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ABSTRACT 

Trust is gaining in importance in today’s digital world where interactions become more and more impersonal. In this context, 

many studies show that social presence, i.e. the feeling of human contact, has a positive effect on the formation of trust. 

However, the theoretical explanation of the relationship is still somewhat unexplored in the IS domain. In this study, we draw 

on psychology literature and derive a comprehensive framework to conceptualize and explain the relationship in detail. 

Particularly, we identify four mechanisms that were not yet explicated by IS research. Using the developed framework as a 

structuring device, we then carry out a structured literature review in the IS domain to identify existing studies and their 

theoretical focus as well as to point out research gaps. We are able to show that there is much more to the relationship 

between social presence and trust than the IS domain has yet recognized.  
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INTRODUCTION 

Trust is an important though yet under-explored phenomenon in IS research. On the one hand, trust can be a success factor 

for selling in an online environment. On the other hand, trust is also important for internal operations of a company. In this 

context, several studies in information systems (IS) research have addressed the impact of trust in the area of e-commerce 

(Karimov, Brengman, and Van Hove, 2011) or technology-supported group work (Lowry, Zhang, Zhou, and Fu, 2010a). 

Here, trust has been proven to significantly impact the way we act and perform (Jarvenpaa, Shaw, and Staples, 2004). 

However, trust research in IS is still at a preliminary stage which may be due to the fact that “adapting trust concepts from the 

interpersonal domain to the domain of human-technology interaction has encountered skepticism by some MIS researchers” 

(Gefen, Benbasat, and Pavlou, 2008). In particular, the antecedents of trust in terms of IS design choices have not yet been 

conceptualized clearly in research. 

With respect to trust, social presence, i.e. the feeling of human warmth and sociability (Short, Williams, and Christie, 1976), 

has been suggested as a key influencing factor. Here, it was found that “in a technology-mediated environment, it is 

challenging to establish trust due to the lack of social cues and warmth conveyed, but increasing the social presence of the 

technology may help to build trust” (Hess, Fuller, and Campbell, 2009). “Trust needs touch.” (Handy, 1995, p.46). Several 

studies have proven this positive effect of social presence on trust (e. g. Choi, Lee, and Kim, 2011; Cyr, Head, Larios, and 

Pan, 2009; Pavlou, Liang, and Xue, 2007). However, while the general influence is widely acknowledged in literature, 

research yet lacks a clear conceptualization of the relationship. While psychology literature provides a plethora of studies 

explaining the effects of social presence on trust, IS theory building has not yet differentiated between these different 

mechanisms. The question why social presence effects trust and, more particularly, how different design choices may 

influence the different effect level is under researched as of today. To understand the interdependencies and to develop more 

suitable IS design theories, a differentiated analysis of the constructs is necessary. The research objectives for this study are: 

1. Develop a comprehensive framework regarding the relationship between social presence and trust. 

2. Analyze which effects of social presence on trust have been evaluated by IS research and identify research gaps. 
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This paper is structured as follows. First, we present related work on both social presence and trust and integrate key aspects 

into a conceptual framework (Section 2). Then, we present our research methodology, a structured literature review (Section 

3), followed by the presentation of the results (Section 4). Finally, we discuss our findings with regards to implications for 

research and practice and conclude our paper with an outlook on future research (Section 5).  

TOWARDS A FRAMEWORK OF TRUST THROUGH SOCIAL PRESENCE 

We develop our framework (Figure 1) on basis of three major research streams, namely (1) trust, (2) social presence and (3) 

human information processing which connects social presence and trust.  

Trust 

In online environments trust plays a crucial role. Research in e-commerce shows that the absence of trust is a main reason for 

the reluctance to engage in online shopping (Hoffman, Novak, and Peralta, 1999). However, IS research yet lacks a clear 

conceptualization of antecedents (Gefen et al., 2008). In order to structure our discussion, we will distinguish between the 

party that trusts (trustor) and the party that is trusted (trustee) as referred to in our framework (Figure 1). 

Trustor level. One distinction refers to trust as exposure of vulnerability versus trust as a way of meeting the expectations of 

another party (McEvily and Tortoriello, 2011). Referring to vulnerability, Mayer, Davis, and Schoorman (1995) define trust 

as 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. More 

recently, Corritore, Kracher, and Wiedenbeck (2003) referred to trust in an online setting as “an attitude of confident 

expectation in an online situation or risk that one’s vulnerabilities will not be exploited” (p.740). It is important to distinguish 

between perceived trustworthiness and actual trustworthiness of the trustee (Riegelsberger, Sasse, and McCarthy, 2005). 

Trustee level. The party or object that is trusted (trustee) can be differentiated. There is trust in IT artifacts (e.g. Li, Hess, and 

Valacich, 2008), computers as social agents (CASA) (e.g. Recommendation agents, Hess et al., 2009), interpersonal trust 

(e.g. Lowry, Zhang, Zhou, and Fu, 2010), trust in organizations (e.g. Lim, Sia, Lee, and Benbasat, 2006) and trust in systems 

(e.g. political systems (Luhmann, 1979)). As the first category, trust in IT artifacts, is only distinct from CASA when no 

considerable number of social cues is present, the category becomes out-of-scope for the purpose of this paper. The same is 

true for the last category, trust in systems, as systems are an abstract entity to which no social cues can be attributed.  

Social Presence 

One of the first definitions of social presence dates back to 1976 when Short, Williams, and Christie referred to it as the 

degree to which a medium allows an individual to establish a personal connection with others that is close to face-to-face 

interaction. In their work they refer to classical communication media such as telephone, fax and experimental phones with 

transmission of audio-visual signals. Historically, social presence stems from the field of social psychology. More recent 

definitions emphasize the psychological character of social presence as an individual experience of closeness to and 

connectedness with others (Biocca, 1997).  

Social Cues. There are numerous cues that are conveyed in a social situation such as message, contact and intimacy cues 

(Fichten, Tagalakis, Judd, Wright, and Amsel, 1992). For example, physical cues can describe the appearance of a person; 

behavioral cues may describe gestures, smiling or eye movements of the trustee. 

Medium (cue filter). The medium is an important factor that influences social presence. This especially concerns the richness 

of a medium, as a leaner medium carries fewer cues (Daft, Lengel, and Trevino, 1987). For example, a video chat allows for 

more social presence than a text chat. In this respect, the medium is a technical filter of social cues. There is also theory that 

suggests that users can compensate the filtering (Walther and Burgoon, 1992). The perceived level of social presence is, 

however, subjective (Short et al., 1976). That is why social presence is related but not to be mixed with media richness. For 

example, a text can lead to high or low social presence dependent on how personal and emotional the written information are 

in general and whether or not the receiver has a personal connection to the sender of the message. This is also true for the 

other channels like audio where the voice can convey information such as extraversion (Hess et al., 2009).  

Human Information Processing 

Regarding this part of our framework, we build on an existing model of Human Information Processing by Tam and Ho, 

(2006). We specify this model for our social presence and trust condition.  
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Attention (Cue Filter), Cognitive Processing and Trusting Beliefs. The information processing is conducted in several distinct 

stages. At a first stage, the incoming stimulus is subjected to the attention of the trustor. While the medium can be considered 

as a cue filter by technical means, attention can be seen as a cue filter by human perception. After filtering, only the 

remaining cues will be cognitively processed. The result of this process is an assessment of the trustee’s trustworthiness 

which are the trusting beliefs held by the trustor.  

Working memory. The working memory, “contains information about oneself [trustor], including perceptions, attributes, and 

experiences related to the self [trustor]” (Tam and Ho, 2006, p.868). To our understanding this also includes aspects that are 

evaluated against and matched with the incoming, perceived social cues. Concerning the explanation of the effect of social 

presence on trust these aspects play a central role. While our first approach to explain trust through social presence is based 

on the fact that richer media allow for more social cues being conveyed, a second stream of explanations refers to 

psychological explanations (see numbers in Figure 1).  

1) Rich media explanation 

High media richness conveys more social cues and will therefore lead to more social presence with a subsequent effect on 

trust building. Gefen and Straub (2003) mention two arguments for this effect. Both arguments are related to the concept of 

social presence as influenced by media richness. First, when fewer social cues are present, it is more difficult to spot 

untrustworthy activities. Therefore, a situation of high social presence may be perceived as more transparent and 

consequently as more trustworthy. Second, the assessment of the other person becomes easier if there are a high number of 

social cues containing the information of others. In such a high media richness setting trusting beliefs such as ability and 

benevolence are more likely to be formed. 

This explanation of the effect of social presence on trust can be seen as a basis for further psychological explanations (see 2a-

d). While this rich media explanation seems to hold true in many situations, psychological aspects as well as differences 

within a media condition are not accounted for. For example, an audio richness level can be either a soft human voice or an 

emotionless computer’s text-to-speech output. 

2a) Meeting expectations explanation 

Matching actual social cues to prior expectations is a major mechanism for building trust through social presence. People 

have implicit and explicit expectations on what is normal in certain situations. This situational normality is seen as a part of 

institution-based trust (McKnight, Cummings, and Chervany, 1998). In general, trust develops when the trustee behaves as 

the trustor expects and is decreased when the trustee behaves otherwise without explanation (Blau, 1964; Giffin, 1967; 

Luhmann, 1979). For example, the first generation of recommendation agents were considered as incompetent as they were 

exposed to high expectations which they could not live up to (Riegelsberger and Sasse, 2001). However, expectations are 

subjective and may change over time. While Gefen and Straub (2003) mentions the example of derived expectations of 

offline vendors towards online vendors, we argue that nowadays online vendors are subject to distinct sets of expectations 

that are quite different from offline shops. 

2b) Being identifiable explanation 

Literature has also suggested that the possibility of identification is a strong driver for the building of trust through social 

presence. Making yourself identifiable increases vulnerability and, therefore is likely to generate trusting beliefs. In this 

context, Rockmann and Northcraft (2008) mention an explanation why anonymity due to low media richness may affect 

defection. They state that leaner media offer fewer social context cues which make individuals feel more anonymous and 

therefore more likely to behave anti-socially (Zimbardo, 1969). 
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Figure 1. Framework of the Effect of Social Presence on the Building of Trust 

 

2c) Evaluating intentions explanation 

Another mechanism of building trust through social presence is related to the evaluation of intentions. For example, a smile is 

not a smile. Only if a certain action is considered as authentic and benevolent it may lead to a positive assessment of the 

other’s trustworthiness. The intention matters and social cues are only perceived as trustworthy when they are seen as being 

given unintentionally (Riegelsberger and Sasse, 2001) and not with manipulation intent. Non-verbal cues such as body 

language or tone of voice are typically considered to be less controllable and, thus, more authentic (IJsselsteijn, Baren, and 

Lanen, 2003). They may therefore be considered as an important key in evaluating a person’s trustworthiness.  

2d) Matching similarities and stereotypes explanation 

Social presence leads to trust because people are identified as members of a trusted group. McKnight et al. (1998) mention 

unit grouping and stereotyping as categorization processes to develop trusting beliefs. On the one hand, this refers to sharing 

common goals and values with the trustee (Kramer, Brewer, and Hanna, 1996). This may lead to the perception that the 

trustee is an in-group member and, thus, perceived as more trustworthy than out-group members (Brewer and Silver, 1978). 

On the other hand, stereotyping, e.g. based on voice (female/male), can quickly form positive trusting beliefs about the 

trustee by generalizing from the favorable category into which the person was placed (McKnight et al., 1998). Furthermore, a 

relationship aspect comes into play, when information from friends is compared to information from strangers. Studies show 

that recommender systems based on friends’ recommendations are considered more trustworthy than from anonymous 

strangers (Choi et al., 2011). 
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RESEARCH METHODOLOGY 

To address our research question, we conducted a structured literature review in IS research. Following Webster & Watson 

(2002), the search process incorporated a keyword search in a scholarly database (Web of Knowledge). Here, our search 

string was “presence AND trust”. We searched in topic which included title, abstract and keywords of the articles in order to 

derive a broad initial set of papers on the subject. Furthermore, we used the term “presence” instead of “social presence” to 

account for both different forms of presence that resemble social presence in IS (e.g. co-presence) and the possibility of 

different wordings used for equivalent concepts.  

We included a total of 30 journals in our search. These journals were selected using two mechanisms. On the one hand, we 

included all AIS top-basket journals. On the other hand, we additionally integrated all IS journals which received an average 

point rating below 20 in the AIS journal ranking meta review. Through the latter mechanism, the search space was widened 

to include journals which were not core IS research outlets but focus on management aspects related to IS implementations. 

This was considered important in order to incorporate “all sources that contain IS research publications” (Levy & Ellis, 2006, 

p.183) and, thus, to gain a comprehensive overview on the literature regarding the effects of social presence on trust.  

Our search returned 34 papers which were then analyzed by the researchers using a two-step approach. First, the papers were 

screened by all researchers who then decided individually on their relevance for the research. These decisions were discussed 

in a workshop to come up with a set of papers for further analysis. As a result, we identified 7 papers that particularly 

addressed the relationship between social presence and trust. The remaining 27 papers either did not include the terms as 

concepts in their research, or they did not address their relationship. In a second step, the identified papers were analyzed in 

detail with respect to the different interdependencies between the two constructs social presence and trust as identified from 

related work. Again, papers were assessed individually first and the results were then discussed and aggregated in a 

collaborative workshop. These consolidation workshops were used to specifically discuss which cues were assessed by the 

different studies and how the measured effects could be mapped to our understanding of the relationships between the two 

key constructs. 

RESULTS 

The majority of studies have manipulations on the media richness level e.g. a text-only versus an audio-only condition 

(Aljukhadar, Senecal, and Ouellette, 2010; Hess et al., 2009; Lowry et al., 2010a; Qiu and Benbasat, 2009). In these studies 

the rich media explanation applies as a richer media condition contains more social cues from which either untrustworthy 

behavior can be spotted or an assessment of trusting beliefs (e.g. competence cues) becomes easier (Gefen and Straub, 2003). 

The importance of situational normality (meeting expectations explanation) is well illustrated in the study from Cyr, Head, 

Larios, and Pan (2009) where human images are embedded into a website. In another study by Hess et al. (2009) the 

manipulation of a recommendation agent’s personality towards more extraverted behavior can also be seen in the light of a 

better match with an expected outgoing and open behavior of a recommender. For the being identifiable explanation no study 

has been identified. The evaluation of intentions plays a central role in the study by Benlian, Titah, and Hess, (2012). The 

results suggest that trust in reviews from consumers is higher than in recommendations by providers as the latter are 

considered to have money-making interests which the former group does not have. Finally, two studies show that in-group 

members (matching similarities and stereotypes explanation) are assessed as more trustworthy (Choi et al., 2011; Lowry et 

al., 2010a). In the first study by Choi et al. (2011) the in-group distinction of online recommendations is conceptualized 

between friends and strangers while in the second study virtual group work among culturally homogenous vs. heterogeneous 

groups is studied (Lowry et al., 2010a). More detailed results are summarized in Table 1.  
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Table 1. Overview of the Results 
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DISCUSSION AND CONCLUSION 

There is much more to the relationship between social presence and trust than the IS domain has yet recognized. Our study 

helps to better understand the relationship and put forward research implications to strengthen trust and social presence 

research. Our perspective on the relationship between social presence and trust shows that there is broad empirical evidence 

for the positive effect (see Table 1). We were able to show that all of the available studies could find a valid effect of social 

presence on trust. Therefore, research that includes both concepts should be strongly considered for future research. In 

addition, no study is older than three years, which confirms this trend. 

Because this general relationship is so stable across studies, an explanation of the effect is even more important. Our paper 

gives new explanations based on psychological insight for this relationship and proves their practicability by means of the 

existing empirical examples. We point out that the focus on the explanation has been neglected in current IS literature and 

provide a first step in closing this research gap by a) providing a framework of the relationship between the concepts and b) 

analyzing existing empirical research in the IS domain with respect to the framework. Our study shows that the outlined 

framework is suitable to explain the effects social presence has on trust and suggest future research to take into account the 

different mechanisms in theory building. By doing so, we extend the commonly referred to rich media explanation by Gefen 

and Straub (2003) with insight of the psychological processes present in a trustor building his/her trusting beliefs about a 

trustee. However, as our study is small in size, future research may show which theoretical explanations of the relationship 

between social presence and trust are valid for specific design choices of created social presence (e.g. pictures vs. 

recommendation agents). This may help to optimize the effect of specific social presence design choices on trust. 

Furthermore, our study shows the diverse nature of both concepts, social presence and trust. In the analyzed studies, social 

presence is conceptualized and designed in many different ways (human images, recommendation agents, human group 

members). As these design choices are different in nature, we suggest future research to build a taxonomy of social presence 

and derive clear classification dimensions. Not only the creation of social presence is quite diverse, there are also different 

levels regarding the party that is trusted. This distinction can be described as trust in the own entity versus trust in others. 

This confirms the view of Weiquan and Benbasat (2005) study, which elaborates on whether trust in recommendation agents 

refers to the agents itself or another trusted party (e.g. e-vendor that embeds the agent in a website). In addition, the use of 

trust measurement across different trustees makes it difficult to compare studies. We therefore advocate for the approach 

Aljukhadar et al. (2010) have taken, i.e. measuring both, the trust in an agent as well as the entity “behind” the agent (e.g. e-

vendor). 

By analyzing the different social cues and filter mechanisms (medium as well as attention), we have learned that only one 

study described the level of attention of the experiment participants during the experiment. The positive example is Cyr et al. 

(2009) who used eye-tracking (i.e. attention is operationalized as time focusing at an website element) and interviews to gain 

additional insight in the occurred effects. Attention is important because a creation of social presence might be technically 

speaking perfect but still have no effect on the user as it does not pass the attention filter. In this case, even perfectly designed 

social cues (e.g. from an avatar) may be not effective. Therefore, future research may show how attention is related to 

different design choices of social presence.  

With respect to relevance for practice, we show that there are many applications to increase trust in companies and 

institutions. Our literature review presents several ways how online shops can increase trust by means of social cues. Thus, 

the discussed design choices can be considered a general starting point for the development of creating trust-building e-

business websites. Moreover, these insights may be transferred to other fields that suffer from lack of acceptance such as e-

government services. However, further experiments and especially field studies (due to high external validity) may help to 

show the real value and risk when it comes to the adaption of social cues into websites. 

Our study is not free of limitations. First, regarding our framework, we account only for the perspective of the trustor towards 

the trustee (one-way relationship). In two-way communication settings there may also be interaction effects among the 

different actors. Second, we only focus on general trust aspects and do not account for specific trust aspects such as a 

distinction between affective and cognitive trust. Third, social presence is generally measured as an emotional construct. 

However, social presence also has evaluative aspects (Feinberg and Aiello, 2006), which are for reasons of simplification not 

considered in the model so far. Fourth, we only included journal papers in our review and did not consider conference 

proceedings. Finally, some matchings in our review were subject to interpretation. Not all empirical studies provide detailed 

explanations of the experiment manipulations.  



Walter et al.  Understanding the Building of Trust through Social Presence 

Proceedings of the Nineteenth Americas Conference on Information Systems, Chicago, Illinois, August 15-17, 2013. 8 

REFERENCES 

1. Aljukhadar, M., Senecal, S., and Ouellette, D. (2010). Can the Media Richness of a Privacy Disclosure Enhance 

Outcome? A Multifaceted View of Trust in Rich Media Environments. International Journal of Electronic Commerce, 

14(4), 103–126. 

2. Benlian, A., Titah, R., and Hess, T. (2012). Differential Effects of Provider Recommendations and Consumer Reviews 

in E-Commerce Transactions: An Experimental Study. Journal of Management Information Systems, 29(1), 237–272. 

3. Biocca, F. (1997). The cyborg’s dilemma: embodiment in virtual environments. Proceedings Second International 

Conference on Cognitive Technology Humanizing the Information Age. 

4. Blau, P. (1964). Exchange and Power in Social Life. Wiley, New York. 

5. Brewer, M. B., and Silver, M. (1978). Ingroup bias as a function of task characteristics. European Journal of Social 

Psychology, 8(3), 393–400. 

6. Choi, J., Lee, H. J., and Kim, Y. C. (2011). The Influence of Social Presence on Customer Intention to Reuse Online 

Recommender Systems: The Roles of Personalization and Product Type. International Journal of Electronic 

Commerce, 16(1), 129–153. 

7. Corritore, C. L., Kracher, B., and Wiedenbeck, S. (2003). On-line trust: concepts, evolving themes, a model. 

International Journal of Human-Computer Studies, 58(6), 737–758. 

8. Cyr, D., Head, M., Larios, H., and Pan, B. (2009). Exploring Human Images in Website Design: A Multi-Method 

Approach. MIS Quarterly, 33(3), 539–566. 

9. Daft, R. L., Lengel, R. H., and Trevino, L. K. (1987). Message Equivocality, Media Selection, and Manager 

Performance: Implications for Information Systems. MIS Quarterly, 11(3), 354–366. 

10. Feinberg, J. M., and Aiello, J. R. (2006). Social Facilitation: A Test of Competing Theories. Journal of Applied Social 

Psychology, 36(5), 1087–1109. 

11. Fichten, C. S., Tagalakis, V., Judd, D., Wright, J., and Amsel, R. (1992). Verbal and nonverbal communication cues in 

daily conversations and dating. Journal of Social Psychology, 132(6), 751. 

12. Gefen, D., Benbasat, I., and Pavlou, P. (2008). A Research Agenda for Trust in Online Environments. Journal of 

Management Information Systems, 24(4), 275–286. 

13. Gefen, D., and Straub, D. W. (2003). Managing User Trust in B2C e-Services. e-Service Journal, 2(2). 

14. Giffin, K. (1967). Contribution of Studies of Source Credibility to a Theory of Interpersonal Trust in Communication 

Process. Psychological Bulletin, 68(2), 104–&. 

15. Handy, C. (1995). Trust and the Virtual Organization. Harvard Business Review, 73(3), 40–50. 

16. Hess, T., Fuller, M., and Campbell, D. (2009). Designing Interfaces with Social Presence: Using Vividness and 

Extraversion to Create Social Recommendation Agents. Journal of the Association for Information Systems, 10(12), 

889–919. 

17. Hoffman, D. L., Novak, T. P., and Peralta, M. (1999). Building consumer trust online. Communications of the ACM, 

42(4), 80–85. 

18. IJsselsteijn, W., Baren, J. Van, and Lanen, F. Van. (2003). Staying in touch: Social presence and connectedness through 

synchronous and asynchronous communication media. In: Stephanidis and Jacko (eds.), Human-Computer Interaction: 

Theory and Practice (Part II), volume 2 of the Proceedings of HCI International 2003, pp. 924-928. 

19. Jarvenpaa, S. L., Shaw, T. R., and Staples, D. S. (2004). Toward Contextualized Theories of Trust: The Role of Trust in 

Global Virtual Teams. Information Systems Research, 15(3), 250–267. 

20. Karimov, F. P., Brengman, M., and Van Hove, L. (2011). The Effect of Website Design Dimensions on Initial Trust: A 

Synthesis of the Empirical Literature. Journal of Electronic Commerce Research, 12(4). 

21. Kramer, R. M., Brewer, M. B., and Hanna, B. A. (1996). Collective trust and collective action: The decision to trust as a 

social decision. in R. M. Kramer & T. R. Tyler (Eds,), Trust in organizations: Frontiers of theory and research: 357-

389. Thousand Oaks, CA: Sage. 



Walter et al.  Understanding the Building of Trust through Social Presence 

Proceedings of the Nineteenth Americas Conference on Information Systems, Chicago, Illinois, August 15-17, 2013. 9 

22. Levy, Y., and Ellis, T. J. (2006). A Systems Approach to Conduct an Effective Literature Review in Support of 

Information Systems Research. Informing Science, 9, 181–212. 

23. Li, X., Hess, T. J., and Valacich, J. S. (2008). Why do we trust new technology? A study of initial trust formation with 

organizational information systems. Journal of Strategic Information Systems, 17(1), 39–71. 

24. Lim, K. H., Sia, C. L., Lee, M. K. O., and Benbasat, I. (2006). Do I Trust You Online, and If So, Will I Buy? An 

Empirical Study of Two Trust-Building Strategies. Journal of Management Information Systems, 23(2), 233–266. 

25. Lowry, P. B., Zhang, D. S., Zhou, L. N., and Fu, X. L. (2010a). Effects of culture, social presence, and group 

composition on trust in technology-supported decision-making groups. Information Systems Journal, 20(3), 297–315. 

26. Lowry, P. B., Zhang, D. S., Zhou, L. N., and Fu, X. L. (2010b). Effects of culture, social presence, and group 

composition on trust in technology-supported decision-making groups. Information Systems Journal, 20(3), 297–315. 

27. Luhmann, N. (1979). Trust and Power. John Wiley and Sons, London. 

28. Mayer, R. C., Davis, J. H., and Schoorman, F. D. (1995). An Integrated Model of Organizational Trust. Academy of 

Management Review, 20(3), 709–734. 

29. McEvily, B., and Tortoriello, M. (2011). Measuring trust in organisational research: Review and recommendations. 

Journal of Trust Research, 1(1), 23–63. 

30. McKnight, D. H., Cummings, L. L., and Chervany, N. L. (1998). Initial trust formation in new organizational 

relationships. Academy of Management Review, 23(3), 473–490. 

31. Pavlou, P. A., Liang, H. G., and Xue, Y. J. (2007). Understanding and mitigating uncertainty in online exchange 

relationships: A principal-agent perspective. MIS Quarterly, 31(1), 105–136. 

32. Qiu, L., and Benbasat, I. (2009). Evaluating Anthropomorphic Product Recommendation Agents: A Social Relationship 

Perspective to Designing Information Systems. Journal of Management Information Systems, 25(4), 145–182. 

33. Riegelsberger, J., and Sasse, M. A. (2001). Trustbuilders and trustbusters - the role of trust cues in interfaces to E-

commerce applications. Towards the E-Society: E-Commerce, E-Business, and E-Government. First IFIP Conference 

on E-Commerce, E-Business, E-Government (13E 2001), 17–3030. 

34. Riegelsberger, J., Sasse, M. A., and McCarthy, J. D. (2005). The mechanics of trust: A framework for research and 

design. International Journal of Human-Computer Studies, 62(3), 381–422. 

35. Rockmann, K. W., and Northcraft, G. B. (2008). To be or not to be trusted: The influence of media richness on 

defection and deception. Organizational Behavior and Human Decision Processes, 107(2), 106–122. 

36. Short, J., Williams, E., and Christie, B. (1976). The Social Psychology of Telecommunications. John Wiley & Sons, 

Ltd. 

37. Tam, K. Y., and Ho, S. Y. (2006). Understanding the Impact of Web Personalization on User Information Processing 

and Decision Outcomes. MIS Quarterly, 30(4), 865–890. 

38. Walther, J. B., and Burgoon, J. K. (1992). Relational Communication in Computer-Mediated Interaction. Human 

Communication Research, 19(1), 50–88. 

39. Webster, J., and Watson, R. (2002). Analyzing the past to prepare for the future: Writing a literature review. MIS 

Quarterly, 26(2), xiii–xxiii. 

40. Weiquan, W., and Benbasat, I. (2005). Trust in and Adoption of Online Recommendation Agents. Journal of the 

Association for Information Systems, 6(3), 72–101. 

41. Zimbardo, P. G. (1969). The human choice: Individuation, reason, and order versus deindividuation, impulse, and 

chaos. Nebraska Symposium on Motivation, 17, 237–307. 

 


