View metadata, citation and similar papers at core.ac.uk brought to you by fCORE

provided by AIS Electronic Library (AlSeL)

Association for Information Systems

AIS Electronic Library (AlSeL)

ACIS 2020 Proceedings Australasian (ACIS)

2020

Trust in Electronic Markets, A Review and Synthesis of Theories

Marzieh Soleimani
University of Tehran, m.solaymani@alumni.ut.ac.ir

Alireza Amrollahi
Macquarie University, ali.amrollahi@mg.edu.au

Follow this and additional works at: https://aisel.aisnet.org/acis2020

Recommended Citation

Soleimani, Marzieh and Amrollahi, Alireza, "Trust in Electronic Markets, A Review and Synthesis of
Theories" (2020). ACIS 2020 Proceedings. 13.

https://aisel.aisnet.org/acis2020/13

This material is brought to you by the Australasian (ACIS) at AIS Electronic Library (AlSeL). It has been accepted for
inclusion in ACIS 2020 Proceedings by an authorized administrator of AIS Electronic Library (AlSeL). For more
information, please contact elibrary@aisnet.org.


https://core.ac.uk/display/389054858?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1
https://aisel.aisnet.org/
https://aisel.aisnet.org/acis2020
https://aisel.aisnet.org/acis
https://aisel.aisnet.org/acis2020?utm_source=aisel.aisnet.org%2Facis2020%2F13&utm_medium=PDF&utm_campaign=PDFCoverPages
https://aisel.aisnet.org/acis2020/13?utm_source=aisel.aisnet.org%2Facis2020%2F13&utm_medium=PDF&utm_campaign=PDFCoverPages
mailto:elibrary@aisnet.org%3E

Australasian Conference on Information Systems Soleimani & Amrollahi
2020, Wellington Trust in Electronic Markets

Trust in Electronic Markets, A Review and Synthesis of
Theories

Completed research paper

Marzieh Soleimani

Faculty of Management

University of Tehran

Tehran, Iran

Email: m.solaymani@alumni.ut.ac.ir

Alireza Amrollahi
Macquarie Business School
Macquarie University

Sydney, Australia

Email: ali.amrollahi@mg.edu.au

Abstract

Electronic markets have grown substantially, and they are considered as a significant form of retail.
Despite this growth, the lack of physical transactions between different parties as well as concerns
about the privacy of users and the security of transactions has led to a decline in users’ trust in these
platforms. This deficiency has motivated many researchers to study the concept of trust in the e-
commerce environment. In this paper, we have created a comprehensive and up-to-date framework
that synthesises the findings of the previous studies. To achieve this aim, we use a systematic literature
review method. We searched 17 top-ranked information systems journals and conferences and
reviewed the resultant pool of 127 papers. Beyond investigating the antecedents and consequences of
trust in e-commerce, we reviewed the theoretical basis used in the literature. The study concludes with
implications of the literature for practice and a critical agenda for future research.

Keywords Trust, Electronic Commerce, Online Shopping, Systematic Literature Review.
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1 Introduction

Trust is a concept of grave importance as it has been argued that “a complete lack of trust would
prevent [us] from getting up in the morning” (Luhmann 1979). This concept has an ever-evolving
history, going from restricted trust to family and friends to strangers in peer-to-peer platforms
(Mazzella et al. 2016). Hence, it is of great importance and evolving nature. Especially, in electronic
commerce (e-commerce) trust is perceived as a critical factor of success (Chang et al. 2013) asitis a
crucial factor distinguishing buyers from non-buyers (Kim and Park 2013).

The importance of trust in e-commerce platforms is considered to be even above the price, according
to a survey of 6000 customers (Ernst and Young 2000). However, similar surveys show that a small
portion of users can trust these platforms, especially when there is a conflict with their privacy and
security (Connolly and Bannister 2007). Considering the growth of e-commerce as a market and
economic force over the past two decades (Lim, Sia, Lee, & Benbasat, 2006), the topic of trust has
attracted the attention of researchers as well, and several studies have used models from various
discipline to study trust in e-commerce.

While there have been several reviews examining antecedents and consequences of online trust, there
appears to be confusion regarding various dimensions of e-trust (Kim et al. 2006). This is of
importance as it has been estimated that global e-commerce sales in 2018 were of 2.8 trillion U.S.
dollars, and this figure is expected to go up by 70% by 2021 (Clement 2019). Therefore, the growing
number of studies and changes in online markets necessitates an updated and comprehensive review
of the literature which can consider various dimensions of trust, including the theoretical basis of the
studies.

The dearth of a comprehensive and current review motivated us to investigate the state of knowledge
within existing information systems literature regarding the trust in electronic commerce platforms.
To achieve this aim, we drafted three research questions to lead different parts of the current study.
First, we considered factors leading to improved trust in e-commerce platforms. Reviewing these
antecedents can direct researchers to areas that have not been investigated and help practitioners to
develop a framework for improving their platforms. The following research questions have been
proposed:

RQ1. What are the factors mentioned in the literature to impact trust in e-commerce platforms?

Furthermore, in this study, we are motivated to investigate the impact of trust on other tangible and
intangible features of e-commerce websites. Answering this second research question can help the
study to illustrate the impacts and benefits of e-trust better:

RQ2. What are the factors mentioned in the literature as consequences of trust in e-commerce
platforms?

Finally, the study is looking at the theoretical concepts and areas used in the literature and synthesise
them in a single framework that can inform future studies. A third research question is proposed to
cover this aspect of the research:

RQ3. Which insights from the theoretical basis used in the literature can be leveraged to inform future
work on trust in e-commerce platforms?

The rest of the paper is structured as follows: an overview of the theme of trust in electronic commerce
research is presented in Section 2. Section 3 outlines the steps followed in conducting this literature
review and the criteria for including and excluding research papers in our final analysis. In section 4,
the results of the literature review are presented and explained. These results are further discussed in
section 5 by outlining the contributions to theory and practice with an agenda for future research, and
we conclude the paper in Section 6.

2 Background

Various scholars have provided different definitions of trust based on their outlook. McKnight et al.
(2002) have listed some of these perspectives including psychology (a tendency to trust others), social
psychology (a cognition about the trustee), sociology (a characteristic of the institutional
environment). In e-commerce research, an organisational viewpoint is cited most frequently. Based on
this perspective, trust is defined as “the willingness of a party to be vulnerable to the actions of another
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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” (Mayer et al. 1995, p. 712).

The notion of trust has been an area of interest in organisation studies and information systems (Li et
al. 2008; Mayer et al. 1995). In particular, the concept of electronic commerce trust has been initiated
in the 1990s with studies focusing on the antecedents of trust (Fung and Lee 1999). Earlier reviews on
trust have studied some limited aspects including the impact of uncertainty, the (new) meaning and
typology of trust (Grabner-Krauter and Kaluscha 2003; McKnight and Chervany 2001), used theories
(Huang et al. 2007), and the early models of trust (Papadopouou et al. 2001). However, considering
the recent advancement and changes in electronic markets, as well as the massive amount of work
published in past years, these reviews do not seem to be beneficial in providing an insight about the
state-of-the-art research. Despite the vast literature, none of the previous literature review works
provides a comprehensive review of antecedents and consequences of trust in electronic commerce.
The current study looks deep into this area by focusing not only on the components of research models
but also the used theoretical concepts.

3 Methodology

To investigate the factors leading to and impacted by trust in electronic commerce environment, we
adopted the Systematic Literature Review (SLR) approach; a methodical way to identify, evaluate, and
interpret the available empirical studies conducted on a topic, research question, or phenomenon of
interest (Kitchenham 2004). The following process was followed to conduct a systematic literature
review are: (1) identify resources, (2) select the studies, (3) extract the data, (4) synthesise the data,
and (5) write-up the review as a report (Brereton et al. 2007; Kitchenham 2004).

To follow the above process, we first identified 17 high ranked IS journals and conferences' and
searched them with our predefined set of keywords. These journals and conferences were selected
based on available rankings of IS journals (Fisher et al. 2007), previous SLR work (Amrollahi et al.
2013; Tallon et al. 2019), and their focus on electronic commerce and related areas. Our initial search
resulted in 599 papers. Following this initial step, we excluded irrelevant articles when reviewing
papers’ titles, abstracts, and full text. The final pool of research studies was investigated against the
research questions in this study. We searched the following terms and limited the search to titles,
keywords, and abstracts in the searched references:

Trust AND (retail OR e-commerce OR “electronic commerce” OR “electronic business” OR e-business
OR shop OR sale OR buy OR purchase OR e-Trust OR market)

The initial search for the above phrases resulted in 599 papers. We then read the titles, abstracts, and
full-text of the papers and excluded irrelevant papers at each of these stages to formulate the final list
of 1277 papers. Our main criterion for selecting relevant papers was their focus on the role of trust, how
it can be developed, and what are its consequences in an electronic commerce environment. For this
reason, we excluded technical papers, those investigating trust in contexts other than electronic
commerce, and those that focused on other aspects. After forming the final list of papers, the analysis
of research studies started. At this stage, we tried to distinguish papers based on their perception of
trust and different theories used. We then categorised these factors in multiple groups. A triangulation
process was used to verify the accuracy of the developed categories in which the recognised factors are
assigned to various categories by two authors, and any conflict among authors was settled in a session.

4 Results
4.1 Theories

As part of our literature review, we found 29 theories from various disciplines, including Marketing,
Psychology, Economy, Sociology, Management and Organization Science, Computing, Information
Systems, and Philosophy. It should be noted that many theories are interdisciplinary in nature and

! European Journal of Information Systems, Information Systems Journal, Information Systems Research, Journal of
Information Technology, Journal of Management Information Systems, Journal of Strategic Information Systems, Journal of
the Association for Information Systems, MIS Quarterly, Information and Management, Communications of the Association
for Information Systems, Information Technology and People, Electronic Commerce Research, International Conference on
Information Systems (ICIS), Pacific Asia Conference on Information Systems (PACIS), European Conference on Information
Systems (ECIS), Americas Conference on Information Systems (AMCIS), Hawaii International Conference on System Sciences
(HICSS)
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have widely used in different areas. Therefore, in most cases where the sources were checked to trace
the discipline. We then further studied each theory to see the constructs they are referring to and how
it has been related to the notion of trust in e-commerce. Among all of these theories, Technology
Acceptance Model (Davis et al. 1989; Venkatesh and Davis 2000) and Theory of Planned Behaviour
(Ajzen 1991) were cited most to explain the process leading to a trust-related behaviour and how
technological components can be trusted in an e-commerce environment.

Also, theories from marketing such as signalling theory (Spence 1974) and expectation confirmation
theory (Li et al. 2015) are cited in the literature to explain the behaviour of customers in seeking
relevant information and model factors leading to their satisfaction. While psychological theories are
mainly focused on customer trust behaviour on individual behaviour, marketing theories are looking at
social factors influencing trust. Finally, sociological and organisational theories such as Social
Exchange Theory (Woisetschliger et al. 2011) and Social Capital Theory (Coleman 1988) are used to
model social relationships between human actors and how trust can be developed as a result of these
interactions. The theories in the final pool of research studies are synthesised in Figure 1. The number
in front of each components shows the theories used that particular component.

Antecedent factors > Intention factors |:> Behaviour factors > Consequence
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1. Stakeholder Theory, 2.Social Capital Theory, 3.Social Network Theory, 4.Social Presence Theory (SPT), 5. Theory of Social Responses to Computers, 6. Toulmin’s
Model of Argumentation, 7. Hofstede Cultural Theory, 8. Fukuyama Theory of Trust, 9. Social Exchange Theory, 10. Trust Transfer Theory, 11. Attribution Theory, 12.
Economics Of Information Theory, 13. Elaboration Likelihood Model, 14. Theory of Impression Management, 15. Attribution Theory, 16. Associative Network Model of
Memory 16. Cognitive Dissonance Theory, 17. Tam, 18.Attraction Theory, 19. Social Presence Theory (SPT), 20. Theory of Planned Behavior, 21. Theory of Reasoned
Action, 22. Expectation Confirmation Theory, 23. Commitment Theory of Relationship Marketing, 24. Status-quo Bias Theory, 25. Social Cognitive Theory, 26.
Cognitive-affective Mediating Process

Figure 1 Synthesis of theories in the final pool of research studies

As illustrated in the above figure, we have distinguished four elements of antecedents, intention,
behaviour, and consequence, along with environmental factors in these theories. Antecedents factors
in these theories are those factors which can result in specific behaviour. In e-commerce trust
literature, we found three different types of antecedent factors based on the level and origin of the
theory (individual, market-related, and social factors). According to the found theories, these
antecedents usually lead to a set of factors that we have broadly named them intention factors. Still,
they can include any intrinsic motivation or resistance to perform a behaviour. Some of the theories
have also considered consequences for these theories, such as reward or satisfaction.

4.2 Antecedents to trust

Understanding the antecedent of customers’ trust can provide insight into the factors that create trust
and improve their intentions to perform an online transaction. Antecedents to trust are categorised
based on various actors in an online transaction.

4.2.1 Customer-related antecedents

Based on the reviewed literature, we found customer concerns, a disposition to trust, trusting beliefs,
familiarity, calculative-based trust, accessibility of information and synonyms of these terms as the
main antecedents in this category. In electronic commerce, the process of building trust for customers
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is affected by customers’ concerns which are considered an enormous obstacle in electronic
transactions (Agag et al. 2020; Kim 2008b). According to the literature, four primary concerns for
online customers are privacy, security, perceived technology risk, and integrity concern (Connolly and
Bannister 2007; Shukla 2014).

Disposition to trust also known as the propensity to trust is “the extent to which a person displays a
tendency to be willing to depend on others across a broad spectrum of situations and people”
(McKnight et al. 2002, p. 339). McKnight and Chervany (2002) suggested that the effects of
dispositional factors on trust are more than other factors such as institution-based trust and this
general propensity to trust to others can influence intentions and beliefs of trustors about e-vendors.

Another type of customer-related antecedents is familiarity, which relates to a customer’s past
behaviour. Bhattacherjee (2002) noted that “familiarity refers to one’s understanding of another’s
behaviour based on prior interactions or experiences”. They also mentioned that familiarity develops
gradually over time as the trustors accustomed to the trustee’s behaviour and leads to improve trust in
online buyers.

Based on calculative-based trust, an online customer can build trust through cost-benefit analysis of a
trustee who shows cheating or cooperative behaviour. Since calculative-based trust is deterrence
based, when the customer feels that e-vendor is untrustworthy, they will not engage in opportunist
behaviour. Customers will trust e-vendors when they believe that the e-vendor has more to lose by
cheating or has nothing to gain by breaking consumers trust (Gefen et al. 2003a).

4.2.2 Seller related antecedents

We find elements such as institution-based trust, reputation, and communication and interaction as
the characteristics of sellers referred to in the literature to impact trust in online markets. We find that
reputation or trustors beliefs about the integrity of a trustee (Kit et al. 2013) as an antecedent of trust
in the literature. Researchers referred to reputation with different terms such as perceived
effectiveness of feedback mechanism, brand awareness, brand image, perceived accreditation, portal
affiliation, and online aesthetic appeal. These studies indicated that reputation leads to trust in e-
commerce context and there is a positive relationship between reputation and online trust (Hoffmann
et al. 2014; Kit et al. 2013; Shiau and Chau 2015). Others suggest that reputation has a vital role in
engendering trust and repurchase intention (Qureshi et al. 2009).

Effective communication is regarded as a crucial element for developing trust in e-commerce.
Interpersonal relationships or a close personal connection in social networks are examples of trust
antecedents in this category. Institution-based mechanisms such as warranty and structural assurance
are also considered as significant factors leading to trust in e-commence (Huang et al. 2005; Wang and
Benbasat 2008).

4.2.3 Technology and third-party related antecedents

The positive impact of website quality and third-party institution on trust is supported in many
studies. For instance, Jones and Leonard (2008) examined trust in customer to customer (C2C)
environments and confirmed that when customers do not know each other, they take cues from social
signals, including website quality and third-party institution. Perceived website quality demonstrates
user’s perceptions of some features such as the ease of use and usefulness of information (Awad and
Ragowsky 2008). Web users need to feel the website is well designed, organised, timely and accurate
to believe the trustworthiness of web vendors (Qureshi et al. 2009).

The role of intermediaries in developing consumers trust in the e-commerce market is overwhelming,
especially for small e-vendors (Datta and Chatterjee 2008). McKnight and Chervany (2002) believe
that since trust is transferable, an intermediary can transfer consumers trust of its brand to e-vendors.
Pavlou and Gefen (2004) defined online intermediary as a “third-party institution that uses internet
infrastructure to facilitate transactions among buyers and sellers in its online marketplace by
collecting, processing, and disseminating information”. Consumers need to receive strong signals in
order to trust other parties. A trusted third party can play this role and serve as a signal and facilitate
transactions (Clemons et al. 2016). Intermediaries can reduce the risk in an e-commerce transaction
by producing a reliable and secure environment, institute fair and open rules and procedures, accredit,
evaluate, or weed out problematic sellers, also encourage benevolent transaction norms. For instance,
some intermediaries such as eBay and Amazon try to reduce transaction risk to help reduce buyers’
actual risk, including providing coverage up to a limit of $250 as a guarantee of their auction
transactions (Jarvenpaa et al. 2000; Pavlou and Gefen 2004).
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For sellers, online intermediaries can help them obtain market signals, reduce search costs, discover
better prices, deliver products at a lower price, facilitate transaction settlements, and monitor buyers
(Giaglis et al. 2002). Sellers need to trust that the intermediary performs these functions honestly,
competently, and with the sellers’ best interest in mind.

4.2.4 Environment-related antecedents

According to the literature, environment antecedents consist of word of mouth (WOM), culture,
trusting beliefs and perceived size. E-WOM is the centre of consumer behaviour and defined as any
positive, negative or neutral comments, recommendation or statements about a product, service,
brand or company based on experiences that created by former, potential or actual web users. E-WOM
will usually spread via the internet and social networks (Hennig-Thurau et al. 2004). A prominent
study of e-WOM and its effect on trust by Awad and Ragowsky (2008) approved that e-WOM quality
has a positive impact on online trust. Kim (2008a) also supported the hypothesis that positive referral
and posts have a direct effect on customers’ trust in an e-vendor. Previous studies about the impact of
culture on trust and consumer behaviour have considered various surveys of national cultures
(Hofstede et al. 2010). In particular, dimensions such as uncertainty avoidance, power distance,
collectivism as a primary antecedent of trust the internet shopping (Sia et al. 2009).

4.3 Consequences of trust

Different studies demonstrate various outcomes for online trust. McKnight et al. (2002), for instance,
stated that online trust significantly affects online consumers purchase intention and Sun (2010) also
mentioned the positive impact of trust on repurchase intention. Trust can change risk perception,
consumer attitude and perception regarding website and seller (Jarvenpaa et al. 2000). Trust can also
be converted into e-loyalty and satisfaction in the online shopping procedure (Li et al. 2015; Shankar
et al. 2002). Each of these categories is explained in more details in this section.

4.3.1 Transaction intention

Transaction intention is the trustor willingness to participate in an online transaction with a trustee
(McKnight et al. 2002; Pavlou and Gefen 2004). According to the theory of reasoned action (TRA),
trust can be regarded as a behavioural belief that makes a positive attitude towards purchase intention
(Jarvenpaa et al. 2000; Pavlou and Gefen 2004). As discussed before, this behavioural intention is a
common component in many other theories used in online trust literature. Consistent with the
outcomes of previous literature, online consumers trust demonstrates a substantial positive influence
on transaction intention (Kim et al. 2015).

4.3.2 Retention and Loyalty

Customer retention can be achieved when they trust an e-vendor can fulfil their promises (Hong and
Cho 2011; Liu and Tang 2017). Customer loyalty in an online environment, also known as e-loyalty,
refers to “an enduring psychological attachment by a customer to a particular online vendor or service
provider” (Cyr et al. 2007, p. 44).

The direct impact of trust on retention (Qureshi et al. 2009) and e-loyalty (Carter et al. 2014) have
been discussed in previous literature. For example, trust has been considered as a factor engendering
affective commitment, which develops an intention in online customer to revisit the website and
purchase in the future (Liu and Tang 2017). When trusting beliefs are formed in online consumers,
there is a high possibility that they will not switch to another e-vendors because of the risk and
uncertainty involved with finding new online seller and difficulties associated with establishing a new
trusting relationship (Carter et al. 2014).

4.3.3 Perception about seller

Customers, through time, will develop a perception about the seller, the technology used by seller, and
the type of provided services. This feature includes perceived usefulness of used technology, perceived
enjoyment, perceived benefits, perceived value, price premium, and e-WOM intention about the seller.
When buyers trust sellers, as a result of an improved perception, customers allow sellers to obtain
price premium and yield above-average profits (Klein and Leffler 1981; Shapiro 1983), to compensate
seller transaction risks (Ba and Pavlou 2002).

4.3.4 Satisfaction

A critical outcome of a trust-based relationship is satisfaction (Cannon 1999). When online customers
trust a web vendor, they are likely to be satisfied with their transactions (Pavlou 2002). The
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relationship between trust and satisfaction has been studied in previous studies. For instance, Chang
et al. (2016) investigated the effect of trust on satisfaction, and their study indicated that customers’
trust significantly and positively impacts perceived satisfaction and transaction intention. Pavlou
(2002) stated that trust in the sellers’ credibility positively influences buyers’ satisfaction, as well.
More recent studies have investigated a complex relationship between trust, satisfaction, and
transaction (Chang et al. 2016).

4.3.5 Risk Perception

Finally, according to the literature, customers’ and sellers’ perception of the risks involved in an online
transaction can be impacted by their trust to the other party. This relationship is different from
research studies that considered risk perception as an antecedent of trust (Gefen et al. 2003b).
Perceived risk has been defined as “the possibility of loss” and is “an inherently subjective construct”.
Although risk relates to more general items and emphasise on the possibility of economic loss (Dinev
and Hart 2006). Electronic vendors try to reduce risk perception of e-consumers through IT tools e.g.,
third- party insurances (Gefen et al. 2008). In summary, according to the literature, trust can
substantially decrease negative risk perceptions in an e-commerce context (Connolly and Bannister
2007; Guo et al. 2018; Heijden et al. 2001; Shukla 2014; Verhagen et al. 2006).

5 Discussion

This paper presented a comprehensive and systematic review on antecedents and consequences of
trust in online markets. Unlike the previous review studies, this study considers both antecedents and
consequences of trust and added much new research to the final pool. Although the factors found in
our study are repeated with different frequency in the literature, they can be useful in creating a big
picture of research studies conducted before.

5.1 Implications for research

In this study, beyond investigating the factors to impact or be impacted by online trust, we looked at
the theoretical concepts and contextual dimensions in the literature. The current study can benefit
future research in several different ways. First of all, the review of the used theories can be beneficial
for future studies to identify similarities and differences between the used theories.

Synthesis of theories in our review can direct some of the factors which have been less studied. For
example, the current literature is less focused on the interpretation of trust by different parties.
Therefore, in the current study, we suggest three future directions for studies on online trust. First,
future research can refer to references such as motivational model (Keller 1983) and accountability
theory (Lerner and Tetlock 1999) to investigate less studied factors such as social presences,
accountability, relevance, and confidence on online trust.

Furthermore, the theoretical perspective can be extended to a critical perspective to explore the
unobservable events impacting, creating trustworthiness in an online environment and inter-
subjective meaning given to trust in various contexts by different stakeholders (Dobson et al. 2007;
Phillips and Brown 1993). In terms of research approach and perspective, a lack of focus on
prescriptive and design approaches is observable in the current research. Future studies can benefit
from available design methods (Hevner 2007) and extend the current literature on prescriptive work
on how to improve trust in e-commerce.

Furthermore, as mentioned in the previous sections, the majority of studies in the literature (almost
96%) have focused on the mechanisms using which customers trust buyers, technology, and a
community. Unlike customers, other stakeholders in an online transaction, have been received less
attention. In particular, sellers should be subject of attention as trustees in future research. Future
studies should go beyond available research on B2B e-commerce (Pavlou 2002; Tsatsou et al. 2010)
and online auctions (Pavlou and Dimoka 2006) and focus on the disruptive technologies that promote
the position of customers in e-commerce (Hawlitschek et al. 2018). This change of focus is more
important considering the new changes in electronic markets in which customers are put in a central
position. Furthermore, we call future research to focus on new transaction and payment technology
such as blockchain and distributed ledger (Lacity 2018; Lindman et al. 2017) and how customers trust
these technologies. Furthermore, the impact of new technologies such as blockchain the Internet of
Things (I0T) on improving trust behaviour in various contexts should be studied.

The current literature also seems to be very limited in terms of demographic characteristics and the
majority of studies have focused on North American, European, and East Asian contexts. While rare
studies in other contexts have reported significant differences among developed and developing
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contexts (Hajli 2019; Shareef et al. 2018), future studies should consider collecting data in these
countries. In terms of respondents’ age, although there are studies in the literature with more age-
diverse subjects (Hoffmann et al. 2014), many studies have used “students samples” as their source of
data which usually includes respondents from young-age groups. This type of research, in the long
term, will result in the exclusion of certain parts of the society (Cushman et al. 2008). Therefore, in
this study, we call for considering higher diversity of study subjects in future research, and a specific
focus on older generations of users and their trust in e-commerce.

5.2 Implications for practice

Other than researchers, this study can also benefit practitioners. First, the study provides a
classification of factors that will lead to customers’ trust. This classification is beneficial for managers
and owners of e-commerce platforms and online businesses to create a list of considerations for them.
It will also help them to form approaches to develop trust in e-commerce. Also, by categorising the
potential outcomes of trust, the study can better show the significance of trust to practitioners.
Practitioners can use this framework and match it with specific dimensions of their business.

E-commerce platform developers can also benefit from this study by focusing on technology-related
factors and how they can be implemented in their projects. In this study, we reviewed factors such as
reliability, coherence, visual appearance, and website quality as factors which can impact customers’
trust in e-commerce. According to our review, the role of third-party and intermediaries is also
highlighted in the literature. Therefore, practitioners need to consider online seals, encryption
certificates, assurance, and guarantees as crucial trust development mechanisms. Finally, owners and
managers of online marketplaces can benefit from this study as it reviews factors leading to both
buyers and sellers’ trust.

6 Conclusion

Despite long-standing research conducted in the past two decades on trust and e-commerce, no
comprehensive study has examined the body of research to develop a comprehensive framework. In
this paper, we used a systematic literature review approach to investigate the factors that can impact
trust on e-commerce platforms and the possible consequences of this trust. Based on the review of 1277
papers in high-ranked IS journals and conferences, we identified various categories of antecedents and
consequences of trust.

Like any other review research, this study may have some limitations. For example, while the focus of
this study was high-ranked outlets, studies which do not satisfy the identified metrics are not included.
Also, despite our attempts to form a comprehensive set of keywords, some studies may have been
missed as a result of using different terms. The study, however, was successful in developing a
comprehensive framework of trust as well as a review and Synthesis of theories which can be beneficial
in future research and practice.

7 References

Agag, G. M., Khashan, M. A., Colmekcioglu, N., Almamy, A., Alharbi, N. S., Eid, R., Shabbir, H.,
Hassan, Z., and Abdelmoety, S. 2020. "Converting Hotels Website Visitors into Buyers How
Online Hotel Web Assurance Seals Services Decrease Consumers ' Concerns and Increase
Online Booking Intentions," Information Technology \& People (33:1), pp. 129--159.

Ajzen, 1. 1991. "The Theory of Planned Behavior," Organizational behavior and human decision
processes (50:2), pp. 179-211.

Amrollahi, A., Ghapanchi, A. H., and Talaei-Khoei, A. 2013. "A Systematic Literature Review on
Strategic Information Systems Planning: Insights from the Past Decade," Verified OK).

Awad, N. F., and Ragowsky, A. 2008. "Establishing Trust in Electronic Commerce through Online
Word of Mouth: An Examination across Genders," Journal of Management Information
Systems (24:4), pp. 101--121.

Ba, S., and Pavlou, P. A. 2002. "Evidence of the Effect of Trust Building Technology in Electronic
Markets: Price Premiums and Buyer Behavior," MIS quarterly), pp. 243-268.

Bhattacherjee, A. 2002. "Individual Trust in Online Firms: Scale Development and Initial Test,"
Journal of management information systems (19:1), pp. 211--241.

Brereton, P., Kitchenham, B. A., Budgen, D., Turner, M., and Khalil, M. 2007. "Lessons from Applying
the Systematic Literature Review Process within the Software Engineering Domain," Journal
of systems and software (80:4), pp. 571-583.



Australasian Conference on Information Systems Soleimani & Amrollahi
2020, Wellington Trust in Electronic Markets

Cannon, J. P. a. 1999. "Buyer—Seller Relationships in Business Markets," Journal of marketing
research (36:4), pp. 439--460.

Carter, M., Wright, R., Thatcher, J. B., and Klein, R. 2014. "Understanding Online Customers' Ties to
Merchants: The Moderating Influence of Trust on the Relationship between Switching Costs
and E-Loyalty," European Journal of Information Systems (23:2), pp. 185-204.

Chang, M. K., Cheung, W., and Tang, M. 2013. "Building Trust Online: Interactions among Trust
Building Mechanisms," Information & Management (50:7), pp. 439-445.

Chang, S.-H., Chih, W.-H., Liou, D.-K., and Yang, Y.-T. 2016. "The Mediation of Cognitive Attitude for
Online Shopping," Information Technology & People).

Clement, J. 2019. " E-Commerce Worldwide - Statistics & Facts " Retrieved 24/04/2020, 2020, from
https://www.statista.com/topics/871/online-shopping/

Clemons, E. K., Wilson, J., Matt, C., Hess, T., Ren, F., Jin, F., Koh, N. S., Clemons, E. K., Wilson, J.,
and Matt, C. 2016. "Global Differences in Online Shopping Behavior : Understanding Factors
Leading to Trust Global Differences in Online Shopping Behavior : Understanding Factors
Leading to Trust," Journal of Management Information Systems (1222:February).

Coleman, J. S. 1988. "Social Capital in the Creation of Human Capital," American journal of sociology
(94), pp. S95-S120.

Connolly, R., and Bannister, F. 2007. "Consumer Trust in Internet Shopping in Ireland: Towards the
Development of a More Effective Trust Measurement Instrument," Journal of Information
Technology (22:2), pp. 102--118.

Cushman, M., McLean, R., Zheng, Y., and Walsham, G. 2008. "Inequality of What? Social Exclusion in
the E-Society as Capability Deprivation," Information Technology & People).

Cyr, D., Hassanein, K., Head, M., and Ivanov, A. 2007. "The Role of Social Presence in Establishing
Loyalty in E-Service Environments," Interacting with computers (19:1), pp. 43--56.

Datta, P., and Chatterjee, S. 2008. "The Economics and Psychology of Consumer Trust in
Intermediaries in Electronic Markets: The Em-Trust Framework," European Journal of
Information Systems (17:1), pp. 12--28.

Davis, F. D., Bagozzi, R. P., and Warshaw, P. R. 1989. "User Acceptance of Computer Technology: A
Comparison of Two Theoretical Models," Management science (35:8), pp. 982-1003.

Dinev, T., and Hart, P. 2006. "An Extended Privacy Calculus Model for E-Commerce Transactions an
Extended Privacy Calculus Model for E-Commerce Transactions,"November 2019).

Dobson, P., Myles, J., and Jackson, P. 2007. "Making the Case for Critical Realism: Examining the
Implementation of Automated Performance Management Systems," Information Resources
Management Journal (IRMJ) (20:2), pp. 138-152.

Ernst, C. G., and Young. 2000. "Perceptions of Trust," ECommerce Alerts Issued by Bennett Gold,
Chartered Accountants).

Fisher, J., Shanks, G., and Lamp, J. W. 2007. "A Ranking List for Information Systems Journals,"
Australasian Journal of Information Systems (14:2).

Fung, R., and Lee, M. 1999. "Ec-Trust (Trust in Electronic Commerce): Exploring the Antecedent
Factors," AMCIS 1999 Proceedings), p. 179.

Gefen, D., Benbasat, 1., and Pavlou, P. A. 2008. "A Research Agenda for Trust in Online
Environments," (24:4), pp. 275--286.

Gefen, D., Karahanna, E., and Straub, D. W. 2003a. "Trust and Tam in Online Shopping: An
Integrated Model," MIS quarterly (27:1), pp. 51-90.

Gefen, D., Rao, V. S., and Tractinsky, N. 2003b. "The Conceptualization of Trust, Risk and Their
Relationship in Electronic Commerce: The Need for Clarifications,"), p. 192b.

Giaglis, G. M., Klein, S., and O'Keefe, R. M. 2002. "The Role of Intermediaries in Electronic
Marketplaces: Developing a Contingency Model," Information systems journal (12:3), pp.
231-246.

Grabner-Krauter, S., and Kaluscha, E. A. 2003. "Empirical Research in on-Line Trust: A Review and
Critical Assessment," International journal of human-computer studies (58:6), pp. 783-812.

Guo, Y., Bao, Y., Stuart, B. J., and Le-Nguyen, K. 2018. "To Sell or Not to Sell: Exploring Sellers' Trust
and Risk of Chargeback Fraud in Cross-Border Electronic Commerce," Information Systems
Journal (28:2), pp. 359-383.

Hajli, N. 2019. "The Impact of Positive Valence and Negative Valence on Social Commerce Purchase
Intention," Information Technology & People).

Hawlitschek, F., Notheisen, B., and Teubner, T. 2018. "The Limits of Trust-Free Systems: A Literature
Review on Blockchain Technology and Trust in the Sharing Economy," Electronic commerce
research and applications (29), pp. 50-63.

Heijden, H. V. D., Verhagen, T., and Creemers, M. 2001. "Predicting Online Purchase Behavior :
Replications and Tests of Competing Models," (00:c), pp. 1--10.



https://www.statista.com/topics/871/online-shopping/

Australasian Conference on Information Systems Soleimani & Amrollahi
2020, Wellington Trust in Electronic Markets

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., and Gremler, D. D. 2004. "Electronic Word-of-Mouth
Via Consumer-Opinion Platforms: What Motivates Consumers to Articulate Themselves on
the Internet?," Journal of interactive marketing (18:1), pp. 38--52.

Hevner, A. R. 2007. "A Three Cycle View of Design Science Research," Scandinavian journal of
information systems (19:2), p. 4.

Hoffmann, C. P., Lutz, C., and Meckel, M. 2014. "Digital Natives or Digital Immigrants? The Impact of
User Characteristics on Online Trust," Journal of Management Information Systems (31:3),
pp- 138-171.

Hofstede, G., Hofstede, G. J., and Minkov, M. 2010. "Cultures and Organizations: Software of the
Mind. Revised and Expanded 3rd Edition," N.-Y.: McGraw-Hill).

Hong, I. B, and Cho, H. 2011. "The Impact of Consumer Trust on Attitudinal Loyalty and Purchase
Intentions in B2c E-Marketplaces: Intermediary Trust Vs. Seller Trust," International Journal
of Information Management (31:5), pp. 469--479.

Huang, L.-T., Farn, C.-K., and Yin, K.-L. 2005. "On Initial Trust Building for Ecommerce: Revisiting
from the Perspective of Signal Theory and Trust Transference,").

Huang, S.-Y., Li, C.-R., and Lin, C.-J. 2007. "A Literature Review of Online Trust in Business to
Consumer E-Commerce Transactions 2001-2006," Issues in Information Systems (8:2), pp.
63-69.

Jarvenpaa, S. L., Tractinsky, N., and Vitale, M. 2000. "Consumer Trust in an Internet Store,"
Information technology and management (1:1-2), pp. 45-71.

Jones, K., and Leonard, L. N. 2008. "Trust in Consumer-to-Consumer Electronic Commerce,"
Information & management (45:2), pp. 88-95.

Keller, J. M. 1983. "Motivational Design of Instruction," Instructional design theories and models: An
overview of their current status (1:1983), pp. 383-434-.

Kim, D., Benbasat, I., and Vt, C. 2006. "The Effects of Trust-Assuring Arguments on Consumer Trust
in Internet Stores : Application of Toulmin ' S Model of Argumentation the Effects of Trust-
Assuring Arguments on Consumer Trust in Internet Stores : Application of Toulmin ' S Model
of Argumentati,"November 2019).

Kim, D. J. 2008a. "Self-Perception-Based Versus Transference-Based Trust Determinants in
Computer-Mediated Transactions: A Cross-Cultural Comparison Study," Journal of
Management Information Systems (24:4), pp. 13--45.

Kim, D. J. 2008b. "A Trust-Based Consumer Decision-Making Model in Electronic Commerce : The
Role of Trust, Perceived Risk , and Their Antecedents,"), pp. 544--564.

Kim, D. J., Sugumaran, V., and Rao, H. R. 2015. "Web Assurance Seal Services , Trust and Consumers '
Concerns : An Investigation of E-Commerce Transaction Intentions across Two Nations,"
European Journal of Information Systems:August), pp. 1--22.

Kim, S., and Park, H. 2013. "Effects of Various Characteristics of Social Commerce (S-Commerce) on
Consumers’ Trust and Trust Performance," International Journal of Information
Management (33:2), pp. 318-332.

Kit, M., Cheung, W., and Tang, M. 2013. "Building Trust Online : Interactions among Trust Building
Mechanisms \S," Information \& Management (50), pp. 439--445.

Kitchenham, B. 2004. "Procedures for Performing Systematic Reviews," Keele, UK, Keele University
(33:2004), pp. 1-26.

Klein, B., and Leffler, K. B. 1981. "The Role of Market Forces in Assuring Contractual Performance,"
Journal of political Economy (89:4), pp. 615--641.

Lacity, M. C. 2018. "Addressing Key Challenges to Making Enterprise Blockchain Applications a
Reality," MIS Quarterly Executive (17:3), pp. 201-222.

Lerner, J. S., and Tetlock, P. E. 1999. "Accounting for the Effects of Accountability,” Psychological
bulletin (125:2), p. 255.

Li, H., Aham-Anyanwu, N., Tevrizci, C., and Luo, X. 2015. "The Interplay between Value and Service
Quality Experience: E-Loyalty Development Process through the Etailq Scale and Value
Perception,” Electronic Commerce Research (15:4), pp. 585-615.

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," The Journal of Strategic
Information Systems (17:1), pp. 39-71.

Lindman, J., Tuunainen, V. K., and Rossi, M. 2017. "Opportunities and Risks of Blockchain
Technologies—a Research Agenda,").

Liu, Y., and Tang, X. 2017. "The Effects of Online Trust-Building Mechanisms on Trust and
Repurchase Intentions an Empirical Study on Ebay," Information Technology \& Peopl).

Luhmann, N. 1979. "Trust and Power, Trans. H. Davis, J. Raffan and K. Rooney." Chichester: Wiley.

10



Australasian Conference on Information Systems Soleimani & Amrollahi
2020, Wellington Trust in Electronic Markets

Mayer, R. C., Davis, J. H., and Schoorman, F. D. 1995. "An Integrative Model of Organizational Trust,"
Academy of management review (20:3), pp. 709-734-.

McKnight, D. H., and Chervany, N. L. 2001. "What Trust Means in E-Commerce Customer
Relationships: An Interdisciplinary Conceptual Typology," International journal of electronic
commerce (6:2), pp. 35-59.

McKnight, D. H., and Chervany, N. L. 2002. "What Trust Means in E-Commerce Customer
Relationships : An Interdisciplinary Conceptual Typology," (6:2), pp. 35--59.

McKnight, D. H., Choudhury, V., and Kacmar, C. 2002. "Developing and Validating Trust Measures for
E-Commerce: An Integrative Typology," Information systems research (13:3), pp. 334-359.

Papadopouou, P., Kanellis, P., and Martakos, D. 2001. "Investigating Trust in E-Commerce: A
Literature Review and a Model for Its Formation in Customer Relationships," AMCIS 2001
Proceedings), p. 155.

Pavlou, P. A. 2002. "Institution-Based Trust in Interorganizational Exchange Relationships: The Role
of Online B2b Marketplaces on Trust Formation," The Journal of Strategic Information
Systems (11:3-4), pp. 215-243.

Pavlou, P. A., and Dimoka, A. 2006. "The Nature and Role of Feedback Text Comments in Online
Marketplaces: Implications for Trust Building, Price Premiums, and Seller Differentiation,"
Information Systems Research (17:4), pp. 392-414.

Pavlou, P. A., and Gefen, D. 2004. "Building Effective Online Marketplaces with Institution-Based
Trust," Information systems research (15:1), pp. 37-59.

Phillips, N., and Brown, J. L. 1993. "Analyzing Communication in and around Organizations: A Critical
Hermeneutic Approach,” Academy of Management journal (36:6), pp. 1547-1576.

Qureshi, I., Fang, Y., Ramsey, E., McCole, P., Ibbotson, P., and Compeau, D. 2009. "Understanding
Online Customer Repurchasing Intention and the Mediating Role of Trust—an Empirical
Investigation in Two Developed Countries,” European Journal of Information Systems (18:3),
pPp. 205--222.

Shankar, V., Urban, G. L., and Sultan, F. 2002. "Online Trust : A Stakeholder Perspective , Concepts ,
Implications , and Future Directions," Journal of Strategic Information Systems (11), pp. 325-
-344.

Shapiro, C. 1983. "Premiums for High Quality Products as Returns to Reputations," The quarterly
journal of economics (98:4), pp. 659--679.

Shareef, M. A., Dwivedi, Y. K., Kumar, V., Davies, G., Rana, N., and Baabdullah, A. 2018. "Purchase
Intention in an Electronic Commerce Environment," Information Technology & People).

Shiau, W. L., and Chau, P. Y. K. 2015. "Does Altruism Matter on Online Group Buying? Perspectives
from Egotistic and Altruistic Motivation," Information Technology and People (28:3), pp.
677--698.

Shukla, P. 2014. "The Impact of Organizational Efforts on Consumer Concerns in an Online Context,"
Information \& Management (51:1), pp. 113--119.

Sia, C., Lim, K. H., Lee, M. K. O., and Benbasat, I. 2009. "Web Strategies to Promote Internet
Shopping: Is Cultural-Customization Needed?," MIS Quarterly (33:2009), pp. 491--512.

Spence, A. M. 1974. Market Signaling: Informational Transfer in Hiring and Related Screening
Processes. Harvard Univ Pr.

Sun, H. 2010. "Sellers' Trust and Continued Use of Online Marketplaces," Journal of the Association
for Information Systems (11:4), p. 2.

Tallon, P. P., Queiroz, M., Coltman, T., and Sharma, R. 2019. "Information Technology and the Search
for Organizational Agility: A Systematic Review with Future Research Possibilities,” The
Journal of Strategic Information Systems (28:2), pp. 218-237.

Tsatsou, P., Elaluf-Calderwood, S., and Liebenau, J. 2010. "Towards a Taxonomy for Regulatory Issues
in a Digital Business Ecosystem in the Eu," Journal of Information Technology (25:3), pp.
288-307.

Venkatesh, V., and Davis, F. D. 2000. "A Theoretical Extension of the Technology Acceptance Model:
Four Longitudinal Field Studies," Management science (46:2), pp. 186-204.

Verhagen, T., Meents, S., and Tan, Y.-h. 2006. "Perceived Risk and Trust Associated with Purchasing
at Electronic Marketplaces,"December 2005), pp. 542--555.

Wang, W., and Benbasat, I. 2008. "Attributions of Trust in Decision Support Technologies: A Study of
Recommendation Agents for E-Commerce," Journal of Management Information Systems
(24:4), pp. 249-273.

Woisetschliager, D. M., Lentz, P., and Evanschitzky, H. 2011. "How Habits, Social Ties, and Economic
Switching Barriers Affect Customer Loyalty in Contractual Service Settings," Journal of
Business Research (64:8), pp. 800-808.

11



Australasian Conference on Information Systems Soleimani & Amrollahi
2020, Wellington Trust in Electronic Markets
Copyright © 2020 authors. This is an open-access article licensed under a Creative Commons

Attribution-NonCommercial 3.0 New Zealand, which permits non-commercial use, distribution, and
reproduction in any medium, provided the original author and ACIS are credited.

12


https://creativecommons.org/licenses/by-nc/3.0/nz/
https://creativecommons.org/licenses/by-nc/3.0/nz/

	Trust in Electronic Markets, A Review and Synthesis of Theories
	Recommended Citation

	tmp.1614215237.pdf.KGAGe

