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   록

신뢰는 자상거래 사이트의 지속  사용에 있어서 요한 요소로 인정되어오고 있다. 
신뢰란 상호작용 임에도 불구하고 부분의 연구는 고객의 자상거래 사이트에 한 신뢰 
에만 을 두어오고 있었다. 신뢰의 상호작용성 에서 볼 때, 고객이 특정 자상거래 
사이트가 자신에 해 얼마나 신뢰하고 있다고 지각하는지도 지속  사용에 향을  것으로 
보이나 이를 실증 분석한 연구는 그 요성에도 불구하고 거의 드물다. 따라서 본 연구는 
고객이 사이트에 해 얼마나 자신을 신뢰하고 있느냐 하는 지각이 그 사이트의 지속  사용에 
향을 미치는지를 규명하고자 한다. 특히 자상거래 사이트들이 고객으로부터 신뢰를 얻기 
해 취하는 행동이 신뢰에 어떠한 향을 주는지에 해서도 조사하 다. 본 연구는 자 

상거래 사이트의 신뢰 구축 행동이 신뢰  신뢰를 받고 있다는 자각에 각각 요한 요인임을 
보 다.

ABSTRACT

Trust has been identified as crucial to intention to continue to use e-commerce systems. 
Although trust is inherent in relationship-based practices, most studies on trust have 
focused on influences on customer trust. From the viewpoint of mutual trust, few empirical 
studies have examined the effect of users’ perceived trust from an e-commerce website 
on customer trust in that website, despite the obvious importance of this issue, particularly 
in the field of e-commerce. This paper empirically examines the role of customer perception 
of trust in the customer on the part of e-commerce websites. In addition, this study explores 
the ability of e-commerce websites’ trusting actions to transfer positive impressions that 
encourage trust in those sites. The results indicate that in the e-commerce context, a 
website’s trusting actions are important to customer perception of being trusted by and 
trusting in e-commerce websites.
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1. Introduction

Trust is a valuable factor in successful 

business relationships [21, 34] and very 

important to e-commerce success, mainly 

because it reduces uncertainty, perceived 

risk, and transaction costs [30, 45]. The 

resulting efficiency enhances customer satis-

faction and intention to purchase or revisit 

a specific e-commerce website [14]. 

The enormously valuable outcomes of 

trust have led to an abundance of research 

about what affects trust. Researchers have 

agreed that trust is determined by the cog-

nitive characteristics of the truster, such as 

reliability, perceived trustworthiness of the 

trustee [25, 40], reputation [17], and fami-

liarity through e-commerce experience [18]. 

These are the antecedents of trust. Most of 

these studies have regarded trust as unila-

teral : how the truster trusts the trustee, 

rather than how the truster perceives trust 

from the trustee.

Trust is a reciprocal construct. For exam-

ple, in channel marketing research, manu-

facturers have trust building actions when 

they send messages of intention to work 

with channel members in the long run by 

supporting their efforts [26]. When they re-

ceive these signals, channel members’ trus-

ting action is to respond with “signals” of 

intention to work with the manufacturer in 

good faith. Thus, perception of trusting 

actions is integral to the process of building 

trust. 

Few empirical studies exist of the per-

ception of trust and how it affects trust in 

the e-commerce context [10]. Most trust 

studies have overlooked the reciprocal na-

ture of trust, although trust constitutes cru-

cial social capital which makes commu-

nities more efficient and sustainable. While 

previous research has examined both the 

antecedents and consequences of trust, 

fewer studies have explored whether one 

party’s trusting actions have a role in es-

tablishing another party’s trust. Percep-

tions of the source of trust also require 

attention, especially in the e-commerce com-

munity [42]. Overall, studies on mutual trust 

are lacking, despite its obvious importance, 

particularly in e-commerce [23, 46].

This paper empirically examines the ante-

cedents and role of customer perception of 

trust in the customer on the continuance 

intention of e-commerce websites. In par-

ticular, sources of perceived trust in terms 

of both e-commerce website’s trusting ac-

tions and customer characteristics are exa-

mined. Two types of trusting actions from 

e-commerce websites are identified : dele-

gation and monitoring. Customers’ propen-

sity to trust e-commerce websites, that is, 

their dispositional willingness to rely on 

e-commerce websites in general, not on 

specific e-commerce websites [9], is the 
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characteristic in focus here. We empirically 

investigate how this propensity is related 

to their perception that they are trusted by 

and trust e-commerce websites.

2. Theoretical Background : 

Reciprocal Nature of Trust

Trust is dyadic and even reciprocal in 

nature [42]. Trust reciprocity means that 

the growth or degradation of trust is fun-

damentally a dynamic process between par-

ties engaged in interactions [44]. Social ex-

change theory [19] and the norm of reci-

procity [7] offer relevant conceptual infor-

mation on the reciprocal nature of trust. As 

Gefen [18] noted, trust is one party’s confi-

dence in or favorable expectations of ano-

ther party’s actions based on previous inte-

ractions. Mooreman et al. [33] also asserted 

that trust is a willingness to rely on an 

exchange partner in whom one has confi-

dence.

Some user experiences during interac-

tion with a website may be perceived as 

trusting actions by the makers of that web-

site, either intentionally or unintentionally. 

For example, collecting user profile infor-

mation for the purposes of subscription or 

registration is useful for the website to 

manage customer relationships securely. How-

ever, some users may perceive these actions 

as invasive, thinking that too much personal 

data is being collected (e.g., the SSN, cell 

phone number, or home address). Therefore, 

they may draw the conclusion that the 

makers of the website do not trust them. 

Thus, trust formation requires a perception 

on the part of users of an e-commerce 

website that its actions are trustworthy. 

In a dyadic relationship, one party’s ex-

pectation of another party’s future behavior 

can be predicted by the history of their 

encounters [35]. Trust may also be under-

stood as inherently reciprocal simply because 

trust formation occurs in a dyadic context. 

When a truster trusts someone, hoping to 

gain trust in return, the trustee returns that 

trust in order to show appreciation [36].

E-commerce research has examined trust 

reciprocity in terms of website visitors’ 

trust-based behavior. The view of seller as 

trustee and buyer as truster is the typical 

view of the buyer-seller relationship and its 

transaction history [2, 17]. However, trust 

is not one-way, despite the focus of many 

e-commerce researchers; both buyer and 

seller can trust and be trusted. Correspon-

dingly, how much the visitor feels that she 

or he is trusted by the e-commerce website 

potentially affects his or her trust in and 

willingness to revisit the e-commerce web-

site. We believe that this view of reciprocal 

trust will be useful in explaining why cus-

tomers revisit e-commerce websites.
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<Figure 1> Research Model

3. Research Model

<Figure 1> illustrates the research model 

of our empirical study. This model includes 

two essential factors not previously in-

cluded in empirical models of trust : e- 

commerce website’s trusting actions and 

customer perception of being trusted by the 

makers of an e-commerce website. The 

addition of these factors increases under-

standing of customers’ trusting attitudes 

and subsequent behaviors. The positive 

relationship between trust and continuance 

intention has been widely explored in pre-

vious relationship-based research, such as 

that of Vatanasombut et al. [43]. Therefore 

this positive relationship will be assumed 

in the research presented here.

3.1 Customer Perception of Being 

Trusted

Like trusting, feeling trusted is a per-

ceptual construct; both constructs form part 

of the customer mindset [42]. Customer 

perception of being trusted is related to felt 

trust. Felt trust is defined as the degree to 

which an individual believes that another 

party trusts him/her [10]. Many studies have 

shown that felt trust influences individuals’ 

trust in government, organizations, and 

employers [10, 12, 15, 28]. These researchers 

asserted that felt trust indirectly affects 

intention to use a system. In this study, we 

first extend this line of research by exa-

mining the influence of felt trust on conti-

nuance intention in the e-commerce context. 
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H1 : Customer perception of being trusted 

by an e-commerce website will be 

positively associated with customer 

intention to revisit the e-commerce 

website.

3.2 Propensity to Trust in E-Commerce

As defined earlier, trust propensity is a 

dispositional willingness to rely on others. 

In the e-commerce context, customer pro-

pensity to trust in e-commerce refers to a 

dispositional willingness to rely on e-com-

merce in general, not on a specific e-com-

merce website. Trust research has shown 

special interest in trust propensity and its 

connection to the origins of trust. Bergman 

et al. [6] observed an asymmetry in per-

ceptions of trust among members of tem-

porary teams in an organization; trusters 

with a higher propensity to trust tend to 

perceive others as more trustful than those 

with a lower propensity.

Koufaris and Hampton-Sosa [25] exa-

mined only direct causality between cus-

tomer trust propensity and trust. Custo-

mer’s propensity to trust a website may 

also be indirectly associated with trust 

through customer perception that she or he 

is trusted by the e-commerce website. Peo-

ple who have more trust propensity toward 

an e-commerce website will be more likely 

to perceive that the website is trustworthy 

and hence they are fairly treated by the 

makers of the website. Hence, we hypo-

thesize as follows :

H2 : Customer propensity to trust in e- 

commerce will be positively asso-

ciated with customer perception of 

being trusted by the makers of an 

e-commerce website.

3.3 Trust as Demonstrated by Makers 

of E-Commerce Websites

Both customers and makers of websites 

exhibit trust by accepting and coping with 

risk and vulnerability within a transactional 

relationship. In this study, the concept of 

risk-taking in relationship of Mayer et al. 

[30] was adopted in measuring the trusting 

actions of makers of e-commerce websites. 

This measure is also considered an ante-

cedent of trustworthiness. Based on studies 

of risk management behavior, we explored 

two types of trusting actions : delegation 

and monitoring. 

Delegation explicitly shows that the com-

pany already trusts the customer. Making 

special offers, showing respect for the cus-

tomer, exempting the customer from autho-

rization, and customizing for better service 

are representative examples of delegation 

(<Table 1> see). A price premium, which 

is defined as the monetary amount above 

the average price received by multiple sel-

lers for a certain matching product, is a 
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Type Action Examples References/Sources

Delegation

Special offers Providing price premiums Ba and Pavlou, 2002

Not underestimating Allowing access to VIP-level benefits Skyteam

Exempting from

authorization

Allowing access to information

by clicking on a link in an e-mail 

message or license agreement without 

logging in

T World™

ORACLE Java download 

sites

Willingness to customize Supporting page construction
Koufaris and 

Hampton-Sosa, 2004

Payment (reverse)

Rejecting credit card usage

(cash only)

“I feel like I am an untrusted customer 

who can't follow directions”

http://www.yelp.ca/biz/

shaktea-vancouver

Monitoring

Registration

Collecting too much personal data (e.g. 

SSN, cell phone number, home address 

etc.) for registration

Hanabank

Periodical confirmation
Degrading credit based on transaction 

volume
Outback

Abnormal notifications

“I was disappointed with WGA 

Notifications experience, because I feel 

like an untrusted customer.”

Microsoft

<Table 1> Actions by Makers of E-Commerce Websites that Demonstrate 

Trust in Customers

common type of special offer [3]. Airline 

websites for online ticket sales are easily 

customized to customers’ individual needs. 

On such sites, customers can choose the 

dates, times, number of stopovers, and seat 

numbers to meet their travel needs [25]. An 

example of overrating is found in mileage- 

based offers. Skyteam has allowed VIPs to 

use the sky lounge, which was previously 

only accessible to travelers rated as pla-

tinum members. Due to this policy change, 

gold members perceived greater trust in 

them on the part of the company.

Monitoring facilitates customer support. 

Companies learn from their customers’ 

usage behavior. To arrive at a sufficient 

level of trust reciprocity, companies may 

require credit-related data. For example, 

many online banking services require user 

identities and passwords before allowing 

withdrawals or money transfer. This 

requirement is partly motivated by the 

assumption that some users may potentially 

be unaware how to utilize an e-commerce 

website effectively. Many mini-homepages, 

blogs and social networking sites request 

personal data before allowing entrance to 

their pages.

Delegation demonstrates more explicitly 

and clearly that the makers of an e-com-
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merce website trust the customer than do 

passive actions such as monitoring. There-

fore, we hypothesize as follows :

H3.1 : An e-commerce website’s delega-

ting actions will be positively asso-

ciated with customer perception of 

being trusted by the makers of a 

website.

The relationship between an e-commerce 

website’s trusting actions and its trust is 

evident in prior observations about the im-

pact of company characteristics (e.g., order 

fulfillment) on company trust [5]. Custo-

mers may perceive an e-commerce web-

site’s trusting actions as one of these cha-

racteristics. Hence, we hypothesize : 

H3.2 : An e-commerce website’s monito-

ring actions will be positively asso-

ciated with customer perception of 

being trusted by the makers of a 

website.

4. Methods

In order to test our model, we conducted 

a field study and collected data via an online 

questionnaire. The study was carried out 

online by a marketing research company 

that randomly selected and invited sub-

jects.

4.1 Survey Measures

The survey measures were designed to 

gather data from eBay consumers. All sur-

vey items were drawn from previous li-

terature and adapted to serve the purpose 

of this study. A seven-point Likert scale 

ranging from ‘‘strongly disagree” (1) to 

‘‘strongly agree” (7) was used to measure 

responses, including continuance intention. 

To enhance content validity, question items 

that carried semantic ambiguities were iden-

tified and adequately corrected based on 

input from industry and academic revie-

wers. Then a pilot test was performed. 

During the pilot test, 155 responses were 

gathered and utilized to validate the reli-

ability and validity of survey items. After 

the survey validation procedure, 18 survey 

measures were adopted as indicators of 6 

different constructs.

4.2 Sampling and Data Collection 

Procedures

The survey instrument, validated through 

the pilot test, was distributed by an online 

marketing research company to a group of 

randomly chosen subjects from its own 

panel list. This list was maintained by the 

firm for market research purposes. It in-

cluded representatives of the general popu-

lation in terms of demographic factors such 

as gender, age, education, and occupation. 
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Item Value Frequency(%)

Gender
Male 211(47.5%)

Female 233(52.5%)

Age

20～29 109(24.5%)

30～39 114(25.7%)

40～49 109(24.5%)

≥ 50 112(25.3%)

Highest 

Level

of 

Education

High School Diploma  85(14.4%)

Undergraduate Degree   21(4.7%)

Graduate Degree 315(71.2%)

Graduate Degree or 

Higher
43(9.7%)

Occupation

Employed 373(84.0%)

Student 24(5.4%)

Housewife 39(8.8%)

Unemployed 8(1.8%)

<Table 2> Descriptive Statistics of 

Respondents’ Characteristics 

(N = 444)

At the outset, the survey specifically asked 

about previous experience of online trans-

actions through eBay, thus ensuring that 

only qualified participants would answer 

the subsequent survey questions.

Initially, 452 responses were returned, 

but those with unanswered items were ex-

cluded from further consideration, leaving 

444 effective samples. A good gender ba-

lance was evident; male and female groups 

accounted for 47.5% and 52.5% of respon-

dents, respectively. The respondents were 

well-educated; about 80% of them held a 

college degree or higher qualification. Most 

respondents were employed. In addition, res-

pondents were evenly distributed in terms 

of age category. The possibility of non-res-

ponse bias was examined by comparing the 

first and last 20% of responses on all mea-

surement items. None of the results were 

statistically significant, indicating that non- 

response bias was not present. <Table 2> 

summarizes the details of the respondents’ 

profiles. 

5. Results

Structural equation modeling (SEM) em-

ploying partial least squares (PLS) analysis 

was conducted using SmartPLS 2.0. SEM 

assesses measurement and structural mo-

dels, simultaneously running factor analysis 

and hypothesis testing. 

5.1 Measurement model

To test the measurement model, we as-

sessed both convergent and discriminant 

validity. Cronbach’s alpha was used to as-

sess convergent validity. All values ex-

ceeded the recommended threshold values 

(0.70 for Cronbach’s alpha, 0.70 for com-

posite reliability), as shown in <Table 3>. 

Also, to ensure independence of variables 

(i.e., internal validity), factor analysis was 

performed. Varimax, which is indubitably 

the most popular rotation method [24], and 

principal component analysis were applied. 

The results are shown in Appendix A.
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Constructs Cronbach’s Alpha Composite Reliability

Delegation(DEL) 0.796 0.880

Monitoring(MON) 0.877 0.923

Propensity(PROP) 0.882 0.926

Trusted(TRD) 0.848 0.908

Continuance Intention (INT) 1.000 1.000

<Table 3> Convergent Validity

Constructs DEL MON PROP TRD INT

Delegation (DEL) .843

Monitoring (MON) .658** .896

Propensity (PROP) .361** .371** .899

Trusted (TRD) .666** .557** .401** .876

Continuance Intention (INT) .254** .350** .241** .232** 1

<Table 4> Results of Reliability Testing

Note : **p < 0.01.

Discriminant validity can be assessed when 

items of one particular construct have a low 

correlation with items of all other constructs, 

but high correlation with their own con-

struct. It is assessed by examining the re-

lationship between correlations among con-

structs and the square roots of AVE values. 

The square roots of the AVE values should 

be greater than the correlations among the 

constructs, indicating that more variance is 

shared between the construct and its in-

dicators than with other constructs. <Table 

4> shows that the square roots of all the 

AVE values (i.e., the numbers on the diag-

onal) are greater than the correlations among 

constructs (i.e., the off-diagonal numbers), 

indicating satisfactory discriminant validity 

of all constructs.

5.2 Results of the Analysis

Nomological validity was assessed through 

analysis of the standardized path coefficients 

and t-values produced by SmartPLS. Figure 

2 summarizes the results of the estimation 

using the hypothesized structural model. The 

standardized path coefficients shown in 

<Figure 2> indicate the relative strength of 

the statistical relationships among the con-

structs [18]. We found significant causality 

between customers’ perception that they 

were trusted by the makers of an e-com-

merce website and their intention to revisit 

that website (t = 5.10; H1 supported). This 

result supports one of the key arguments 

put forward in this paper. 

The results also indicated a significant 
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Delegating

Monitoring

Customer 
propensity to 

trust in e-
commerce

Customers’ 
perceptions of 

being trusted by 
e-commerce site 

creators

Continuance
intention

0.50(9.09)***

0.16(3.05)***

0.15(3.26)***

0.24 (5.10)***

*** p<0.001

<Figure 2> Structured Model Path Coefficients

positive association between an e-com-

merce website’s delegating and monitoring 

actions and customer perception of being 

trusted (  = 0.50, t = 9.09, p < 0.001 and 

  = 0.16, t = 3.05, p < 0.001, respectively; 

H3.1 and H3.2 supported). These results 

demonstrate the usefulness of delegating 

and monitoring actions as a construct and 

illustrate how the efforts of website crea-

tors to show trust in their customers (i.e., 

through delegation and monitoring) are 

associated with customers’ perceptions of 

being trusted. Customer propensity to trust 

in e-commerce was also positively asso-

ciated with customers’ perceptions of being 

trusted by an e-commerce website (  = 

0.15, t = 3.26, p < 0.001; H2 supported). 

Thus, customer propensity to trust in e- 

commerce reflects customer perception or 

feelings of being trusted by the makers of 

the e-commerce website.

6. Discussion

6.1 Contributions

The primary contribution of our study 

was the investigation of customer percep-

tion of being trusted by makers of an e- 

commerce website, which is related to trust 

reciprocity and relational exchange in e- 

commerce. Hypotheses related to this con-

struct were fully supported by the data 

resulting from our analysis. Delegating ac-

tions such as special offers, not undere-

stimating customers, exempting from autho-

rization, and willingness to customize to 
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nurture the feeling that a customer is 

trusted by the website all facilitate the trust 

process. Continuance intention is affected 

by this trust.

The relationship between customer pro-

pensity to trust in e-commerce and per-

ception of being trust by makers of a 

specific e-commerce site deserves special 

attention. In the literature, there are varied 

reports on the relationship between custo-

mer propensity to trust others and felt 

trust. Some have suggested a positive re-

lationship [46], while others see a more 

negative relationship [25]. This disagree-

ment may come from the diversity of “ot-

hers” available to trust. There is insuffi-

cient evidence to show that perceiving per-

sonal “others” (informal) and “others” as a 

system (formal) are identical. Hence, to de-

crease the scope of “others” for the pur-

poses of our research, we operationalized 

the propensity to trust others as the pro-

pensity to trust in e-commerce. This ope-

rationalization is supported by the bran-

ding-association trust model, which sug-

gests that disposition to trust per se is not 

associated with initial trust, but indirectly 

related via institution-based trust [29]. In 

McKnight [31]’s theory of trust, institu-

tion-based trust is defined as “the belief 

that the needed structural conditions are 

present (e.g., in the Internet) to enhance the 

probability of achieving a successful out-

come in an endeavor like e-commerce” (p. 

339). These theories imply that in the e- 

commerce context, felt trust relies on the 

propensity to trust only if that propensity 

has something specifically to do with e- 

commerce websites in general. As a result, 

customer propensity to trust websites was 

positively associated with trusted feeling. 

Based on the results, we conclude that cus-

tomer trust in online transactions is a cru-

cial antecedent to trust in e-commerce in 

general.

An e-commerce website maker’s efforts 

to show trust in customers are indispen-

sable to continuance intention. In order to 

create long-term relationships, it is impor-

tant for website vendors to develop and 

nurture felt trust in the website. Thus, trust 

building is reciprocal in the e-commerce 

context. Most current e-commerce prac-

tices through the whole transaction pro-

cess, from registration to procurement, im-

plicitly request customer trust prior to sho-

wing signs of trust themselves. If more 

technology becomes available enabling cus-

tomers to perceive that they are trusted and 

to recognize the vulnerability of e-com-

merce websites, then reciprocal trust will 

be enhanced and e-commerce will be more 

successful.

6.2 Limitations

As this study involved an experiment, 

the results are limited in generalizability to 
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real-life settings. The participants were 

requested to choose an e-commerce web-

site from a list and visit it before com-

pleting the questionnaire. Although we care-

fully and explicitly advised participants to 

visit the website for a sufficient amount of 

time, the time period was not specified nor 

controlled. These factors may have dimi-

nished the strength of the results. Finally, 

another frequent generalizability limitation 

involves the use of students as participants. 

Although students are often on low in-

comes, this limitation was avoided in our 

study, as most participants were employed.
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<Appendix A> Items and Factor Loadings

Factors

1 2 3 4 5

MON2 .847

MON1 .831

MON3 .770

PROP1 .892

PROP2 .880

PROP3 .835

TRD2 .869

TRD3 .813

TRD1 .684

DEL3 .823

DEL2 .721

DEL1 .581

INT .958
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