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Abstract 
This research in progress expands on existing research on e-retailing by examining the 
psychological factors that influence consumer trust in e-retailing. The psychological factors 
expected to influence trust are personality-based factors, perception-based factors, experience-
based factors, knowledge-based factors and attitude. Hypotheses have been developed based 
on a thorough review of the trust literature. A pilot study has been conducted in the 
Netherlands and the results hereof are included in this paper.  
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1. Research objectives and questions 
The Internet has made it possible to conduct business-to-consumer transactions across an 
open network (Ford, 1998). Although the open network has many benefits, like low 
investment costs, it also raises many concerns. Currently the most important concerns of 
people with respect to e-commerce and e-retailing are security, privacy and consumer 
protection issues. These concerns have resulted in the fact that the existing dimensions of e-
commerce and e-retailing are still smaller than expected. (IDC Research, 2000) 

Research has found that the formerly mentioned concerns - privacy, security and consumer 
protection - can all be reduced to consumers’ lack of trust in e-retailing (Dontje and Olthof, 
1999). Trust is central to any commercial transaction, whether conducted in the conventional 
way (i.e. in a retail outlet) or over the Internet (i.e. by means of a web-site). This is because 
trust increases the probability of (re)purchase. 

Several authors believe that without consumer trust, the development of e-retailing will never 
reach its economic potential (Cheskin Research and Studio Archetype/Sapient, 1999; Ferraro, 
1998; Javenpaa and Tractinsky, 1999). 

Only recently has research on the factors influencing consumer trust in e-retailing been 
conducted. Most of this research has been on the effects of situational factors on trust in e-
retailing. This research focuses on the psychological factors that influence consumer trust in 
e-retailing. 

The following definition of trust developed by Rousseau et al (1998) is the basis for this 
research: 

Trust is a psychological state comprising the intention to accept vulnerability based upon 
positive expectations of the intentions or behavior of another. 

 

2. Psychological determinants for consumer trust in e-
retailing 
To identify the psychological reasons for consumer trust in e-retailing, the psychological 
factors that have an influence on trust in general have to be identified. Due to the fact that 
there is no comprehensive theory available, several theories are combined to form a complete 
picture of all psychological factors influencing trust. The factors are divided into the 
following five categories. 

• Personality-based factors; 

• Perception-based factors; 

• Experience-based factors; 

• Knowledge-based factors; and 

• Attitude. 

Hypotheses are developed for each factor (see table 1). Figure 1 represents a graphical 
representation of the hypothesized relationships.  

2.1. Personality-based factors 
According to Dibb et al (1994), personality consists of  “all the internal traits and behaviors 
that make a person unique”. There exist a number of competing views as to what the few 
important dimensions of a person’s personality are (Carver and Scheier, 1992; Gleitman, 
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1995). In this research use is made of one of the most accepted theories, namely Costa and 
McCrae's (1992) trait-theory, which contains the following five traits. 

1. Extraversion; 

2. Neuroticism; 

3. Agreeableness;  

4. Conscientiousness; and 

5. Openness to experience. 

2.1.1. Extraversion 

Extraversion can be defined as being focused on the outside world. Extravert people like to be 
in other people’s company. Because extrovert people are focused on the outside world, are 
more sociable, careless and fast to change (Carver, 1992; Angenent, 1998, Gleitman, 1995), it 
is thought that they will be more likely to trust e-retailers, especially with respect to 
information practices. These arguments lead to the formulation of hypothesis 1. 

H1: Extrovert consumers are more likely to trust e-retailing 

2.1.2. Neuroticism 
Neuroticism is characterized by emotional instability, pessimism and low self-esteem. People 
high in neuroticism often perceive that they have an unfavorable position in transaction 
processes (Olson and Suls, 1998; Angenent, 1998). They feel they have no control. Perceived 
low control has a negative influence on trust. This leads to the formulation of hypothesis 2. 

H2: Consumers high in the personality trait ‘neuroticism’ are less likely to trust e-retailers 

2.1.3. Openness to experience 
Openness to experience is characterized by open-mindedness. People high in openness to 
experience are more likely to make liberal decisions, in contrast to people who are low in 
openness to experience who tend to make more conservative and moderate decisions. More 
openness means also more willingness to embrace new concepts and being more careless with 
respect to new things (Olson and Suls, 1998). Hypothesis 3 includes this argument. 

H3: Consumers high in the personality trait ‘openness to experience’ are more likely to trust e-
retailing 

2.1.4. Agreeableness 

People high in agreeableness have positive beliefs toward other people and appreciate other 
people’s values and convictions. In contrast, people who are low in agreeableness have little 
respect for other people’s interests and well-being, and are less concerned with social norms. 

It is thought that people having respect for others also believe that others have respect for 
them. Therefore, people high in agreeableness are expected to be more trustful (Olson and 
Suls, 1998; Angenent, 1998). This argumentation is the basis for hypothesis 4.  

H4: Consumers high in the personality trait ‘agreeableness’ are more likely to trust e-retailing 

2.1.5. Conscientiousness 
People high in conscientiousness are thought to be responsible and trustworthy. Additionally, 
they tend to be more serious and cautious in making decisions. People low in 
conscientiousness will be more likely to trust and hence more trustful (Olson and Suls, 1998; 
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Angenent, 1998). Alternatively, it can be argued that people high in conscientiousness, expect 
other people to be conscientious as well and hence they are more likely to trust. In this 
research, however, we hypothesize that the first relationship is true. This has led to the 
development of hypothesis 5.  

H5: Consumers low in the personality trait ‘conscientiousness’ are more likely to trust e-
retailing 

2.2. Perception-based factors 
Several scholars (Javenpaa and Tractinsky, 1999; Ganesan, 1994; Lewis and Weigert, 1985; 
Yamagishi and Yamagishi, 1994; Milne and Boza, 1999; Das and Teng, 1998; McKnight et 
al, 1998) have investigated the influence of consumer perception of certain factors on trust. 
Here these theories are combined and six factors that have been shown to have an influence 
on trust are discussed. 

1. Perceived reputation of e-retailer; 

2. Perceived investment of e-retailer; 

3. Perceived similarity of e-retailer;  

4. Perceived normality of e-retailer; 

5. Perceived control of consumer; and 

6. Perceived familiarity of consumer. 

2.2.1. Perceived Reputation 

Reputation is based on second hand information about a (potential) seller’s traits (McKnight 
et al, 1998; Yamagishi and Yamagishi, 1994). Second hand information is not as assuring as 
firsthand information, which is collected during a history of experiences with e-retailing. 

According to McKnight et al (1998), sellers with a good reputation are seen as trustworthy, 
and those with a bad reputation as untrustworthy. This led to the formulation of hypothesis 6. 

H6: The better the perceived reputation of e-retailers is, the more like consumers are to trust e-
retailing 

According to Mitra et al (1999), information sources can be classified into three categories. 
They are ordered according to importance. 

1. Consumer dominated sources; 

2. Neutral sources; and 

3. Marketer dominated sources. 

If perceived reputation has an influence on consumer trust in e-retailing then second-hand 
information is supposed to have an influence on consumer trust in e-retailing. This is going to 
be tested on the basis of sub-hypotheses 6a-b  

H6a: Positive information from consumer dominated sources increases consumer trust in e-
retailing  

H6b: Positive information from neutral dominated sources increases consumer trust in e-
retailing 

Because it is not very likely that e-retailers will spread negative information about e-retailing 
the third hypothesis concerning information from marketer dominated sources need to be 
somewhat different than the two first. It is more likely that just the lack of positive 
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information from marketer-dominated sources negatively influences consumer trust in e-
retailing. This argumentation has led to hypothesis 6c. 

H6c: Lack of information from marketer-dominated sources reduces consumer trust in e-
retailing 

2.2.2. Perceived Investment 
Perceived organizational investment is the perceived amount of resources a seller has invested 
in his business. Perceived investment is believed to have an influence on consumer trust in e-
retailing. The higher the losses a seller will incur if he violates consumer trust, the less likely 
he is to actually violate consumer trust and hence the higher consumers’ perceived 
trustworthiness of the seller (Javenpaa and Tractinsky, 1999; Ganesan, 1994). This has led to 
the formulation of hypothesis 7. 

H7: The higher the perceived organizational investment of e-retailers is, the more likely 
consumers are to trust in e-retailing 

2.2.3. Perceived Similarity 

Perceived similarity means that one perceives the other as being similar to oneself. Perceived 
similarity is believed to have a positive influence on trust, because people grouped together 
tend to have the same goals and values and therefore, tend to perceive each other positively. 
Thus a consumer who perceives a merchant to be similar to him/herself will be more likely to 
trust this merchant (McKnight et al, 1998; Brehm and Kassin, 1996). This argumentation 
forms the basis for hypothesis 8. 

H8: The higher the perceived similarity between e-retailers and the consumer, the more likely 
consumers are to trust in e-retailing 

2.2.4. Perceived Normality 
Perceived normality is defined as the consumer’s perception that things are normal or 
‘common’. Situational normality involves a properly ordered setting that seems likely to make 
a successful interaction possible. An individual who perceives a situation as being normal will 
feel more comfortable and hence will be more trustful toward the other party (McKnight et al, 
1998). These arguments led to the formulation of hypothesis 9. 

H9: The higher the perceived normality of buying online is, the more likely consumers are to 
trust in e-retailing 

2.2.5. Perceived control 
Deutsch (1958) defines control as “the consumer’s perceived power to influence the other 
person’s outcome and hence to reduce any incentive he may have to engage in untrustworthy 
behavior”. Das and Teng (1998) and McKnight et al (1998) have identified three control 
mechanisms, i.e. regulations, guarantees, and legal recourse, which increase consumers’ 
perceived control and hence their confidence in e-retailing. When a consumer has some power 
to influence the outcome of the e-retailer, he is more likely to expect trustworthy behavior and 
thus, to trust the other person (Deutsch, 1958; Young and Wilkinson, 1989). This leads to the 
formulation of hypothesis 10. 

H10: The higher perceived control, the more likely consumers are to trust in e-retailing 
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2.2.6. Perceived Familiarity 

Familiarity is the phenomenon that the more often people are exposed to a certain stimulus, 
the more positively they will evaluate it (Brehm and Kassin, 1996), and thus trust it. 
Familiarity is not the same as experience over time. Experience is the active interaction with a 
process, while familiarity is the mere exposure to something. Hypothesis 11 shows the 
proposed relationship of familiarity and trust. 

H11: The higher the familiarity with e-retailing is, the more likely consumers are to trust in e-
retailing 

2.3. Experience-based factors 
Experience is here defined as first-hand knowledge. First-hand knowledge is accumulated 
through active participation of the consumer in the online buying process (Wordsmyth the 
educational dictionary, 1999). The following three experience-related aspects are important 
with respect to trust. 

1. Experience over time; 

2. Satisfaction; 

3. Communication. 

2.3.1. Duration of Experience 

Several scholars (McKnight et al, 1998; Ganesan, 1994; Cheskin Research and studio 
Archetype/Sapient, 1999) have proposed that trust develops over time as consumers build 
trust-relevant knowledge through experience with e-retailing. This argument leads to 
hypothesis 12. 

H12: The longer consumers have experience with e-retailing, the more likely consumers are to 
trust in e-retailing 

2.3.2. Satisfaction and Experience 

Of course, trust doesn’t build from experience alone. The perceived satisfaction with past 
outcomes is also very important (Ganesan, 1994). People, who have experience with buying 
online and have positive experiences, therefore view e-retailing as being trustworthy. This 
leads to hypothesis 13. 

H13: The more positive experiences consumers have with e-retailing, the more likely they are 
to trust e-retailing 

2.3.3. Communication 

According to several scholars, communication plays an important role in establishing trust 
(Anderson and Weitz, 1992; Loomis, 1959, Deutsch, 1958; Morgan and Hunt, 1994). In this 
research communication is defined as the formal and informal sharing of relevant, reliable and 
timely information between seller and customer (Morgan and Hunt, 1994). According to 
Loomis (1959) and Deutsch (1958) a well functioning communication system contains 
communication about expectations, intentions, retaliation (“expression of one’s planned 
reaction to violations of one’s expectations” (Deutsch, 1958)) and absolution (“expression of 
means of restoring co-operation after a violation of one’s expectation has occurred” (Deutsch, 
1958)). 
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These four elements have a positive influence on trust and thus the lack of the communication 
of these elements might to a large extent hinder the development of trust and therefore be a 
reason for consumer distrust in e-retailing. Hypotheses 14 have been developed to test this. 

H14: Good communication of the seller’s expectations, intentions, retaliation, and absolution 
increases customer trust in e-retailing 

2.4. Knowledge-based factors 
Knowledge-based trust as defined in this paper is different from experience-based trust, 
because knowledge is seen more in the sense of ‘technical’ knowledge. Technical knowledge 
can be divided into knowledge about information practices and security technology. 

2.4.1. Information practices 
People who have knowledge about information practices know whether it is possible for a 
seller to retrieve certain information from certain sources (Milne and Boza, 1999). It is 
thought that consumers who are not aware of what is possible will be more trustful. This 
argument is the basis for hypothesis 15. 

H15: The less knowledge of information practices consumers have, the more they will trust in 
e-retailing 

2.4.2. Security technology 
An individual who has knowledge about security technology also has knowledge about how 
the security aspects (integrity, confidentiality, etc.) can be technically guaranteed. Thus, such 
people are able to check for features that indicate that an e-retailers website is secure. Hence, 
it is expected that people with this knowledge are more confident with regard to buying online 
and trust e-retailers more. To test this argument, hypothesis 16 is developed. 

H16: Knowledge about technical security aspects increases consumer trust in e-retailing 

2.5. Attitude 
Attitude can be defined as the evaluation of entities (Gilbert et al., 1998). Consumer’s attitude 
towards computers (Javenpaa and Tractinsky, 1999), the Internet and shopping are proposed 
to have an influence on trust in an Internet store. These arguments lead to the formulation of 
hypothesis 17, 18 and 19.  

H17: Positive attitudes towards computers increase consumer trust in e-retailing 

H18: Positive attitudes towards the Internet increase consumer trust in e-retailing  

H19: Positive attitudes towards shopping increase consumer trust in e-retailing  
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Attitude  
Computers (+) 

The Internet (+) 

Shopping (+) 

Trust 

Knowledge-based factors 
Information practices (–) 

Security technology (+) 

Experience-based factors 
Duration of experience (+) 

Satisfaction (+) 
Communication (+) 

 

Personality-based factors 
Extraversion (+) 

Neuroticism (–) 

Agreeableness (+) 

Conscientiousness (–) 

Openness to experience (+) 

Perception-based factors 
Reputation (+) 

Investment (+) 

Similarity (+) 

Normality (+) 

Control (+) 

Familiarity (+) 

Figure 1: Psychological factors that influence consumer trust  
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Category Factor Hypothesis 

Extraversion H1 Extrovert consumers are more likely to trust e-retailing 
Neuroticism H2 Consumers high in the personality trait ‘neuroticism’ are less likely to trust e-retailers 
Openness to experience H3 Consumers high in the personality trait ‘openness to experience’ are more likely to trust e-retailing 
Agreeableness H4 Consumers high in the personality trait ‘agreeableness’ are more likely to trust e-retailing 

Personality 

Conscientiousness H5 Consumers low in the personality trait ‘conscientiousness’ are more likely to trust e-retailing 

Reputation H6 The better the perceived reputation of e-retailers is, the more like consumers are to trust e-retailing 
*  Consumer dominated H6a Positive information from consumer dominated sources increases consumer trust in e-retailing 

*  Neutral sources H6b Positive information from neutral dominated sources increases consumer trust in e-retailing 
*  Marketer dominated H6c Lack of information from marketer dominated sources reduces consumer trust in e-retailing 
Investment 
 

H7 The higher the perceived organizational investment of e-retailers is, the more likely consumers are 
to trust in e-retailing 

Similarity H8 The higher the perceived similarity between e-retailers and the consumer, the more likely 
consumers are to trust in e-retailing 

Normality H9 The higher the perceived normality of buying online is, the more likely consumers are to trust in e-
retailing 

Control H10 The lack of perceived control reduces consumer trust in e-retailing 

Perception 

Familiarity H11 The higher the familiarity with e-retailing is, the more likely consumers are to trust in e-retailing 
Experience Duration of experience  H12 The longer consumers have experience with e-retailing, the more likely consumers are to trust in e-

retailing 
Satisfaction H13 The more positive experiences consumers have with e-retailing, the more likely they are to trust e-

retailing 
 

Communication H14 Good communication of the seller’s expectations, intentions, retaliation, and absolution increases 
customer trust in e-retailing 



Table 1: Overview of hypotheses 

Knowledge Information practices H15 The less knowledge of information practices consumers have, the more they will trust in e-retailing 
 Security aspects H16 Knowledge about technical security aspects increases consumer trust in e-retailing 

Attitude Computers H17 Positive attitudes towards computers increase consumer trust in e 
The internet H18 Positive attitudes towards the Internet increase consumer trust in e  
Shopping H19 Positive attitudes towards shopping increase consumer trust in e 
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3. Research Methodology 
The sampling frame will consist of app. 1000 US students. US students were chosen as the 
research population because they have (in contrast to e.g. Europeans) unlimited, free access to the 
Internet and are rather familiar with the medium through their studies. Also, many e-retailers 
target the young population (e.g. CD shops like CD Now) and the student population (e.g. book 
shops like Amazon.com). In addition, technical, logistical and payment issues have reached the 
most advanced state in the US e-retailing market. 

A questionnaire will be administered to these students. All constructs mentioned in the 
hypotheses are being measured with the help of this questionnaire. All items are measured on a 5-
point Likert scale. Table 2 presents the list of constructs used in this research ordered by 
hypothesis and the references used. Pre-tested and validated instruments or items were used 
where available. Otherwise, items were created by the authors to measure the construct. The 
existing literature on these constructs was used as a guide to formulate items. Two or more items, 
some of which are reversely scored to keep the attention of the participant, measure each 
construct. Reliability will be tested using Cronbach’s alpha.  

 
Hypothesis Construct Number 

of items 
References 

H1 Extraversion 8 Benet-Martinez, 1991 
H2 Neuroticism 8 Benet-Martinez, 1991 
H3 Agreeableness 9 Benet-Martinez, 1991 
H4 Conscientiousness 9 Benet-Martinez, 1991 
H5 Openness to 

Experience 
10 Benet-Martinez, 1991 

H6 Reputation 7 Doney and Cannon, 1997;  
Javenpaa and Tractinsky, 1999; Ganesan, 1994; 
some created by authors 

H6a Information from 
consumer dominated 
sources 

2 Created by authors 

H6b Information from 
neutral sources 

2 Created by authors 

H6c Lack of information 
from marketer 
dominated sources 

3 Created by authors 

H7 Perceived investment 4 Doney and Cannon, 1997;  
Javenpaa and Tractinsky, 1999; Smith and 
Barclay, 1997; some created by authors 

H8 Perceived similarity 4 Doney and Cannon, 1997; some created by the 
authors 

H9 Perceived normality 3 Created by the authors 
H10 Perceived control 4 Created by the authors 

11 



H11 Perceived familiarity 4 Carbirino and Johnson, 1999; some created by the 
authors 

H12 Duration of 
experience  

3 Doney and Cannon, 1997; Milne and Boza, 1999; 
Ganezan, 1994 

H13 Satisfaction 3 Garbarino and Johnson, 1999; Ganesan, 1994 
H14 Communication of 

expectations, 
intentions, 
retaliation, 
absolution  

 
6 
3 
5 
2 

Ganesan, 1994; some created by the authors 

H15 Knowledge of 
information practices  

5 Created by the authors 

H16 Knowledge about 
security technology 

4 Created by the authors 

H17 Attitude towards 
computers 

3 Jarvenpaa and Tractinsky, 1999; some created by 
the authors 

H18 Attitude towards the 
Internet 

3 Jarvenpaa and Tractinsky, 1999; some created by 
the authors 

H19 Attitude towards 
shopping 

4 Jarvenpaa and Tractinsky, 1999; some created by 
the authors 

Table 2: Constructs measured by the questionnaire  
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4. Pilot Research 
A pilot study for the research has already been carried out in the Netherlands. Data of 107 
students was collected. The data was collected using the questionnaire. 

The mean of 2.792 is significantly smaller than the “neutral” level of 3 (at α =0.05). From this, it 
can be concluded that the consumers asked in the Netherlands tend towards being slightly 
distrustful of e-retailing. 

Table 3, below, shows the Cronbach’s alpha values for each of the constructs used in this 
research. According to Nunally (1967) an alpha of 0.50 or higher indicates a sufficient level of 
internal reliability. 

The construct communication independent from the buying process was created after calculating 
the internal reliability of the construct communication of expectations. Further investigation had 
show that the construct communication of expectations was two-dimensional, and thus is had low 
internal reliability. To combat this, the new construct was created. 

 

Construct Items Alpha 

Trust 7 0.71 

Extraversion 8 0.81 

Neuroticism 8 0.73 

Agreeableness 9 0.68 

Conscientiousness 9 0.72 

Openness to experience 10 0.73 

Reputation 6 0.69 

Information consumer dominated sources:   

Word of mouth 

Friend/relatives 

1 

1 

Not applicable 

Not applicable 

Information neutral sources 2 0.50 

Information marketer dominated sources 2 0.65 

Investment 2 0.34 

Similarity 3 0.64 

Normality 2 0.42 

Control 5 0.51 

Familiarity 3 0.52 
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Knowledge of information practices 4 Not applicable 

Knowledge of security technology 3 Not applicable 

Attitude towards computers 3 0.75 

Attitude towards the internet 3 0.74 

Attitude towards shopping 4 0.83 

Duration of experience  3 0.87 

Satisfaction 3 0.89 

Communication indep. of buying process 4 0.63 

Communication of expectations 2 0.52 

Communication of intentions 3 0.60 

Communication of retaliation 5 0.66 

Communication of absolution:   

Construct 1 1 Not applicable 

Construct 2 1 Not applicable 

Table 3: Constructs with corresponding Cronbach’s alpha values 

While testing for multicolineaity, only the constructs attitude towards computers and attitude 
towards the Internet should be combined as they had a correlation coefficient of 0.77. The 
construct attitude consists of 6 items, the 3 items used to measure attitude towards computer and 
the 3 items used to measure attitude towards the Internet. The calculated Cronbach’s alpha is 
0.80. 

In the pilot research two regression models were calculated. The first model contained the 
constructs that are applicable to all participants. The second model contained the constructs that 
are only applicable to the participants who have bought or considered buying, thus have some 
experience with e-retailing. The two models are described in figure 2. 

The advantage of these two models is that no data will be lost because model 1 uses all the 
available data. The drawback is that not all constructs can be regressed on trust at the same time. 

This paragraph will offer and interpret the results of the conducted regression analyses. Model 1 
includes all the personality-based constructs, the perception-based constructs, the knowledge-
based constructs, the attitude constructs and the experience-based construct, experience over time 
in the regression analysis against the dependent variable trust. Next the results of the regression 
analysis of model 2, which includes all the experience-based constructs except for the construct 
measuring duration of experience, will be discussed. 
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Model 1 

Trust =  

a + b1Extraversion + b2Neuroticism + b3Ageeableness + b4Conscientiousness + b5Openness 
to experience + b6Reputation + b7Word of mouth + b8Friends and relatives + b9Neutral 
rces + b10Marketer dominated sources + b11Investment + b12Similarity + b13Normality

b14Control + b15Familiarity + b16Experience + b17Knowledge about information practices + 
b18Knowledge about security technology + b19Attitude + b20Attitude towards shopping 

sou  + 

a + b1Satisfaction + b2Communication ind  
expectations + b4Communication of

b6Communication of absolutio

Figure 2: Regression models 

4.1 Results 
The results of model 1 can be seen in table 
it becomes clear that model 1 contains seve
are: neuroticism, information from friends a
perceived normality, perceived control and 

The F-ratio of the regression model 1 is 6.8
Square of the regression is 0.638.  

Thus model 1 suggests that personality-base
have a statistically significant effect on e-re
Model 2 

Trust = 

ependent of buying process + b3Communication of
 intentions + b5Communication of retaliation + 
n 1 + b6Communication of absolution 2 
4. From the results of the regression analysis in table 4 
n statistically significant factors at a 0.10 level. These 
nd relatives, word of mouth, perceived similarity, 
experience over time. 

78 and statistically significant (ρ < 0.01). The R 

d, perception-based and experience-based factors 
tailing. 

15 



Model 1 Std. error Std. b Sig. 

Constant 1.150 0.972 0.400 

Extraversion 0.077 -0.038 0.640 

Neuroticism 0.086 -0.141 0.082* 

Agreeableness 0.104 -0.004 0.962 

Conscientiousness 0.102 -0.026 0.775 

Openness to experience 0.101 0.124 0.130 

Reputation 0.110 0.150 0.139 

Information from friends and relatives 0.063 0.152 0.078* 

Word of mouth 0.034 0.171 0.031** 

Information from neutral sources 0.068 0.116 0.195 

Lack of information from marketer dominated sources 0.055 -0.075 0.376 

Investment 0.061 0.052 0.500 

Similarity 0.080 0.182 0.052* 

Normality 0.069 0.202 0.017** 

Control 0.110 0.237 0.010*** 

Familiarity 0.069 0.101 0.249 

Knowledge about information practices 0.062 0.072 0.356 

Knowledge about security technology 0.057 0.021 0.782 

Attitude toward the internet & computers 0.067 0.010 0.913 

Attitude towards shopping 0.050 0.055 0.483 

Experience over time 0.074 0.163 0.064* 

F-ratio 

R square 

6.878 

0.638 

Table 4: Results regression model 1 

  * simplification for α < 0.1 

  ** simplification for α < 0.05 

  *** simplification for α < 0.01 
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From the results of the regression analysis in table 5 it becomes clear that model 2 contains two 
statistically significant factors at a 0.05 level, namely satisfaction and communication 
independent of the buying process. The F-ratio of regression model 2 is 2.546 and only 
marginally significant (p < 0.1). The R Square is 0.641.  

 

Model 2 Std. b Std. error Sig. 

Constant 1.080 0.941 0.278 

Satisfaction 0.546 0.169 0.034* 

Communication independent of buying process 0.539 0.254 0.041* 

Communication of expectations -0.083 0.121 0.673 

Communication of intentions -0.303 0.191 0.224 

Communication of retaliation  -0.102 0.307 0.687 

Communication of absolution 1 0.219 0.137 0.344 

Communication of absolution 2 -0.184 0.113 0.370 

F-ratio 

R Square 

2.546 

0.641 

Table 5: Results regression model 2 

 * simplification for α < 0.1 

4.2.1 Personality factors 
The only personality factor that has a statistically significant influence on trust is neuroticism. 
The hypothesized negative relationship between trust and neuroticism (b= -0.141) can be 
supported at a 0.1 level. Thus, consumers that can be described as neurotic tend to distrust e-
retailing more. 

4.2.2 Perception based factors 
There are five perception based factors that have a statistically significant influence on trust, 
namely information from friends and relatives, word of mouth, perceived similarity, perceived 
normality and perceived control. 

Second-hand information consists of the following three factors: information from consumer 
dominated sources, divided in the two constructs information from friends and relatives and word 
of mouth, information from neutral sources and information from marketer dominated sources. 

The constructs information from friends and relatives and word of mouth have a significant 
influence on trust at a level 0.1. Thus hypothesis 6a is supported: The opinions of friends and 
relatives about e-retailing as well as information about e-retailing gathered from someone who 
has actual experience with buying online have a significant influence on consumer trust in e-
retailing. 
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Furthermore, the influence of consumers’ perceived similarity of e-retailers to him/herself is 
statistically significant (p = 0.052, b = 0.182). Therefore, hypothesis 8 is supported: A consumer 
who perceives e-retailers to have different goals and values to him/herself will be more likely to 
distrust e-retailers.  

Moreover, normality has an influence on the dependent variable trust at a significance level of 
0.05 (b = 0.202). Thus, hypothesis 9 is supported. However, in the previous chapter it was stated 
that the internal reliability of the construct normality is rather low (0.42). Therefore the results of 
the regression analysis should be interpreted with caution.  

The factor control has an influence on the dependent variable trust at a statistical significance 
level of 0.01 (b = -0.237). Therefore, hypothesis 10 is supported: The findings point towards a 
relationship between perceived control and trust in e-retailing. It seems that consumers who 
perceive that they have no power to influence e-retailers outcome and hence reduce any incentive 
e-retailers may have to engage in untrustworthy behavior, will be distrustful against e-retailers. 

4.2.3 Knowledge based factors 
None of the knowledge based factors proved to have a significant influence on the construct trust. 
That is, knowledge about information practices and knowledge about security technology have no 
influence on trust and hypothesis 15 and 16 can be rejected. 

4.2.4 Attitude 
Contrary to a previous study conducted by Javenpaa and Tractinsky (1999) none of the attitude-
based factors seems to have a significant influence on trust. Therefore, all hypotheses with 
respect to attitude, hypothesis 17, 18, and 19 can be rejected. The only “explanation” for this 
finding is that attitude toward computers, the Internet and shopping is just not related to trust with 
respect to e-retailing.  

4.2.5 Experience based factors 
The influence of the experience-based factors on trust/distrust was analyzed using both model 1 
and model 2. Model 1 included experience over time, the influence of the other experience-based 
factors was analyzed using model 2 and will be discussed below.  

Duration of experience has a significant influence on trust (p < 0.1, b = 0.163). Hypothesis 12 is 
supported. Thus the more experience a consumer has with buying on-line, the more he/she trusts 
e-retailing. 

4.2.6 Satisfaction 
The factor satisfaction has a statistically significant influence on the dependent variable 
trust/distrust (p < 0.05, b = 0.169). Hence, hypothesis 13 is supported. This means that people 
who are satisfied with the outcome of the online buying process are more trustful towards e-
retailers. 

4.2.7 Communication 
Communication is divided in five different constructs, communication independent of the buying 
process, communication of expectation, intentions, retaliation and absolution. However, only the 
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construct communication independent of the buying process proved to have a significant 
influence on trust. The construct communication between buyer and seller independent of the 
buying process is statistically significant at a 0.05 level (b = 0.254).  

The reason why communication seems to have an influence on the dependent variable trust in 
contrast to the other four communication related constructs can be due to the fact that 
communication is more important in establishing trust before the actual purchase is made. Once 
the amount of trust is high enough for a consumer to actually buy something from an Internet 
store communication between buyer and seller directly related to the buying process does not 
have a significant influence on trust. 

4.3 Conclusion 
Figure 3 gives a summarizing overview of the factors that have, based on the literature and the 
conducted pilot study, a significant influence on consumer trust in e-retailing.  

 

Personality-based factors 

Neuroticism (−) 
Perception-based factors 

Reputation (+) 
Information sources: 

- Information from 
friends and relatives  

- Word of mouth 

Similarity (+) 

Normality (+) 

Control (+) 

Experience-based factors 
Duration of experience (+) 

Satisfaction (+) 
Communication independent 

of the buying process (+) 

Trust 

Figure 3: Results of pilot study 
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