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Abstract 
 

Since its inception, the potential of the Internet has appeared as a 
radically different and a highly effective communication medium 
owing to: global reach; ease of access; enhanced interactivity, 
flexibility and speed; ability to communicate large amounts of 
information, cost efficiency and ease of maintenance. Electronic 
Shopping too, has evolved in a substantive way over the years; 
therefore, evocating online trust is a critical component in stimulating 
purchase incidences. Trust is rooted on the consumer’s perception that 
the brand has the capability to deliver what it promises functionally. 
Lack of trust is a chronic reason why people dither to invest in e-tailing 
despite its 24- hour accessibility, convenience, and limitless shelf 
space. It is beyond doubt that this industry is assured for incalculable 
growth. Encapsulating academic literature it was originated that there 
is an appalling need to address research on online brand trust. Recent 
e-Retailing trends have shown a paradigm shift from mainstream store-
based retailing to e-commerce retailing. This study explores factors 
impacting online brand trust. Among many were perceived risk, online 
experience, word-of-mouth, quality of information and brand 
reputation that were noteworthy. Employing survey methodology, data 
was fetched from 105 internet users. Hypothesis testing was 
implemented on the above mentioned variables in addition to validity 
and reliability analysis. 
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1. Introduction 
What drives customers to shop online?? 
Contrary to customary bricks-and-mortar marketplace, the click-and-conquer world is 
driven by impersonal interaction therefore the bond of consumer trust in internet is 
vulnerable yet consequentially valuable. One of the prime focuses of escalating brand 
trust is to institute sustainable competitive advantage which is rare, valuable and 
costly to imitate. It may be proclaimed that satisfaction paves way for trust, which, in 
turn paves way for loyalty and commitment. While transacting online, the social 
propinquity and face-to-face intercommunication is substituted by intricate socio-
technical system that might not be comprehended well by the consumers. Trust 
attenuate the feelings of unreliability that becomes apparent when the shop is 
unknown, the quality of product, brand or service is unknown, and the performance of 
post-purchase service is concealed. In effect, anchoring trust is the key to people 
buying, buying more and buying more often. 
 
After inaugurating the basic determinants and identification of all relevant factors of 
brand trust: Comfort, Convenience, Navigation and Presentation (Good user interface 
maximizes usability and drives purchase consideration), Privacy/Security, Brand 
Reputation, WOM, past online experience, Perceived risk and Quality of information 
provided, the latter five factors were contemplative fit. These attributes were aptly 
quantified after formulating hypothesis statements for the same. 
 
 
2. Literature Review 
A brand must have a foundation or stability in order to be trusted. Aaker (1996) 
proclaimed that brand trust goes beyond the consumer’s satisfaction by way of 
functional performance of the product and its attributes. Consumers feel congenial on 
trusted brand because trust escalates their confidence level in the unsure environment. 
Researchers have highlighted that brand trust is the decisive variable to conserve a 
prolonging relationships with customers, which sequentially rolls down to brand 
loyalty. In particular, Tractinsky et al. (1999) suggested that a central capability 
between reputation and security is brand trust. Matzler (2008) emphasized that brand 
trust is the key variable to maintain a continuing relationships with customers, which 
sequentially lead to brand loyalty Facilitating effective information does lead to 
refined awareness and brand perception. We could gather some proof that brand trust 
may be positively affiliated to customer experience. Word-of-mouth (WOM) has been 
postulated to be more authoritative on consumer behavior than alternative forms of 
marketing communications such as advertising and publicity. . Moreover, Intent to 
shop online is also influenced by consumers’ past Internet shopping record. The effect 
of security on brand trust has been explored by Hoffman et al. (1998), Keeney (1999), 
Reichheld and Schefter (2000), Salisbury et al. (2001) Tan (1999). It was noticed that 
furnishing irrelevant information weakens and debilitate consumers’ belief in the 
product’s potential to deliver the benefit. Providing effective information does lead to 
improved awareness and brand perception (Aaker and Joachimsthaler, 2000; Ha, 
2002; Keller, 1998) 
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3. Need For the Study 
“The customer’s perception is your reality” - Kate Zabriskie 
Juxtaposed to offline shopping, the online shopping experience may be reckoned as 
lacking human warmth and amiability as it is more impersonal, anonymous, 
mechanized and generally depleted of face-to-face interactions. Thus, comprehending 
how to fabricate customer loyalty in online environment (e-Loyalty) is an intricate 
process. Condensing academic literature on online brand trust drivers, it was found 
that there is a need to run a research on online brand trust. Lack of trust is frequently 
the key reason why people do not make purchases online therefore it is immensely 
vital to assess the end-user trust in online environment and this leads to germination 
of this research. Therefore, it is important to identify the latent dimensions of this 
construct in the Internet setting. 
 
3.1 Theoretical Framework and Hypotheses 
H0: There is a significant relationship between word-of-mouth communication and 
the level of brand trust the consumer has.H1: There is no significant relationship 
between word-of-mouth communication and the level of brand trust the consumer has. 
H0: There is a negative and significant relationship between perceived risk and the 
level of brand trust the consumer has.H2: There is a no significant relationship 
between perceived risk and the level of brand trust the consumer has. 
H0: There is a positive and significant relationship between good online experience 
and the level of brand trust the consumer has.H3: There is a no significant 
relationship between good online experience and the level of brand trust the consumer 
has. 
 
H0: The perceived level of brand trust increases with the quality of information 
offered by the Web sites.H4: There is no significant relationship between perceived 
quality of information and the level of brand trust the consumer has. 
H0: There is a significant relationship between perceived brand reputation and the 
level of brand trust the consumer has.H5: There is least significant relationship 
between perceived brand reputation and the level of brand trust the consumer has. 
 
3.2 Approach 
 

 
 
Satisfaction is an important antecedent in enriching customer retention. Small 
multiplications in customer retention rates can sizably increase the profit. Trust is 
constructed on recurring, steadfast exchanges and cohesion to expected behaviors. 
The customer first positions expectations based on needs, values, past experiences and 
extraneous indication about the product. The perceived quality is rooted on those first 
expectations, and the selection that the customer made is then assessed to shape 
satisfaction. Furthermore, trust is frequently gestated as circumscribing perceptions of 

Satisfaction Trust Loyalty
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honesty/integrity, reliability/dependability, responsibility, and positive motives/ 
intentions. 
 
 
4. Research Methodology 
Descriptive research design was implemented because firstly, the study involved a 
one-time interaction with the respondents, secondly, because is used to describe 
characteristics of a population or phenomenon being studied and lastly, because it 
addresses the “what” question. Secondary data was collected from journals, online 
reports and published articles. Convenience sampling was deemed appropriate against 
Judgment sampling because it was difficult to judge which sampling frame would 
yield most unerring and diligent results. For the collection of primary data a structured 
questionnaire was prepared embodying various aspects of the study. The 
questionnaire contained closed-ended, multiple choice and dichotomous questions 
that permitted more direct comparability of responses and maintained respondents’ 
neutrality. Chi-squared test was executed as a statistical technique used to collate 
observed data with data we would expect to obtain according to a specific hypothesis. 
In our study we employ data from a panel of 105 internet users who were questioned 
about their internet activity and website visitations. These 5 components of Brand 
Trust have emerged as a result of pilot testing which was carried on 50 respondents. 
These 5 cardinal elements were later scaled down from an initial total of 9 elements 
out of which navigation and presentation, convenience and comfort were ranked 
lowest and therefore eliminated. 
 
 
5. Data Analysis 
Data entry and analysis spreadsheets were developed to enable easy direct entry of 
responses. The data was extracted from google drive and coded separately for each 
category. Pivot tables were made use of while relating two attributes together. Tables 
were prepared based on the raw data and X² was calculated. We then compared X² 
value with a tabulated χ² with corresponding degree of freedom from chi-square 
tables. We tested the hypothesis on 5% level of significance (α). The formula was 
applied: 

.    (1) 
In other words, chi-square is the sum of the squared difference between observed (o) 
and the expected (e) data (or the deviation, d), divided by the expected data in all 
possible categories. 

Degree of freedom = (r-1)*(c-1)      (2) 
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Brand 
Trust 
Factors 

Calculated 
X² value 

Degree of 
Freedom 

Level of 
significance 

Table Chi 
Square 
value( 
critical 
value) 

Hypothesis 
Result 

Word of 
Mouth 

12.58 8 5% 15.51 Null 
accepted 

Perceived 
Risk 

5.77 8 5% 15.51 Null 
accepted 

Past Online 
Exp.  

8.02 8 5% 15.51 Null 
accepted 

Quality of 
Information 

11.37 12 5% 21.03 Null 
accepted 

Brand 
Reputation 

4.58 4 5% 9.49 Null 
accepted 

 
 
6. Conclusions 
Since, the validity of all null hypotheses were ascertained, the findings from this study 
disclose that to suitably understand consumers’ judgment of online trust; it is valuable 
to probe the salient factors perceived by Internet users. The trust matures over time 
and is not a static but a dynamic phenomenon. An appreciative level of security and 
privacy in the online shopping experience has an affirmative consequence on 
consumer trust, owing to the low-lying risk involved with exchanging information. It 
can also be posited that providing customized information, protecting consumer’s 
personal data, providing for secure payment, maintaining the privacy of online 
communication, adapting to the personal interests and purchasing behavior of their 
customers, enhancing customer relationship and development, evocating Brand 
Reputation through WOM and Advertising, imparting highly visible privacy policy 
that tells them precisely how the company will use their data, providing a level of 
anonymity when shopping for certain sensitive products all bestow trust and helps 
cultivating it even further. In particular, the results also have confirmed that sufficing 
information associated directly with “the customer’s life” is closely related to build up 
of brand trust. Impact of WOM communication exercises a profound outcome on 
brand trust to customers on e-commerce. As it advances much more speedily on the 
Web than in the offline world, negative WOM communication triggers e-complaining 
and impairs brand trust in each customer, thus marketing practitioners have a more 
difficult time handling, organizing, conducting and managing strategies to amplify 
trust. 
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