present study indicate that the various factors affecting trust leads to building
trust in the minds of the customers which then leads to reduced risk perceptions. It means that
perceived risk is not a factor to influence online trust but is an outcome of the results of

trusting an e-commerce website.

Another aspect about previous studies (Slyke et al. 2006; Pavlou 2003; Jarvenpaa et al. 2000)
is that perceived risk serves as a mediating role to explain the indirect effect of trust on
willingness to purchase/purchase intentions. In this study, reduced perceived risk is found to
be the outcome of the direct relationships of other factors influencing trust. This means that
the factors that affect trust have an indirect effect on perceived risk with online trust, which

plays the mediating role.

While explaining the relationship between trust and perceived risk, this study also explored

the dimensions to measure trust in e-commerce. This is discussed in detail in the next section.
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CHAPTER 6: DISCUSSIONS

specific websites means less positive perception about the websites’ features for conducting

the transactions safely and protecting the personal information of the customers.

In conclusion, it can be stated that this finding is a significant contribution to research on
factors affecting trust. This phenomenon of a mediating role for SEC_TRST between trust
and the two factors of social presence and ORG_REP has not been reported in any previous
studies. Both these factors indirectly affect online trust indicating the fact that they will not be
able to influence online trust unless there is perception that the websites are safe and secured

and the websites are capable of processing of transactions safely.

6.2.9 H8(a): High Levels of perceived security and technological trustworthiness will
lead to high levels of trust for customers with more experience of the web
compared to customers with low experience
&

HS8 (b): High Levels of trust will lead to lower levels of risk for customers with
more experience of the web compared to customers with low experience

Both these hypotheses H8 (a) and H8 (b) were rejected. The major implication of this finding

is that the model developed in this study (as displayed in figure 5.5) holds good across both

highly experienced and less experienced group of respondents. Additionally, the findings
suggest that with the development of security and privacy measures over time, concerns for

these issues will not vary across users with different levels of web experience. There are a

variety of reasons why such things may happen.
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are no major differences in demographic characteristics between the sample and the available
census survey. Finally, the resulting structural model (Figure 5.5) was cross validated across
samples varying in gender, age, and income, and no differences in parameter estimates were

found.

Although it is acknowledged that all e-commerce consumers did not have equal probability of
completing the survey and therefore the final sample cannot be entirely free from bias, the
above actions have limited its impact to the results. Therefore, this research did not fully
meet one of its original aims i.e. using probability samples to ensure representativeness of the
sample to the population. However, when compared with previous studies in the same field
the results of this study are more generalizable as (a) it has achieved a considerably larger
sample (e.g. Chen 2006; Corbitt et al. 2003; Jarvenpaa et al. 2000); (b) it has used the general
population instead of student populations as subjects to the survey (e.g. Cyr et al. 2007;
Corbitt et al. 2003; Ribbink et al. 2004; Gefen and Straub 2003, 2004; McKnight et al.
2002a); and (c) it has used advanced analytical techniques such as structural equation

modelling (e.g. Corbitt et. al. 2003; Kim 2003).

To address the above concerns future research needs to compile samples which are free from
bias. This could be achieved by attaching invitations to popular search engines such as
www.google.com. Furthermore, future studies can ensure generalizability by adding more

control variables, such as nationality and user preferences.
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6.4 SUMMARY

This chapter provides detail of the theoretical and practical implications of the results of the
testing of the hypotheses as has been conducted in chapter 5. In addition, the findings are

compared to that of previous studies. The methodological and theoretical limitations of

previous researches are also addressed in this chapter.
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CONCLUSIONS

7.1 OVERVIEW

Throughout this thesis, it has been aimed to advance and contribute this research towards
addressing the research questions that have been established in chapter 1. This chapter
presents an overview of the research questions and how they were addressed, and provides

explanation of how they contribute to existing knowledge.

To address the research questions, this study started with review of the existing literature on
factors affecting trust in e-commerce. A theoretical framework was devised leading to the
development of a model providing a comprehensive list of factors affecting trust in e-
commerce as derived from previous research . To test this model and based on the nature of
this research (as discussed in chapter 4), a survey technique is adopted in this study to collect
data. The survey is based on the actual experience of the respondents irrespective of the
websites from which they might have purchased. The responses collected were encoded énd
transferred to a database and then put in a format to facilitate analysis. The responses of 789
respondents were collected, of which 703 were usable. Besides treating the demographic
characteristics of the respondents by simple statistical analytical tools, a multivariate data
analysis with exploratory factor analysis using principal component analysis, confirmatory
factor analysis (CFA), and structural equation modelling (SEM), was used for analysis of the
data. Hence, on the basis of the analysis of the data, the study enabled to gather answers to
these research questions. These are now discussed in detail and provide the major theoretical

-contributions of this study:

223



CHAPTER 7: CONCLUSIONS

7.2 ANSWERS TO THE QUESTIONS
The research questions are placed in italics and they are answered as follows. Based on this

discussion, the next section explains how the findings contribute to existing knowledge.

B How do we measure trust in online transactions?

To address this question, in chapter 2, on review of the dimensions cited by various
researchers, it was concluded that there are four dimensions— ability, benevolence, integrity,
and predictability. To confirm whether these four dimensions constitute to trust measurement
in e-commerce, in chapter 5, confirmatory factor analysis was used in the data analysis. The
results indicated good fit and hence confirmed the validity of the four dimensions in

measuring trust.

E  What are the factors that affect trust in e-commerce?,

To answer this question, chapter 2 reviewed the existing literature and concluded that trust in
e-commerce transactions is affected by market orientation, relational benefit, perceived
security and technological trustworthiness, user interface quality, relational benefit,

importance of websites’ reputation and social presence.

B How do the factors affecting trust relate and inter-relate to each other?

To address this question, chapter 3 developed a theoretical framework of this study. A model

was developed to explain the factors that affect trust in e-commerce. The findings in chapter

5 confirm that there are three factors that have a direct influence on trust, viz. market

orientation, perceived security and technological trustworthiness, and relational benefit.
Additiong}]y, thg
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indirect effect on trust with perceived security and technological trustworthiness playing the
mediating role. Moreover, user interface quality influences relational benefit to explain the
indirect effect of user interface quality on trust. The findings also show that the relationship
between perceived risk and trust is inversely related and there is no relationship between

perceived product and service information quality and relational benefit.

7.3 THEORETICAL CONTRIBUTIONS OF THIS STUDY

Based on the discussions of how the research questions have been addressed, the major

contributions to knowledge are summarized as follows:

£ The developmc;nt of a comprehensive model explaining the dependence and inter-
dependence of the factors affecting trust in e-commerce.

B Understanding trust in e-commerce as a multi-dimensional construct cons_isting of four
dimensions— ability, benevolence, integrity, and predictability. Hence, e-commerce
websites will be trusted when the trustee (that is, e-commerce websites) will demonstrate
these four dimensions. |

E Explaining the relationship between trust and perceived risk in online transactions to vary
inversely. This means that as trust in e-commerce increases, perceived risk will decrease.
This also means that the factors that affect trust directly or indirectly will lead to an
ultimate indirect effect on perceived risk that is, reduced perception of risk in online

transactions.

The model developed in this study holds well across different samples of respondents. Using

a large sample size, the model was tested across different samples with varying

characteristics. Hence, there are no differences in factors affecting trust in e-commerce across
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men and women as well as between people with varying age groups and varying income.

Similarly, differences in web experience do not pose substantial significant changes in
parameter estimates in the model. This means that the results of this study are generalizable

to a certain extent.

7.4 CONTRIBUTIONS FOR MANAGERIAL AND BUSINESS PRACTICES
In addition to contributing to existing knowledge, the study also has certain contributions for

managerial and business practices. These are now discussed in detail as follows—

Firstly, user interface quality had an indirect effect on trust with relational benefit playing the
mediating role. Online businesses need to develop their websites in such a way that it is
convenient in navigation and use for customers. Convenience not only means the ease of
browsing and search for products; it also includes the capacity to download the web pages of
the website with ease and speed. Moreover, businesses must focus on the layout of the
website in order to make information search easier and simpler. A layout provides the actual
impression of the website that a customer obtains when he first enters that website through
the browser. Customers use the e-commerce websites usually to gather information and
compare products and services with offline stores. If ease of obtaining information is ensured,
then customers feel relaxed and will be attached to the websites. This will increase

confidence and improve trust on the websites.

Secondly, market orientation was confirmed to be one of the factors that affect trust directly.

The study contributes to the understanding that customers are sensitive and expect online
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Therefore, products and services need to be catered to the tastes and preferences of the
customers. Moreover, managers need to ensure that customer enquiries about the product or
anything related to the business need to be dealt quickly and in a responsible manner. This

will eventually result in increased trust in online transactions.

Thirdly, social presence was found to influence perceived security and technological
trustworthiness which then influenced online trust meaning that e-commerce websites need to
develop features which will create a sense of warmth and belongingness to the customer.
These features include a welcome message and personalized greetings when the user opens
the website. Other ways of creating a sense of warmth is a means of direct communication
with the web vendors through online chatting portals. This enables customers to directly
interact with the sales advisor and enquire about any questions relating to their purchase. This
inputs a feeling to the customer that there is someone behind the technical feature of the
website. Additionally, such features when adopted by e-commerce websites create the
perception amongst customers that the websites have the competence of carrying transactions
securely and protecting the privacy of the customers. This means that by improving security
measures as well as introducing privacy policies, online firms can attract customers to trust

these websites.

Lastly, it was found that importance of websites’ reputation indirectly influenced trust in e-
commerce with perceived security and technological trustworthiness playing. the mediating
role. Therefore, managers need to understand how the informal grapevine of rumours about
performance and experiences of interacting with e-commerce websites spread fast across
people. Managers also need to understand that such spreading of information across

- customers will not necessarily contribute to trust formation in the minds of the customers
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unless online businesses demonstrate that they have the necessary security and privacy

measures online transactions can be conducted in a safe and secured manner.

7.5 TRUST IN E-COMMERCE: THE BIG PICTURE
This research has certain holistic contributions which benefit customers,
businesses/managers, the government, and the society as whole. These are illustrated in brief

as follows.

When trust is ensured in e-commerce, customers will be more willing to transact in e-
commerce websites in line with traditional business establishments. As stated earlier, the very
nature of the online environment discourages customers to transact. When the factors
contributing to trust is enhanced, these inhibitors will be overcome, and customers will
engage themselves in e-commerce with no hesitation. Moreover, it can also be deduced that
by ensuring trust, customers will élso accept the use of new technologies and features offered
by the e-commerce websites for conducting of online transactions. These technologies may
be in the initial stage or trial stage of production and since customers have the notion that
nothing will go wrong in transacting in the e-commerce websites, there will be no reluctance
in using and customizing this new technology. Another benefit that customers will accrue
from enhancing trust is the desire to search and acquire products and services not accessible
in local traditional markets. In essence, it is the mere relinquishment of personal needs of

customers for goods and services.

From the business/manager point of view, ensuring trust in online transactions means
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capturing the potential customer base. Additionally, the overhead costs are reduced as e-
commerce websites need to not employ large number of staff or have large inventory for
warchousing. Increased sales lead to increased inventory turnover, which results in
maintaining a low inventory level for the businesses. Moreover, to stay in businesses, online
firms will be more receptive to customer needs and have products and services meeting the

tastes of customers.

As stated when trust is ensured, customers will be more attracted to online stores. This
benefits government bodies in earning more revenue in form of taxes. The government will
be encouraged to invest in building infrastructure for internet to reach its population. In

addition, new laws for regulation and safe guarding of public interests will be initiated.

Lastly, the society benefits in having more information on online transaction being dispersed
throughout. When online firms evolve and customers have more interactions with them, the
news of their engagements spread fast within populations. The society infuses the norms and
- values prevalent in its existing structure to the web practices and online transactions. The

society also benefits from having more jobs and money generation from online businesses.

7.6 LIMITATIONS OF THE STUDY AND DIRECTIONS FOR FUTURE RESEARCH
This study has made valuable contributions to research in e-commerce. However, they have
to be seen in the context of certain limitations. These are discussed in detail below along with

recommendations for future research.
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Firstly, although a comprehensive list of factors affecting trust was used to develop an
integrated model from review of existing literature, these may not be an exhaustive list of all
the factors. Changes and growth in the e-commerce website technology and the internet
environment may cause emergence of new factors. E-commerce has advanced from the early
2000s and still has loopholes in security and encryption matters and weaknesses in the
software used in operating the websites. These drawbacks are gradually being taken care off
and in future such issues may be of less concern. Moreover, with the further advancement of
e-commerce and development of new tools and techniques for conducting transactions, new

issues may arise which may be potential factors influencing trust in online transactions.

Secondly, this study focused on the overall trust of respondents towards e-commerce
websites but did not explore specific websites in order to indicate which website can be more
trusted and which can be less trusted. Future studies can look into such aspects by comparing
trust across websites. This also includes exploration across well-known and less well-known

websites.

Thirdly, the study suffers from certain sample bias. Sample bias occurs when a convenience
sample is used. This sample bias has led to a number of the significant problems which began
early on in the research. However, actions have been carried out to limit their impact on the
findings as explained in sections 4.8.1 and 6.3. It is recommended that future research uses
random sampling techniques to achieve more representativeness of the sample of the

population.

Fourthly, the social risk component of the ‘perceived risk’ variable failed to load on to the

factor perceived risk in the exploratory factor analysis. The confirmatory factor analysis
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(CFA) also revealed that the modification indices indicated deletion of the item. On a close
investigation of the wording of the questionnaire, it was observed that the respondents may
have failed to understaﬁd what the question was intended to be. As this item in the
questionnaire was borrowed from another study, it may not necessarily have been suitable for
this study. Social risk being an integral component of risk (as per the study of Corbitt et al.
2003), future studies need to develop the wording and provide a proper measurement scale

for this item.

Fifthly, the model derived in this study does not show the outcomes of trust, especially the
effect of trust on purchasing behaviour on the internet. Future studies need to explore such

outcomes using this model derived in this study.

Finally, the model (as shown in figure 5.5) was tested across samples of differing age groups,
genders, web experience, and varying income, and thereby to a great extent generalizability
was ensured (Hair et. al. 2006; Byrne 2001). But there may be other research contexts
completely different to the present research setting. Therefore, to ensure further
generalizability, this model needs to be tested in other research settings and situational
contexts, such as differing ethnic groups, differing countries, differing reasons for use of
internet, differing type of usage of internet technologies, etc. In addition, there is also the
issue of whether the model will be applicable in future span of time. Since, trust is a concept
which develops through processes over time (Pavlou 2002; McKnight et al. 2002a), it can be

anticipated that the model will hold good over some period of time.
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APPENDIX A:

THE QUESTIONNAIRE FOR THE STUDY

Sub: Survey on E-Commerce.
Dear Sir/Madam,

I am a researcher in the Durham Business School and conducting a research in E-
Commerce. This is a three year project and it aims at identifying the factors leading to
trust in online transactions, i.e. e-commerce. The research strives to develop and examine
risk and trust in online transactions. The questionnaire will take around 10 minutes to

complete. I would really appreciate if all questions are filled in.

In filling-in the questionnaire you, will be asked for your e-mail address with the
objective of preventing multiple entries by respondents and with an aim of contacting
you in further stages of the research. Your responses to the questionnaire will be kept
confidential and will be released as only summaries in which no individual answers can
be identified. The research in no way violates ones' privacy and will not use the
responses and personal details in any matter detrimental to the respondent.

With thanks,

Musfiq Mannan Choudhury
PhD Researcher
Durham Business School.

m.m.choudhury@durham.ac.uk
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Questionnaire on E-Commerce

Age:

[] Less than [ IBetween 16- [ ] Between 26- [ |Between 36- [ ] Above 51
15 25 35 50

Gender: [JMale []Female

My highest level of educational qualification is:

[ ] No formal education

] High school graduate

[] Diploma/ Bachelor degree

[] Masters /Post Graduate degree
[ ] PhD or above

Yearly household income:
[(]£0-£4,999

[] 5,000 - £9,999
[(]£10,000 - £14,999
[1£15,000 - £19,999

[ ] Above £20,000

Do you use the Internet? [ ]Yes [INo
IfYES, please proceed on with the next questions. If NO, please do not proceed further.

I have been using the Internet for:
[Cless than 1 year

[Jbetween 1 and 2 yrs

[between 2 and 3 yrs

[ Jbetween 3 and 5 yrs

[[]5 years or more

I use the Internet approximately:
[Jtess than 1 h per week

[ Jbetween 1 and 3 h per week

" "[J between 3 and 10 h'per week
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[] between 10 and 20 h per week

[] more than 20 h per week

Have you ever purchased from the Internet?

If yes, please turn to page 2.

If No, please do not proceed further.

[(JYes [ No

(a) What is the approximate amount of your online purchase (per year)?

[] less than £100

[] between £100-500

[] between £500-1,000
[_] between £1,000-2,000
[] above £2,000

APPENDIX A

(b) Please specify the name of at least five of the websites from which you have

purchased:

.....................................

TRUST

TRUST _1

Most commercial websites (from
which I shop/had shopped) have the
necessary skills and ability to carry out
an online transaction.

TRUST_2

Most commercial web sites have the
necessary technological capability (e.g.
to process transactions, keep track of
previous purchases of customers, elc.)
to carry out the online transaction.

Strongly
Disagree

[l

Disagree

O

Neutral

[

Agree

[

Strongly
Agree

[
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TRUST_3

The chance of having a technical
failure in an online transaction is quite
small. (e.g. unable to accept payments
by credit cards)

TRUST 4

I can predict performance of e-
commerce web sites from past
experience with them.

TRUST_5

I tend to be confident when I am
dealing with the e-commerce web sites
that I have had a pleasant experience
with.

TRUST_6

Future expectations on e-commerce
websites is related to past experiences
with them.

TRUST_7

Most e-commerce websites that I shop
in are safe in online transactions. (e.g.
conducting a transaction in an
encrypted manner so that they don’t
fall in hands of scrupulous parties)

TRUST_8
Most e-commerce websites are open
and receptive to customer needs.

TRUST_9

Most e-commerce websites keep their
customers' best interest in mind during
most transactions.

MARKET ORIENTATION
MKT_OR_1

The e-commerce web sites that I have
visited are generally effective in
collecting customers’ information. e.g.
personal information, credit card
information, preferences, etc.

MKT_OR_2

Most e-commerce websites encourage
customers to send their feedback on
anyissues. :

Strongly
Disagree

[l

Disagree

[

Neutral

[

Agree

[

APPENDIX A

Strongly
Agree

[
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Strongly
Disagree
MKT_OR_3
My opinion as a customer is reviewed a
and exchanged effectively through e-
commerce web sites.

MKT OR 4
My opinion can influence the way e- ]
commerce web sites serve customers.

MKT OR 5
My opinion as a customer can be easily ]
lost in the amount of information.

MKT_OR_6

Usually I receive a timely response |
from the e-commerce websites from

which I purchase.

MKT_OR_7

Usually any issues relating to online

purchases can be solved effectively ]
and satisfactorily once I have contacted

the web sites with my problems.

RISK

RISK_1

Online purchases are risky as my credit O
card information may be shared with

other parties.

RISK_2

Online purchases are risky as there is a ]
chance that payment may be taken but

delivery may not be made.

RISK 3

Online purchases are risky because the ]
products / services delivered may fail

to meet my expectations.

RISK 4

Online purchases are risky because it 0
may cause others to think less highly

of me.

RISK_5

Online purchases are risky in terms of

time because the products/services may |
_ fail to be delivered within the expected

time frame. —

Disagree

0

Neutral

[

Agree

[

APPENDIX A

Strongly
Agree

[l
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Strongly
Disagree

. Strongly
Disagree Neutral Agree Agree
PERCEIVED SECURITY AND

TECHNOLOGICAL TRUSTWORTHINESS

SEC_TRSTI

E-commerce technologies can detect

fraudulent actions in e-commerce

transactions. (e.g. if the customer uses O o L O u
other person’s credit card, wrong

address, etc.)

SEC_TRST2 :
E-commerce websites can detect

incorrect information when provided u O O o o
by online users.

SEC_TRST3

The technologies used by the e-

commerce websites are secure and o o O O [
reliable in conducting transactions.

SEC_TRST4

Technological mechanisms can prevent

a third party from stealing online o . o o [
customers’ information.

SEC_TRSTS

I have a feeling that no one can access ] H M N n
the data of e-commerce websites

without permission.

SEC_TRST6

E-commerce systems are capable of

processing a large number of o o u O o
transactions efficiently.

USER INTERFACE QUALITY

UIQ_1

E-commerce websites from which [

purchase have appropriate features O [ o [ O
suitable for online shopping.

UIQ 2
E-commerce websites from which I
purchase are convenient for searching . O O o u

for the products required by me.
UIQ_3

E-commerce websites from which I ] ] ] ] ]
purchase are easy to navigate.
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Strongly
Disagree
PERCEIVED PRODUCT AND
SERVICE INFORMATION QUALITY
PPIQ 1
E-commerce websites provide up-to- 0
date information about the products
that they sell.

PPIQ 2
E-commerce websites have product ]
information that is easy to understand.

PPIQ_3

E-commerce websites have

information on product to be consistent O
(i.e. in other words, not changing and
conflicting).

PPIQ 4
The information on products sold in an Ol
e-commerce websites is relevant.

PPIQ_5

I am unlikely to shop at an e- ]
commerce website where information

on products is inadequate.

PPIQ 6 |
E-Commerce websites that I shop at
are entertaining.

ORG_REP3

Lack of knowledge about particular 0
websites discourages me to shop from

them.

RELATIONAL BENEFIT
REL_BENI1 O
When I purchase online, I save time.

REL_BEN2
When I purchase online, I reduce my ]
effort in searching for products.

REL_BENS3

I purchase those items from e- 0
commerce websites which are difficult

to purchase in traditional stores.

Disagree

O

Neutral

[

Agree

[

APPENDIX A

Strongly
Agree

[
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Strongly
Disagree

. Strongly
Disagree Neutral Agree Agree

REL_BEN4
I purchase those items from e- D [:] EI 0 O

commerce websites which are costly to
purchase in traditional stores.

IMPORTANCE OF WEBSITE REPUTATION
ORG_REPI

I prefer to shop from well reputed O ] ] ] ]
online stores.

ORG_REP2
A well known website posses less risk O] ] ] ] []
in e-commerce.

SOCIAL PRESENCE

SPIR_1

There is a sense of human contact and

personal touch from the e-commerce u [ o O [
websites from which I purchase.

SPIR_1
There is a sense of sociability in the e- H ] 1 H ]

commerce website from which [
purchase.

SPIR_1
There is a sense of human sensitivity H u u u 0

and warmth in the e-commerce
websites from which I purchase.

THANK YOU. YOUR RESPONSES ARE CONSIDERED HIGHLY VALUABLE.

In order to contact you regarding further aspects of the research, would you please specify:

Your E-Mail: ... s

Nationality: ... e (optional)
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Amnt_Purchsed

Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 146 20.8 20.8 20.8
2.00 277 39.4 39.4 60.2!
3.00 133 18.9 18.9 79.1
4.00 76 10.8 10.8 89.9
5.00 71 10.1 10.1 100.0
Total 703 100.0, 100.0
- TRUST_1
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 2 0.3 0.3 0.3
2.00 9 1.3 1.3 1.6
3.00 45 6.4 6.4 8.0
4.00 416 59.2 59.2 67.1
5.00 231 329 329 100.0
Total 703 100.0 100.0
TRUST_2
] ‘Cumulative
Frequency Percent Valid Percent Percent
Valid 2.00 26 3.7 3.7 37
3.00 73 10.4 10.4 14.1
4.00 397 56.5 56.5 70.6
5.00 207 29.4 294 100.0
Total 703 100.0 100.0 I
TRUST_3
— ] Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 8] 1.1 1.1 1.1
2.00 122 17.4 17.4 18.5
3.00 158 225 225 41.0
4.00 343 48.8 48.8 89.8
5.00 72 10.2 10.2 100.0
Total 703 100.0 100.0,
TRUST 4
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 7 1.0 1.0 1.0,
2.00 47, 6.7 6.7 7.7
3.00 162 23.0, 23.0 30.7
4.00 387 55.0 55.0 85.8,
5.00 100 14.2 14.2 100.0]
Total 703 100.0 100.0
TRUST_S
T Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 2 0.3 0.3 0.3
2.00 21 3.0 3.0 3.3
3.00 61 8.7 8.7 11.9
4.00 376 53.5 53.5 65.4
5.00 243 34.6 34.6{ 100.0f
- - Total 703]” 100.0] 100.0
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TRUST_6

———

Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 5 0.7 0.7 0.7
2.00 18 2.6 2.6 3.3}
3.00 66 9.4 9.4 12.7
4.00 380 54.1 54.1 66.7)
5.00 234 333 333 100.0
Total 703 100.0 100.0 J
TRUST_7
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 2 0.3 0.3 0.3
2.00 13 1.8 1.8 2.1
3.00 78 1.1 11.1 13.2
4.00 384 54.6 54.6 67.9
5.00 226 32.1 32.1 100.0
Total 703 100.0 100.0
TRUST_8
T Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 11 1.6 1.6 1.6
2.00 69 9.8} 9.8 11.4
3.00 269 383 383 49.6
4.00 310 44.1 44.1 93.7
5.00 44 6.3 6.3 100.0
Total 703 100.0 100.0
~ TRUST_9
T Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 10| 1.4 1.4 1.4}
2.00 92 13.1 13.1 14.5
3.00 319 454 454 59.9
4,00 251 35.7 35.7 95.6]
5.00 31 4.4 4.4 mOﬁ
Total 703 100.0 100.0
MKT OR_1
B ‘Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 1 0.1 0.1 0.1
2.00 2 3.1 3.1 39|
3.00 119 16.9 16.9 20.2
4,00 451 64.2 64.2 84.4
5.00 110 15.6 15.6 IO(Lj'
Total . 703 100.0 100.0
MKT_OR 2
B ‘Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 27 38 38 3.8
2.00 153 21.8 21.8 25.6
3.00 226 32.1 32.1 57.8
. 4,00 248|- 35.3). 353 93.0,
5.00 49 7.0 7.0 100.0]
Total 703 100.0 100.0]
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MKT_OR 3

B Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 38 5.4 5.4 5.4
2.00 174 24.8 24.8 30.2
3.00 346 49.2 49.2 79.4
4.00 128 18.2 18.2 97.6)
5.00 17 2.4 2.4 100.0,
Total 703 100.0 100.0
MKT_OR_4
N Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 51 7.3 73 73
2.00 248 353 353 42.5
3.00 294 41.8 41.8 84 4
4.00 93 13.2 13.2 97.6
5.00 17 2.4 2.4 100.0
Total 703 100.0 100.0
MKT_OR_§S
B Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 12 1.7 1.7 1.7
2.00 65 9.2 9.2 11.0
3.00 225 32.0 32.0 43.0
4.00 324 46.1 46.1 89.0
5.00 77 11.0 11.0 100.0
Total 703 100.0 100.0
MKT_OR_6
N “Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 4 0.6 0.6 0.6
2.00 33 4.7 4.7 5.3I
3.00 106 15.1 15.1 20.3
4.00 414 589 58.9 79.2
5.00 146 20.8 20.8 100.0
Total 703 100.0 100.0
MKT_OR_7
1 umulative
Frequency Percent Valid Percent Percent
Valid 1.00 22 3.1 3.1 31
2.00 83 11.8 11.8 l4.91
3.00 285 40.5 40.5 55.5
4.00 276 393 393 94.7
5.00 37 53 53 100.0
Total 703 100.0 100.0 J
RISK_1
. Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 42 6.0 6.0 6.0
2.00 251 35.7 35.7 417
3.00 173 24.6 24.6 66.3
4.00 189 26.9| _ 269 93.2
500 48| “6.8| 6.8 100.0
Total 703 100.0 100.0
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RISK_2

Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 26 3.7 3.7 3‘71
2.00 232 33.0 33.0 36.7
3.00 176 25.0 25.0 61.7
4.00 225 32.0 32.0 93.7
5.00 44 6.3 6.3 100.0
Total 703 100.0 100.0
RISK 3
Cumnlative
Frequency Percent Valid Percent Percent
Valid 1.00 19 2.7 2.7 2.7
2.00 165 23.5 235 26.2
3.00 163 23.2 23.2 49.4
4.00 290, 413 41.3 90.6
5.00 66 9.4 9.4 wﬂ
Total 703 100.0 100.0
RISK_4
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 378 53.8 53.8 53.8%
2.00 209 29.7 29.7 83.5
3.00 79 11.2 11.2 94.7
4.00 26 3.7 3.7 98.4
5.00 1 1.6 1.6 IOOﬂ
Total 703 100.0 100.0
RISK_S§
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 25 3.6 3.6 3.6
2.00 181 25.7 25.7 29.3)
3.00 174 248 24.8 54.1
4.00 269 383 383 92.3
5.00 54 1.7 1.7 100.0
Total 703 100.0 100.0
SEC_TRSTI1
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 39 5.5 55 5.5
2.00 168 23.9 239 29.4
3.00 292 415 415 71.0
4.00 178 25.3 253 96.3
5.00 26 3.7 3.7 100.0
Total 703 100.0 100.0
SEC_TRST2
o Cumulative
Frequency Percent Valid Percent Percent
[Valid 1.00 24 34 3.4 3.4
2.00 126 17.9 17.9 21.3
3.00 285 40.5 40.5 61.9
4.00 241 34.3|. 34.3]. 96:2§-
500 27, 3.8 3.8 100.0
Total 703 100.0, 100.0
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SEC_TRST3

Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 5 0.7 0.7 0.7¢
2.00 52 7.4 7.4 8.1
3.00 244 34.7 34.7 42.8
4.00 367 52.2 52.2 95.0]
5.00 35 5.0 5.0 100.0,
Total 703 100.0 100.0
SEC_TRST4
N Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 18 2.6 2.6 2.6
2.00 115 16.4 16.4 18.9
3.00 272 38.7 38.7 57.6
4.00 271 385 385 96.2
5.00 27 38 38 100.0
Total 703 100.0 100.0
SEC_TRSTS
o Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 64 9.1 9.1 9.1
‘ 2.00 230 32.7 327 41.8I
3.00 228 324 324 74.3
4.00 161 229 229 97.2
5.00 20 2.8 28 100.0
Total 703 100.0 100.0 J
SEC='E{ST6
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 4 0.6 0.6 0.6
2.00 27 3.8 38 4.4
3.00 147 209 20.9 25.3
4.00 433 61.6 61.6 86.9)
5.00 92 13.1 13.1 100.0
Total 703 100.0 100.0
UIQT_ 1
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 3 0.4 0.4 0.4
2.00 9 1.3 1.3 1.
3.00 67 9.5 9.5 11.2
4.00 487 69.3 69.3 80.5
5.00 137 19.5 19.5 100.0
Total 703 100.0 100.0
UIQ=2
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 3 0.4 0.4 0.4
2.00 17 2.4 24 2.8
3.00 80 i14 11.4 14.2)
4.00 449 63.9 63.9 78.1
5.00 154] 219 Lo 219 . 100.0].. ..
“Total™ "} 703 100.0 100.0
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UIQ_3

Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 5 0.7 0.7
2.00 29 4.1 4.1
3.00 95 13.5 13.5
4.00 468 66.6 66.6
5.00 106 15.1 15.1
Total 703 100.0 100.0
PPIQ_1
- Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 6 0.9 0.9 0.9
2.00 45 6.4 6.4 7.3
3.00 115 16.4 16.4 23.6
4,00 431 61.3 61.3 84.9,
5.00 106 15.1 15.1 IOTI
Total 703 100.0 100.0
PPIQ 2
Cumulative
Frequency Percent Valid Percent Percent
JValid 1.00 3 0.4 0.4 0.4
2,00 55 7.8 7.8 8.3
3.00 155 22.0 22.0 30.3
4.00 409 58.2 58.2 88.5)
5.00 81 11.5 11.5 100.0
Total 703 100.0 100.0 I
PPIQ_3
umulative
Frequency Percent Valid Percent Percent
Valid 1.00 1 0.1 0.1 0.1
2.00 58 8.3 83 8.4
3.00 244 34.7 34.7 43.1
4.00 339 482 48.2 91.3
5.00 61 8.7 8.7 100.0
Total 703 100.0 100.0
PPIQ_4
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 2 0.3 0.3 0.3
| 2.00 41 5.8 5.8 6.1'
3.00 159 22.6 22.6 28.7,
4.00 435 61.9 61.9 90.6
5.00 66 9.4 9.4 100.0
Total 703 100.0 100.0
PPIQ_S5
N Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 10 1.4 1.4 1.4
2.00 40 5.7 5.7 7.1
3.00 61 8.7 8.7 15.8]
4.00 351 499 49.9 65.7
5.00 241 343 343} 100.0]..
- “~Total 703| 7100.0 100.0
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PPIQ_6

Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 29 4.1 41 4.1
2.00 173 24.6 24.6 28.7
3.00 351 49.9 49.9 78.7
4.00 136 19.3 19.3 98.0
5.00 14 2.0 2.0 100.0
Total 703 100.0 100.0
ORG_REP3
o Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 13 1.8 1.8 1.8
2.00 105 14.9 14.9 16.8
3.00 123 17.5 17.5 34.3
4.00 332 472 472 81.5
5.00 130 18.5 18.5 100.0
Total 703 100.0 100.0
REL_BENI1
— Cumuiative
Frequency Percent Valid Percent Percent
Valid 1.00 8 1.1 1.1 1.1
2.00 35 5.0 5.0 6.1
3.00 78 11.1 11.1 17.2
4,00 343 48.8 48.8 66.0
5.00 239 340 34.0 100.0
Total 703 100.0 100.0
- REL_BEN2
o Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 16 2.3 2.3 2.3
2.00 84 1.9 11.9 14.2)
3.00 78 11.1 11.1 25.3r
4.00 322 458 458 71.1
5.00 203 289 28.9 100.0
Total 703 100.0 100.0 H
REL_BEN3
— Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 10 14 1.4 1.4
2.00 154 21.9 21.9 23.3
3.00 141 20.1 20.1 434
4.00 264 376 37.6 80.9
5.00 134 19.1 19.1 100.0
Total 703 100.0 100.0
REL_BEN4
— Cumulative
Frequency Percent Valid Percent Percent
[Valid 1.00 12 1.7 1.7 1.
2.00 110 15.6 15.6 17.4
3.00 156 222 22.2 39.5
4.00 291 414 414 80.9
5.00 134 19.1 19.1 100.0
Total 703 100.0 100.0
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ORG_REPI1

Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 3 0.4 0.4 0.4
2.00 27 38 38 43
3.00 75 10.7 10.7 14.9
4,00 351 499 49.9 64.9
5.00 247 35.1 35.1 100.0!
Total 703 100.0, 100.0)
ORG_REP2
— Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 10 1.4 1.4 1.4
2.00 71 10.1 10.1 11.5
3.00 156 22.2 222 33.7
4.00 328 46.7 46.7 80.4
5.00 138, 19.6 19.6 100.0
Total 703 100.0 100.0
SPIR_1
m Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 111 15.8 15.8 15.8
2.00 270 384 38.4 54.2
3.00 214 304 304 84.6)
4.00 97 13.8 13.8 98.4
5.00 11 1.6 1.6 100.0
Total 703 100.0 100.0 |
SPIR=2
Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 122 17.4 17.4 17.4
2.00 254 36.1 36.1 53.5
3.00 238 339 33.9 87.3
4.00 81 115 11.5 98.9
5.00 8 1.1 1.1 100.0
Total 703 100.0 100.0
SPIR_3
o Cumulative
Frequency Percent Valid Percent Percent
Valid 1.00 121 17.2 17.2 17.2
2.00 256 36.4 36.4 53.6
3.00 239 34.0 34.0 87.6
4.00 79 11.2 11.2 98.9
5.00 8 1.1 L1 100.0,
Total 703 100.0 100.0





















































































APPENDIX F

Levene
Statistic dfl df2 Sig.

MKT _OR_7 Based on Mean 233 701 .629
Based on Median .044 701 .834
Based on Median and
with adjusted df .044 700.958 834
Based on trimmed 303 701 582
mean

RISK 1 Based on Mean .009 701 922
Based on Median .035 701 851
Based on Median and
with adjusted df .035 700.617 .851
Based on trimmed 017 701 896
mean

RISK 2 Based on Mean 177 701 .674
Based on Median .051 701 .821
Based on Median and
with adjusted df .051 696.246 821
Based on trimmed 117 701 733
mean

RISK 3 Based on Mean .505 701 478
Based on Median 383 701 536
Based on Median and
with adjusted df 383 630.166 .536
Based on trimmed 413 701 591
mean

RISK 4 Based on Mean 4.833 701 .028
Based on Median 1.065 701 303
Based on Median and
with adjusted df 1.065 688.079 303
Based on trimmed 4.189 701 041
mean

RISK 5 Based on Mean .030 701 .863
Based on Median .082 701 75
Based on Median and
with adjusted df .082 624.219 775
Based on trimmed 017 701 896
mean

SEC _TRSTI1 Based on Mean 1.136 701 287
Based on Median 466 701 495
Based on Median and
with adjusted df 466 700.990 495
Based on trimmed 753 701 386
mean

SEC_TRST2 Based on Mean 2.664 701 .103
Based on Median 2.692 701 .101
Based on Median and
with adjusted df 2.692 696.935 101
Based on trimmed 3.077 701 080,

‘mean
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APPENDIX F

Levene
Statistic dfl df2 Sig.

SEC_TRST3 Based on Mean .189 1 701 .663
Based on Median .440 1 701 .507
Based on Median and
with adjusted df 440 1| 699.977 507
Based on trimmed 173 1 701 677
mean

SEC_TRST4 Based on Mean .004 1 701 950
Based on Median 025 | 701 873
Based on Median and
with adjusted df .025 1| 698.987 873
Based on trimmed 005 i 701 943
mean

SEC_TRSTS Based on Mean 1.335 1 701 248
Based on Median 1.343 1 701 247
Based on Median and
with adjusted df 1.343 1 | 700.888 247
Based on trimmed 1418 1 701 934
mean

SEC_TRST6 Based on Mean 4,291 1 701 .039
Based on Median .162 1 701 .688
Based on Median and
with adjusted df .162 1| 691.893 .688
Based on trimmed 3.937 1 701 048
mean

UlQ_1 Based on Mean 282 1 701 .595
Based on Median 287 1 701 592
Based on Median and
with adjusted df 287 1| 697.430 592
Based on trimmed 602 ( 701 438
mean

UlQ_2 Based on Mean 1.978 1 701 .160
Based on Median 3.154 1 701 .076
Based on Median and
with adjusted df 3.154 1| 697.108 .076
Based on trimmed 2726 1 701 099
mean

UlQ 3 Based on Mean 1.416 1 701 234
Based on Median 344 1 701 .558
Based on Median and
with adjusted df .344 1] 699.470 .558
Based on trimmed 1207 1 701 272
mean

PPIQ 1 Based on Mean 283 1 701 595
Based on Median 271 1 701 .603
Based on Median and
with adjusted df 271 1| 695.183 .603
Based on trimmed 108 I 701 742
mean
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APPENDIX F

Levene
Statistic dfl df2 Sig.

PPIQ 2 Based on Mean 2.231 701 .136
Based on Median 1.372 701 242
Based on Median and
with adjusted df 1.372 699.769 242
Based on trimmed 2975 701 132
mean

PPIQ_3 Based on Mean 2.093 701 .148
Based on Median .650 701 420
Based on Median and
with adjusted df .650 700.439 420
Based on trimmed 2077 701 150
mean

PPIQ 4 Based on Mean 2.163 701 .142
Based on Median .889 701 346
Based on Median and
with adjusted df .889 699.238 346
Based on trimmed 2392 701 122
mean

PPIQ_5 Based on Mean 1.827 701 177
Based on Median 1.564 701 212
Based on Median and
with adjusted df 1.564 700.625 212
Based on trimmed 1.440 701 931
mean

PPIQ_6 Based on Mean 1.120 701 290
Based on Median 214 701 .644
Based on Median and
with adjusted df 214 699.740 .644
Based on trimmed 850 701 354
mean

ORG_REP3 Based on Mean 066 701 797
Based on Median 034 701 .853
Based on Median and
with adjusted df .034 700.958 .853
Based on trimmed 933 701 629
mean -

REL_BENI1 Based on Mean 1.329 701 249
Based on Median .089 701 .766
Based on Median and
with adjusted df .089 700.204 766
Based on trimmed 1309 701 253
mean

REL_BEN2 Based on Mean 11.876 701 .001
Based on Median 1.528 701 217
Based on Median and
with adjusted df 1.528 691.454 217
Based on trimmed 6.597 701 010
meéan :

331




Levene

mean

Statistic dfl df2 Sig.

‘REL_BEN3 Based on Mean .030 701 .863
Based on Median 2.321 701 .128
Based on Median and
with adjusted df 2.321 700.816 128
Based on trimmed 075 701 784
mean

REL_BEN4 Based on Mean 1.210 701 272
Based on Median 125 701 724
Based on Median and
with adjusted df 125 700.068 724
Based on trimmed 931 701 335
mean

ORG_REPI Based on Mean .063 701 .801
Based on Median .554 701 457
Based on Median and
with adjusted df 554 699.005 457
Based on trimmed 929 701 633
mean

ORG_REP2 Based on Mean 996 701 319
Based on Median 976 701 323
Based on Median and
with adjusted df .976 700.950 323
Based on trimmed 857 701 355
mean

SPIR 1 Based on Mean 641 701 424
Based on Median .001 701 973
Based on Median and
with adjusted df .001 700.133 973
Based on trimmed 556 701 456
mean

SPIR_2 Based on Mean 214 701 644
Based on Median .081 701 776
Based on Median and
with adjusted df .081 700.615 776
Based on trimmed 151 701 697
mean

SPIR 3 Based on Mean 298 701 .585
Based on Median .029 701 .864
Based on Median and -
with adjusted df 029 700.713 364
Based on trimmed 994 701 636

332



APPENDIX G:

CORRELATION OF THE ITEMS IN THE QUESTIONNAIRE
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APPENDIX H: TESTS OF RELIABILITY

TRUST
Cronbach's Alpha

, Based on No. of Items

Cronbach’s Alpha Standardized Items
.786 .794 9
Inter-Item Correlation Matrix

‘ TRUST 1 | TRUST 2 | TRUST 3 | TRUST 4 | TRUST 5 | TRUST 6 | TRUST 7 | TRUST 8 | TRUST 9
TRUST_1 1.000 .656 339 310 420 361 454 226 206}
TRUST 2 .656 1.000 333 250 351 .260 .309 281 252
TRUST_3 339 333 1.000 228 310 .197 267 232 214
TRUST_4 310 250 228 1.000 409 .286 290 .106 221
TRUST 5 420 351 310 409 1.000 416 462 229 253
TRUST_6 361 .260 197 286 416 1.000 364 128 .129
TRUST _7 454 .309 267 290 462 364 1.000 230 212
TRUST_8 226 281 232 .106 229 128 230 1.000 .589
TRUST 9 .206 252 214 221 253 129 212 .589 1.000
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Item-Total Statistics

Corrected Item- Squared Cronbach's
Scale Mean if Item | Scale Variance if Total Multiple Alpha if Item
Deleted Item Deleted Correlation Correlation Deleted
TRUST _1 30.6060 14.533 .604 527 751
TRUST 2 30.7198 14.404 538 463 756
TRUST_3 31.3400 14.111 419 187 776
TRUST 4 31.0882 14.670 413 224 774
TRUST 5 30.6458 14.166 580 382 751
TRUST 6 30.6700 14.928 417 241 772
TRUST _7 30.6714 14.606 517 326 759
TRUST_8 31.3997 14.730 405 381 775
TRUST 9 31.5505 14.701 420 .380 772

APP.
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APPENDIX H

MARKET ORIENTATION
Cronbach's Alpha
Cronbach's Based on No. of Items
Alpha Standardized )
Items
.694 .688 7
Inter-Item Correlation Matrix

MKT OR_ 1 | MKT OR 2 | MKT OR 3 | MKT OR_4 | Trans MKT OR 5 | MKT OR_6 | MKT OR_7
l\ﬂflT_OR_l 1.000 242 175 125 -.017 .183 .194
I\HST_OR_Z 242 1.000 558 352 143 .146 220
MKT_OR 3 175 .558 1.000 509 220 243 336
MKT_OR 4 125 352 .509 1.000 350 181 318
Traips_MKT_OR_S -.017 .143 220 350 1.000 .008 .198
1\41§T_OR_6 .183 146 243 181 .008 1.000 340
MKT OR 7 .194 220 336 318 .198 .340 1.000
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APPENDIX H

Item-Total Statistics

. . Corrected Squared Cronbach's
Scale Mean if | Scale Variance . !
Item Deleted if Item Deleted Item-Total Multiple Alpha if Item
_ Correlation Correlation Deleted
MKT OR 1 18.4651 10.873 .240 .097 .696
MKT OR 2 19.1878 8.734 466 339 .643
MKT OR 3 19.5107 8.632 .607 449 .603
MKT_OR 4 19.7027 8.847 532 341 .624
| Trans_ MKT_OR 5 19.9388 10.254 251 145 .701
MKT_OR_6 18.4395 10.366 .290 152 .688
MKT OR 7 19.0683 9.326 441 228 .650

RE_CTIFIED SCORES FOR MARKET ORIENTATION

Cronbach's
Cronbach's Alpha Based on
. Alpha Standardized No. of Items
Items
.701 694 6
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Inter-Item Correlation Matrix

, MKT OR 1 MKT OR 2 MKT OR 3 MKT OR 4 MKT OR 6 MKT OR 7
MKT_OR_1 1.000 242 175 125 183 .194
MKT_OR_2 242 1.000 558 352 .146 220
MKT _OR 3 175 558 1.000 509 243 336
Mi_(T_OR_4 125 352 509 1.000 181 318
MKT _OR 6 183 146 .243 181 1.000 .340
MKT OR 7 194 220 336 318 340 1.000

Item-Total Statistics
Corrected Item- Squared Cronbach's

Scale Mean if | Scale Variance if Total Multiple Alpha if Item

Item Deleted Item Deleted Correlation Correlation Deleted
MKT OR 1 16.0185 8.705 273 .091 .703
MKT OR 2 16.7411 6.830 479 339 .646
MKT OR 3 17.0640 6.809 610 448 .601
MKT_OR_4 17.2560 7.233 476 290 .646
MKT_OR_6 15.9929 8.229 323 .145 .692
MKT OR 7 16.6216 7.475 430 216 .662
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RISK
Cronbach's
Cronbach's Alpha Based on
Alpha Standardized No. of Items
Items
783 .780 5
Inter-Item Correlation Matrix
RISK 1 RISK 2 RISK 3 RISK 4 RISK 5
RISK 1 1.000 .634 490 316 327
RISK 2 .634 1.000 614 317 447
RISK_3 490 .614 1.000 284 485
RISK 4 316 317 284 1.000 230
RISK 5 327 447 485 230 1.000
Item-Total Statistics
Corrected Squared Cronbach's
Scale Mean if Scale Variance Item-Total Multiple Alpha if Item
5 Item Deleted if Item Deleted Correlation Correlation Deleted
RISK _1 11.2560 8.769 .599 429 728
RISK _2 11.1437 8.437 706 .542 .691
RISK_3 10.8734 8.763 .644 448 13
RISK 4 12.4893 10.649 364 135 .799
RISK 5 10.9772 9.538 .489 275 .765
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PE?CEIVED SECURITY AND TECHNOLOGICAL TRUSTWORTHINESS

APPENDIX H

Cronbach's
Alpha
Based on

Cronbach’ | Standardize | No. of

s Alpha d Items Items

' .723 725 6

Inter-Item Correlation Matrix
SEC TRST1 | SEC TRST2 | SEC TRST3 | SEC TRST4 | SEC TRST5 | SEC TRST6
SEC_TRSTI 1.000 473 354 286 293 .103
SEC_TRST2 473 1.000 336 224 207 .143
SEC_TRSTS 354 336 1.000 486 429 .309
SEC_TRST4 286 224 486 1.000 460 250
SEC_TRSTS5 293 207 429 460 1.000 234
SEC TRST6 103 143 309 250 234 1.000
Item-Total Statistics
. . Corrected Squared Cronbach's
?;’:l'; ll;t‘l’::‘e"f lsfcﬁfn:';:‘lft':; Item-Total Multiple Alpha if Item

. Correlation Correlation Deleted
SEQ_TRST] 16.5576 7.897 459 .289 .685
SEC_TRST2 16.3627 8.269 413 258 .698
SEC_TRST3 16.0014 8.127 594 366 651
SEC_TRST4 16.2873 7.895 519 325 .666
SEC_TRSTS5 16.7582 7.517 487 285 677
SEC_TRST6 15.7070 9.350 294 118 726
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USER INTERFACE QUALITY

Cronbach's
Cronbach's | Alpha Based on
Alpha Standardized No. of Items
Items
.781 781 3
Inter-Item Correlation Matrix
i UIQ 1 UIQ 2 UIQ 3
UIQ_1 1.000 .530 442
UIQ 2 530 1.000 .655
UIQ 3 442 .655 1.000
Item-Total Statistics
Scale Mean if Scale Corrected Squared Cronbach's
Item Deleted Variance if | Item-Total Multiple Alpha if Item
Item Deleted | Correlation | Correlation Deleted
UIQI 7.9559 1.612 534 297 791
UIQ 2 7.9730 1.271 .702 .501 .609
UIQ 3 8.1053 1.288 .633 441 .691
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APPENDIX H

PliRCEIVED PRODUCT INFORMATION QUALITY

Cronbach's
Cronbach's | Alpha Based on No. of
~ Alpha Standardized Items
Items
.709 721 6

Inter-Item Correlation Matrix

PPIQ | PPIQ 2 PPIQ 3 PPIQ 4 PPIQ 5 PPIQ 6

PPIQ_1 1.000 605 467 416 174 206
PPIQ 2 605 1.000 589 AT3 102 214
PPIQ 3 467 589 1.000 548 088 192
PPIQ 4 416 473 548 1.000 223 140
PPIQ 5 174 102 088 223 1.000 076
PPIQ 6 206 214 192 140 076 1.000

Item-Total Statistics

Scale Mean if Scale . Corrected Squa.red Cronlfach's

J Ttem Deleted Variance if Item-Total Multiple Alpha if Item

; Item Deleted | Correlation | Correlation Deleted
PPIQ 1 18.0427 6.351 577 407 .626
PPIQ 2 18.1508 6.248 614 .500 .614
PPIQ 3 18.3058 6.426 575 451 .628
PPIQ_4 18.1337 6.697 553 369 .638
PPIQ_5 17.7767 7.593 .184 .066 754
PPIQ 6 18.9716 7.526 235 .061 .733
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APPENDIX H

RELATIONAL BENEFIT
Cronbach's
Cronbach's | Alpha Based on
Alpha Standardized No. of Items
Items
.580 581 4

Inter-Item Correlation Matrix

REL BEN1 | REL BEN2 | REL BEN3 | REL BEN4
REL_BENI1 1.000 .503 110 122
REL_BEN2 503 1.000 .166 165
REL_BENS3 110 .166 1.000 479
REL BEN4 122 165 479 1.000
Item-Total Statistics
Scale Mean if S.cale . Corrected Squa'red Cronl?ach's
Item Deleted Variance if | Item-Total Multiple | Alpha if Item
Item Deleted | Correlation | Correlation Deleted

REL_BENI 10.9844 5.027 340 255 527
REL_BEN2 11.2091 4.408 372 269 500
REL_BEN3 11.5704 4.308 364 238 .508
REL BEN4 11.4751 4.438 376 238 497
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SO_CIAL PRESENCE
Cronbach's
Cronbach's | Alpha Based on No. of
Alpha Standardized Items
Items
.947 .948 3
Inter-Item Correlation Matrix
. SPIR 1 SPIR 2 SPIR 3
SPiR_l 1.000 792 .788
SPIR 2 792 1.000 .994
SPIR 3 .788 .994 1.000
Item-Total Statistics
Scale Mean Vafi:::::e if Corrected Squéred anzacil;. S
if Item Item-Total | Multiple pha
Deleted Item Correlation | Correlation Item
: Deleted Deleted
SPIR 1 4.8563 3.539 792 .628 997
SPIR 2 4.8962 3.253 .943 987 .881
SPIR 3 4.8990 3.276 940 .987 .884
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APPENDIX H

IM?ORTANCE OF WEBSITES’ REPUTATION

Cronbach's
(Fronbach's Alpha;fased No. of
- Alpha Standardized Ttems
‘ Items
.602 .618 3

Inter-Item Correlation Matrix

ORG REPI ORG REP2 | ORG REP3
ORG_REPI 1.000 462 376
ORG_REP2 462 1.000 214
ORG REP3 376 214 1.000
Item-Total Statistics
Scale Mean if S.cale . Corrected Squared Cronbach's
Item Deleted Variance if | Item-Total Multiple Alpha if
i Item Deleted | Correlation | Correlation | Item Deleted
ORG_REPI 7.3855 2.289 535 293 353
ORG_REP2 7.8108 2.231 389 215 535
ORG REP3 7.8848 2.190 337 143 .626
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