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ABSTRACT 

>-Jama : Lana Mutlsari 
Program Studi: J>,JM-MBA 
Judu.l :The Antecedents and Consequence of Website Trust A Study of 

Valere La Pena Social Network Online Shop Site 

Internet has a remarkable strength as a medium of communications: it has 
the potential of democratizing conummicatian, by allowing everyone with access 
to the web to sbare their thoughts easily. One of the om comes of teclrnology 
communication is a social network site (SNS). It provides a media where 
somebody can attempt their existence through custom!zatlon on their personal 
pages and connects ·widl other person aU around the worJd. Thus, It creates a new 
way of socialization in human beings. 

ln!erestingly. there is some development, independently made by the users 
themselves, co consider the main flmc\ion of social nerworking website. Small 
Medium Enterprises (SME) in South East Asia. pointing Indonesia in tills case. 
use social network site (SNS) as their online shop. However. most online shops 
hasc not eruned profir yet because conswners perceived that online shop 1s risk1er 
than traditional shop. Thus, online shop website should g<~in 1he relatiomhip and 
tmst \Vith the consumers. because pervious research explained that in the end. 
tmst associated with consumer comm1tmenr and loyalty \YOuld pursuit \Yillingness 
to purchase. 

This research used survey method to gather infomrntion abont website 
trust antecedence, webslte trust, and willingness to buy as the consequence of 
trust. To gather tlle primary data, this research used questionnaire and interview 
and used online journal, books, magazines, and other theses as the secondary data 
sources. The population for the questionnaire-survey were consumers (whether 
they want to buy or not to buy the product, also whether they are the online shop 
contacts or not) who accessed and have willingness to filled in and returned back 
the questionnaire betv.-een l\ovember,l" until 30111 November 2008, whereas rhe 
sampling technique of this research was non probabj}jty sampling method and 
used purposive or judgmental sampling technique with customer's characteristic 
lhat ever been visit to Valere La Pena website and known multiply.com as social 
network site, and/or became a netvmrk in mu1tiply.com. 11tis survey metllod also 
used interview technique as qualitative approach to enrich the data from the 
questionnaire. 

The findings of this research show that all the antecedents (seals of 
approval, website navigation, and transaction socurity) significantly affected the 
website tmst, where the website trust also significantly affected the willingness to 
purchase. This research also creates conclusions and suggeslion for either 
managerial or further research. 

Keywords: website trust, social network site, online shop 
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CHAPTER I 

INTRODUCTION 

1.1. Background of the Research 

Human life nowadays cannot be separated from technoJogy. and technology, 

in one form or another. bas always been a significant element of human life_ 

Physical environment and human organisms are influenced by technology. The 

whole idea is that technology may be used to control and to transfonn the natw-al 

world, and the culture that we have always considered naturally evolved 

environment, is to be redefined as an artificial environment with countless 

opportunities. The artificialisation of culture means actuaUy. creating artificial 

cultures according to our aims and needs. We can create a synthetic world which 

is simulated communications environments with which people are interacting. 

(Konsa, 2008) 

Internet has a remarkable strength as a medium of communications: it has 

the potential of democratizing communication, by allowing everyone Mth access 

to the web and shared their thoughts easily. Internet technology is relatively easy 

to use by laypersons, and one can set up web pages without much difficulty in a 

short period of time, allowing everyone to be publishers of information (Bernes.­

Lee, 2006). This could create a market which anyone could get information 

borderless and taster, and it would be much easier for a new business unit to come 

into the marker. The consumers would have higher bargaining pO\ver heeause they 

have access to rhe other competitor or sources. Monopoly market would be harder 

to achieve because of free access: to sources, but on the other hand, it would be 

harder also to create free market 

The Internet also introduces new business choices for customer 

interaction. The way company would shapes their customer interaction shall 

det-ennine the market segmentation. and internet would shortens the time window 

for new market opportunities, thus, makes everyone become salesman. That's why 

corporate combination and branding become more vital (Forrest, 1999) 
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At present. as a result from so called artificial environment or new way of 

technology communication, internet itself already penetrate the world. where Asia 

shares 15,3% of the world wide population (Figure U ). 

Internet Penetration in Asia 

Asia 

Rest or World 

Worl~ Average 

• 10:% 20% 

PenetnrtJon (%Population} 

Source: Internet World Stats ~ www.lntern~t>Norldsta!s.comtslats3.h1m 
Estimated Internet users in Asla 579,538.157 for 10 200B 
Copyright@:!:OOS. Mlniwatts Marketing Group 

Figure 1.1 Inlernct Penetrationll in Asia. Available at 
htt:l/www.intemetworldstats.com/statsl.hnn accessed on 27 December 2008 

Moreover, the next figure stated the Asia's top ten cmmtiy that using internet 

where Indonesia is in the top 5 ranks as Asia lOp Ten Internet Cotmlrfes, Both 

based on Miniwatts Marketing group research in 2008 (Figure !.2). 

Asia Tc:ap Ten Internet Cou:~trie5 

..~ ... , .... , -~' 
, ....... = ......... , ,..., ..... . ~.J 

'"''"'"""'"1 .. """' Vl,.ln.un. .. 
........ -.... ... 
"""''-.... -........ ..,.... ... """ ......... "'''"' .. ,_ 

U<:>Ut<c;:;• on«><nol""<>r<d »<<><., - 'W'WW'_Inhn""'""'"~w••'"''"·"'<>rrllo;!"''""-"''...., t;,.(\ff""'"'"' A .. ,,. lr\ho'«n•t ,_,.,._.,.,. !:70,!\~0,~!1? f<>T ,ZQ ;;tQQfE 
Ct>P,.,.!Q..,te> :;:<><:U,>, M!n!.,....,t\5 Ma,-k<>lln<> G~oup 

Figure 1.2 Asf.a Top Ten Countries. Available at 
htt://www.internetworldstats.comlstat:s2.btm atcessed on 27 December 2.008 
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The figures shows that the internet is spreading all over the world and create 

a new characterize market beyond geographic boundaries. 

Whereas, entering Asia market is not the same as enrering US or European 

market, the relationship between salespeople and clients are particularly lmportallt 

when marketing in Asia. In U.S and parts of Western Europe, nurturing ctient 

relationships generally takes from emphasizing product features, competitive 

pricing, and reliable delivers. In Asia. customer-salesperson relationships are 

established by trust and respect. That's why when business people have interest in 

Asia e-commerce business, they must also consider about the relationship 

marketing in Asia market. (Kotler eta!, 1996) 

Spreading in Europe, US, even reached Asia market; there are so many 

business units that see this new market as an opportunity in their business 

strategy. Successful well-known Yahoo!, Google and Amazon.com are one ofthe 

stories. Titey realized that globalization create changes in consumer behavior 

towards virtual world, where internet provide development across place, time; and 

nation. (Einserunann, 2002) 

Social network site is one of the outcomes of development in this virtual 

world. It provides a media where somebody attempts their existence through 

customization on their personal pages and also connects with other person au 

around the world. (Boyd & Ellison, 2007) Social network site is a new tenn of 

community base on internet, or being known as 'online community'. 'Online 

community' is a Jegacy term that is engrained in Internet culture. But increasingly 

it is accepted that online communities rarely exist only online; many have off-line 

physical cornponems. Either they stan as face-to-tace communities and then part 

or alt of the community migrates on to digital media, or conversely, members of 

an online communJty seek to meet face-to~face. Thus. creates a new way of 

socialization in human beings. 

Many researches have been (;onducted regarding to social network site. 

Leimeister and Krcmar (1995) perfonned research about the evaluation of the 

design elements and factors that contributed to the success of a virtual community 

for cancer patients on the German-speaking through Internet. Rodgers and Chen 

(2005) findings also showed that online comm1Jllity has a benefit of psychosocial 
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fur woman with breast cancer. Philler eta! (2005) in their research suggested from 

their findings that the use of online communities for collaborative customer co­

design cou!d reduce customer uncertainty and risk. All these studies has shown 

that social network site (or community online base) have a powerful characteristic 

as a social network, where people could share and find what they need, such 

information, at there. 

Interestingly, there are some independent development made by the user 

themselves consider !.0 the main function of social net\-vork site. Sma!l Medium 

Enterprise (SME) in South East Asia, pointing Indonesia in this case, use social 

network site largely as their online shop. (See e.g. 

Http:f/\\'WW.indonesiaonlineshop.com) 

Several excess of small entrepreneurs are using this media because of the 

freeness of user's payment, easy to use, access to an attractive market, and so on. 

Nevertheless, those benefits also become blunder for the small online shop 

enterprise because of the easy and openness of the access and infonnation. 

(Kabarinews, 2008) At present, there are countless small online shop, but with a 

low knowledge of management and customer service. Without no regulation and a 

good control system, this condition would decrease the trust between the seller 

and the buyer in the onJine shop environment, whereas trust is one of the most 

important things to consider when doing shopping in virtual world. 

Based on this explanation, tlle needs to conduct research based on online 

shop in social network site is important. The research should explam that the 

social network sire is not only the powerful networking which create social benefit 

(social capitaJ). bul also explain how business units such SME {Small-Medium 

Enterprise) could catch the opportunity and have a new and niche market at there. 

1.2. The Research Problem 

To understand the benefit of online shop. this discussion must first start from 

the difference between online shop and traditional shop. Online shop (known also 

as e·Com.merce) means to conduct of a financial transaction by electronic 

means. With the huge success of commerce on the Internet, ewCommerce usually 

refers to shopping at online stores on the World Wide Web, also known as ew 
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Commerce Websites. e-Commerce can be business lo business (B to B) or 

business to consumer (B to C). Traditional sbop (known also as physical 

storefront) means a store where retail goods are sold. Tills store is visible, made of 

bricks and mortar storefront (Straight-on, 2006). 

Thus, acconling to the 2006 State of Retailing Online reports from Sllop.org 

and Forrester Research, there are seven benefit of online shopping: (I) Lower 

prices. On1ine shopping can reduce overhead costs in a variety of ways., which 

can translate to lower prices for the consumer. (2) More savings with online 

coupons. Customers are able to find better discount offers and sales online, as 

compare<i to shopping through a cataiog or traditional retail merchant (3) 

Research capabilities. The Internet allows customer to easily compare products 

and prices, so you can be sure that the item you purchase is the exact item you 

want. (4) Increased seleetion. Warehousing logistics can be much simpler for an 

online retailer. and many of the online superstores have a staggering inventory to 

choose from. (5) Convenience. An online store aliows customer to shop 24 hours 

a day, 1 days a week So they can shop at leisure, regardJess of their time zone, (6) 

Saves time. So much of the vast variety of products and produtt information is 

easily searchable. Plus, there is no traveling, parking, and walking involved. (7) 

Environmental Benefits. On1ine shop reduced fuel oonsumption and air 

poHution, because so much of our car travel is dedicated to shopping. Plus, 

shoppJng online reduces t:lle need for print catalogs and excess packaging. 

(news.baluart.net, 2007) 

However, online shopping Js different fonn traditional shopping behavior 

because it characterized with uncertainty, anonymity, and lack of control and 

potential opportunism. Therefore, trust is an important factor to facilitate online 

transaction (Tang, 2004). Even though online shopping will always remain 

impersonal, there are things that online sellers can do to build a sense of trusl with 

their customer. This is because trust has been treated as an experience based 

attribute ofreiationships in the marketing field (Lambe, Spekman and Hunt, 2000) 

and trust has been fuund to develop over time, based on exchange experience,_ and 

also associated with commionent and loyalty (Ganesan, 1994)_ 
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There are also other researches that conduct study of trust antecedents for 

online shop such in Wang, Beatty, and Foxx (2004) research, where they examine 

the nature of wtique type of consumer trust between small online retailers and 

customer. Their findings showed that trust provided by detail security disclosure 

and awards from neutral resources. Trust bad significant effect in building 

customer trust. 

There were many researches about online shop and trust conduct in the 

website but not in the social network site. Both are generally won't have a very 

distinctive difference as media of online shopping, nevertheless social nemurk 

have unique characteristic from the other provider which is personal aspect. 

Personal aspect means both buyer and seller are related to each other and usually 

have a same friends because they are in the same network. ln short, it is a business 

transaction adapted a social network site environment 

This research is using an online shop in social network site at multiply.com, 

named VaJere La Pena, as the unit of analysis. Valere La Pena ls one of 

Indonesian small enterprise online shop that doing business at multiply, where 

multiply is one of the largest community networks in the world. Started in 

December 2006, Valere focused on retail apparel and taste a successful business 

in their area. (Valere2, 2008) 

Similar with other successful small online shop, the awareness oft11eir shop 

is not only based on the quality of the product bur also depend on word of mouth 

advertising, good testimonial from customers, recognition from media, and 

excellent service. They must create a positive brand image to earn trust from their 

customer. This condition must be achieved by small online shop because the risk 

of the transaction and the product is higher than traditional one. 

(indonesiaonlineshop, 2008) 

Trust also becomes important variable based on community network system, 

in where Valere La Pena is opened their online shop. Unlike the regular website, 

t.he bounded trust between the seller and the buyer in community network is 

healthier. This is all created by both legal and formal aspects, and also by 

6 Universitas Indonesia 

The Antecedents..., Luna Mutisari, FEB UI, 2009



humanist or intbrmai aspects. k's obvious that both buyer and seller are known to 

each other. have the same friends, or become friend. 

The trust in online shop is being considered as important matter. because it 

then would affect the purchasing behavior in e-Commerce. e.-Commerce 

revolution (in this research known as online shopping) can be expected to bring 

about changes no less profound. Consumer analysis must be equipped to 

understand and interpret these changes and the effects both on society and 

marketing strategies. The winners in retailing will be those who know how to take 

care of the customer better than competitors, and provide better solutions than 

were available to consumers in the past In short, the seller must provide customer 

needs in order to make them want to purchase. (Blackwell, Miniard, and Engel 

2001) 

Based on the explanation above about small online shop, social network site, 

and trust; there are two problems that emerge: 

L How does the effect of antecedents (seals of approval, navigation 

function, and transaction security) on website trust in online shopping 

website? 

2. How does the effect of website trusts in online shopping website 011 

willingness to purchase (online purchasing)? 

1.3. Objective of the Research 

T11e objectives of this thesis 1s to understand the antecedents and 

consequence of website !:rnst 

l.4 Framework of The Research 

CHAPTER 1 ll'iTRODUCTION 

This chapter describes the backgrntmd of the research as the introduction 

for the topic; also create the research problem which is focus more to the objective 

of the research. This chapter also explains about the method of the research and 

the framework of the research and the reasons to make a simplification purpose of 

why this research is conduct 
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CHAPTER 2 THEORETICAL BACKGROUND, CONCEP1UAL 

FRAMEWORK & HYPOT!lESES 

In tlris chapter, the researcher would explain the theory llJld ccncept that 

would enrich the framework of problem analysis. This chapter also intended to 

create an illustration about the conceptual framework and research hypotheses. 

CHAPTER 3 METHODOLOGY OF THE RESEARCH 

This chapter would describe about the methodology for this research. lts 

including the method research, dimensions of research, survey stage stages, how 

to conduct population then sampling method and technique. Thus, there also 

information about the primary data and secondary data, and iast is ethic. 

Primary data resources also divide as two sections whkh are questionnaire 

design and Jnterview design, where questionnaire design has several pointers to 

explain. Those pointers such a."i the operational definition, operational variable, 

technique scaling, collect the data, analysis of data (including descriptive analysis, 

reliability analysis, validity analysis, and regression analysis). Interview design 

also have pointers such: interview fonnat. collect the data, analysis data method, 

CHAPTER4 GE"'ERAL lNFORMAT!O>J. ANALYSIS .'I.ND 

APPLICATIONS 

This chapter explain about the analysis that being conduct regarding to the 

methodology and conceptual framework of the research. The analysis wiH be 

conduct as descriptive analysis, reliability analysis, validity analysis (analysis 

factor), and regression analysis that being derive from the questionnaire source. 

This analysis also enrich by prior research comparisons and qualitative analysis on 

factuai data. 

CHAPTER 5 CONCLt:SlON AND SUGGESTIO"'S 

ln tllis last chapter, researcher presents the summary of the problem that 

arises in this research and the conclusion that might be a benefidal suggestion for 

whomever that may concern to use this research. 
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CHAPTER2 

THEORETICAL BACKGROUND, CONCEPTUAL FRAMEWORK & 

HYPOTHESES 

2*1 Retailers: Store and Non Store Retailers 

Retailing includes all the activities involved in selling goods or services 

directly to final consumers for personal, non~business use. A retailer is any 

business enterprise whose sales volume comes primarily from retailing. (Kotler et 

al, 2006). Retailing is a major industry in the United States, with over l, 6 million 

retail establishment. Retail sales in the U.S. (total retail sales include the 

categories of gasoline, automobiles, and food service. as well as merchandise) will 

show a slight decrease in 2008, totaling about $4 AOO trillion according to Plunkett 

Research estimates. Sales were $4.482 trillion in 2007, up from $4.307 in 2006. 

Retails sales in 2007-2008 were driven partly by higher gasoline costs as well as 

by deep price discounting during the holiday seasons by mass merchandisers. 

Meanwhile, automobile sales showed a disastrous drop off in 2008, with total 

sales of cars and light trucks for the year at about 13.2 million, down from about 

16.5 million in 2007 and 17.5 million at the peak in 2005. Car sales in 2009 could 

decline further. (Phmkettesearch, 2008) 

Retail stores can be calegorized in many different ways, such as by the 

type of merchandise carried (supermarket, drugstore), breadth of product 

assortments (specialty or department stores), pricing policies (discount or 

specialty stores). or nature of business's premises (e~tailers, mail-order retailers, 

vending·machine operators, traditional stores). One useful classification scheme 

groups stores according to their method of operation - low margin/high turnover 

versus high margin/low turnover. (Saicyberspace, 2008) 

To earned profit. low margin/high turnover retailers must minimize their 

cost They fbcused on standardized, repacked merchandise that helps lower 

personnel costs by reducing or eliminating in store sales assistance. It also enabled 

them to centralize many purchasing and store operating in store operating 

decisions, thus reducing the munber of administrative personnel needed. At the 

other extreme, high~margin!low-tumover retailers differentiate themselves with 
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unique assonments, quality merchandise, good costumer service, and prestigious 

store image" They focused on shopping of specially goods, usuaUy carrying a 

narrow range of product categories but offering deep assortments of styles and 

sizes witllm each category< (MuUins, 2008) 

At present~ there are institutions caUed non store retailing which fit the 

definition of retailer but not bave a fixed bricks and mortar physical location and 

most do not enable customers to personally inspect the merchandise or take 

immediate possession. This category includes dtrect selling, mai1 order catalogs, 

TV shopping, vending machines, and websites" (About com, 2008) 

There are several varieties of retail websites, including web start-ups 

Amazon.com and iTunes.oom that exist solely on the web and do not have any 

physical stores. Websites tommonly developed by large catalog retailers to 

leverage their direct-delivery operations. and also by established bricks and mortar 

retailers like Target operations and Tesco to leverage their brand names and 

customer service skills. (Mullins, 2008) 

An established brand name and based customer typically enabled the 

catalog and bricks and mortar retailers to att:ract customers to their websites at 

lower cost than the web start~ups. However, the Stln'ey results showed that middle 

panel of exhibit suggest that retailer websites in general have not done a great job 

of satisfYing customers, particularly on basic customer service dimensions. 

Consequently, the proportion of visitors who end up buying something has been 

relatively low. (Mullins, 2008) 

2.2 Technology and Business: Direct Marketing and Online Marketing 

Business today, faces several major challenges. Advance in technology 

and telecommunications have brought :aU the world's countries together into one 

global economy. Asia became an attractive market for business with good gmwth 

prospects. Companies must respond to marketplace trends while taking 

responsibility for protecting the environment They must also focus on the 

customer if they are to achieve success in the global market (hy.gzntax.guv.cn, 

2001) 
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The merger of computer, telephone, and television technology has made a 

major impact on how business produce and market their products. Created as a 

data link among several academic communities, the internet is rapidly embraced 

by businesses. The rise of World Wide Web function on internet bas promised 

companies to access millions of new customers at fraction of the cost of print or 

television advertising. The web uses a technology called hypertext, which allows 

users to leap from one computer database to another by simply clicking on 

highlighted image or text (Patrucco, 20()5). 

Technology thus could help business and marketers to know and to have a 

conversation more with their consumers. The context of mass marketing has made 

the ability to companies to reach thousand billion of buyers with single product 

and a standard message. Today~ new media such internet. has pennitted more 

sophisticated direct marketing. Their anival and reasonable cost have 

substantially enlarged direct marketing opportunities. Companies can now talk 

directly with customers and customize their products to meet their customers' 

needs. (Alejandro, 1999) 

2.2.1 Direct Marketing 

Direct marketing is an interactive marketing system that uses one or more 

advertising media to affect a measurable response andlor transaction at any 

location. Direct marketing is sometimes called direct-order marketing. (Kotler et 

al, 1999) Today, many company see direct marketing play a broader role. which 

build a long relationship with customer (direct relationship marketing) (Rapp and 

Collins, 1990). 

The extraordinary growth of direct marketing in the consumer market is a 

response to market change. Market 'de-massification• has result of an ever­

increasing number of market niches with distinct preferences. Many chain stores 

.have dropped slower-moving specialty items, thus creating an opportunity for 

direct marketers to promote these Jtems directly to interested buyers. In Asia, 

direct marketing presents tremendous potential as the postal and 

telecommunication system in the region improve and lower the cost of this 

channel. (Alexander, 2001) 
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Direct marketing benefits customers in several ways. Most consumers 

reported that home shopping is fun, convenient, and hassle-free. They can do 

comparative shopping by browsing through mail catalogs, and particularly like to 

leaning about available products and service without typing up time in meeting 

salespeople. Sales also have benefit They can personalize and customize their 

messages. They can also build continuous relationship vrith each customer. Direct 

marketers also can be timed to reach prospects at the right moment, and direct~ 

marketing materia~ receives higher readership because it was sent to more 

interested prospects, and less visible to competitor. (Dolak, 1999) 

There are several differences between mass marketing and one-to-one 

marketing. Companies who knows their individual customers can customized 

their product offer message. shipment method, and payment method to maximize 

customer appeal; and today's, most companies have a very powerful tool to gather 

names, addresses, and other pertinent information about individual customers and 

prospects: the customer database (Peppers and Rogers, 1993). 

A customer database is an organized collection of comprehensive data 

about individua1 customers or prospects that is current, accessible, and actionable 

for marketing purpose as lead generatio11, lead qualification, sale of a product or 

service, or maintenance of customer relationship. Whereas database marketing is a 

process of building, maintaining, and using customer databases and other 

databases (products, suppliers, and rescUers) for the purpose of contacting and 

transacting. Usually, database marketing is used by buslness~to-business 

marketers and service retailers. It is use less often by packaged-goods retailers and 

consumer-packaged-goods companies. (dutch.dpa.nl, ~007) 

Direct marketers can use many cbaTIDels for reaching prospects and 

customers. These include face-to-face selling, dtrect-mail marketing, catalog 

marketing, telemarketing, TV and other direcHesponse media, kiosk marketing, 

and online marketing_ (Kotler and Keller, 2006) 

2.2.2 Online Marketing 

An online marketing is a channel that a person can reach via computer 

through internet The most famous ls the internet channeL Why online service is 
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so popular? The answer is because there are major benefit ftom both sides of 

potential buyers and marketen;, (Kotler et al, 2006) There are tbree major benefits 

to porential buyers: 

1. Convenience: Customer can order products 24 hours a day whenever they 

are available. They don't bave to sit in traffic, find parking space, walk 

through countless aisles to find and examine goods. They don't have to 

drink aU the way to a store. only to find out that the desired products is out 

of stock 

2. Information: Customer can find reams of comparative information about 

companies, products, and competitors without leaving their office or 

home. They can focus on objective criteria such as price, quality, 

perfonnance, and availability. 

3. Fewer hassles: With online setVice, customers do not have to face 

salesperson or open themselves up to persuasion and emotions factors. 

Online service also provides a number of benefits to marketers (Kotler et al, 

1999): 

1. Quick adjustment to market conditions: Companies can quickly add 

products to theit offering and change prices and descriptions 

.2:. Lower costs: Online marketers avoid the expense of maintaining a store 

and the accompanying costs of rent. insurance, and utilities. They can 

produce digital catalogs for much less than the cost of printing and mailing 

paper catalogs. 

3. Relationship building: Online marketers can lalk to consumers and learn 

much from tliem. Marketers also can upload useful reports or a free demo 

onto their system. 

4. Audience sizing; Marketers can learn how many people visited their online 

site and how many stopped at particular places on the site. This 

information can help marketers improve their offers and ads. 

Online marketing has at least four great advantages. First. both small and 

large firms can afford it Second, there is no real limit on advertising space, in 
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contract to print and broadcast media. Third, information access and retrieval are 

fast, compared to overnight mail and even fax. Fourth, shopping can be done 

privately and swiftly. Marketers also can conduct online marketing in four ways: 

creating electronic storefront; participating in forums, newsgroups, and bulletin 

boards; placing ads onJine, and using emails. Below are the further explanations. 

(Mullins, 2008) 

Marketers could create rm electronic storefront. Thousands of business 

has established a home page on the internet At first it was used as an ads., such the 

company description, company news, company catalog, etc. However, many 

companies in Asia now offer merchandise online. They may be part of the many 

cybermalls on the internet. Given these online marketing opportunities, each 

company bas to decide whether and how to go online. whether by products, target 

audience, and amount of budget. If a company decides to open an electronic 

storefront, it has two choices: (1) Open its O'Wn store on internet. or (2) Buy a 

location on a commercial online service. ( elcnetwork.ca, 2008) Having an online 

location is one thing; getting people to visit the location is another. The key is to 

use information and entertainment to entice browsers to visit the company home 

page frequently. This means that company must constantly update their 

homepages to keep them fresh and up-to-date. 

Marketers could participate in forums, newsgroups1 and bulletin boards. 

Companies may decide m participate in various groups that are not organized 

specially for commercial purpose. Their participation may increase their 

company's visibility and credibility. Forums are discussion groups located on 

commercial online services. News groups are the internet version of forums, and 

buUetin board systems are specialized online services that center on a specific 

topic or ,b'TOups {Lendor, 2000). 

Marketers, Companies and individuals, oouid also placing ads onlifU! or 

using emails on commercial onlJne service in three ways: (1) The major 

commercial online service offer an ad section for listing classified ads, (2) Ads 

can be placed in certain newsgroups that are set up tOr commercial purpose; (3) 

Ads can be put on online billboards. AJso, a company can encourage prospects 

and customers to send questions, suggestions, and even complaints to the 

14 Universitas tildonesla 

The Antecedents..., Luna Mutisari, FEB UI, 2009



company, using its email address. Customer's service representatives can respond 

to the customers quickly via electronic mail (Lender, 2000). 

2.3 Conceptual Fraillework 

Tbe increasing amounts of online shopping have created extremely 

competitive market place. However. most online shopping (retailers) has not 

earned profit yet (Hoffiruul, Novak, arul Pelata, 1999). Hoffinan and mends 

suggested that one of the main reasons is that the consumers is not put enough 

believe to trust the online shopping website. They asswne that If the online 

shopping website couid gain the relationship and trust with the consumers. they 

may have a key to improve the profitability of online retailers. 

Trust has been treated as an experience based attribute of relationships in 

the marlmting field. (Lambe, Sekman, and Hunt, 2000) Trust has been found to 

develop over time and is based on exchange experience and also associated with 

commitment and loyalty (Ganesan, 1994). However. from on1ine shopping point 

of view, most of the sener face the challenge in building trust from consumer 

because they perceived that online shopping is more risky than traditional 

shopping. 

To understand the nature, antecedents, and behavioral consequences of 

consumer, trust concept in online shopping context is needed (Warrington, 

Abgrah, and Caldwell. 2000). Using this asswnprion, this research then simplifies 

two previous researches that have a significant sum related with the problems that 

meet in this research. The first one caUed Signaling The Tnrstworrhiness of Small 

Online Retailers by Wang, Beatty, and Foxx (2004). They have 5 factors (seals of 

approval, privacy disclosures, security disc!osures, return policy, and awards from 

neutral sources) which are the antecedents of trust 'vhere trust would affect 

consumer to provide information and book marking. In order to make adjustment 

to the field research (social network site), this research will not be using 

willtnguess to provide information and book marking, because most of this 

research sample Js a member of the online shop store and already become contacts 

of the subjected online shop. This research also modifY the antecedents of trust 

where factor privacy disclosure, security disclosure, and return policy are 
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company, using its email address. Customer's service representatives can respond 

to the customers quickly via electronic mail (Lendor, 2000). 

2.3 Conceptual Framework 

The increasing amounts of online shopping have created extremely 

competitive market place. However, most online shopping (retailers) has not 

earned profit yet (Hallinan, Novak, Pelall! 1999). Hoffinan and friends suggested 

that one of the main reasons is that the consumers is not put enough believe to 

trust the online shopping website. They assume that if the online shopping website 

could gain the relationship and trust with the consmners, they may have a key to 

improve the profitability of online retailers. 

Trust has been treated as an experience based attribute of relationships in 

the marketing field. (Lambe, Sekman and Hunt, 2000) Trust has been found to 

develop over time and i..:o based on exchange experience and also associated with 

comminnent and loyalty (Ganesan, 1994). However, from online shopping point 

of view, most of the seller face the challenge in building trust from consumer 

because they perceived that online shopping is more risky than traditional 

shopping. 

To understand the nature, antecedents. and behav1oral consequences of 

consumer, trust concept in online shopping context is needed (Warrington, 

Abgrab, and Caldwell, 2000). Using this assumption, this research then simplifies 

two previous researches that have a significant sum related with the problems that 

meet in this research. The first one called Signaling The Trus.tworJhfnes.sofSma/1 

Online Retailers by Wang, Beatty, and Foxx (2004 ). They have 5 factors (seals of 

approval, privacy disclosures, security disclosures, retum policy, and awards from 

neutral sources) which are the antecedents of trust where trust would affect 

consumer to provide information and book marking. In order to make adjustment 

to the field research (social network site), this research will not be using 

willingness to provide information and book marking, because most of this 

research sample is a member of the online shop store and already become contacts 

of the subjected online shop. This research also modifY the antecedents of trust 

where factor privacy disclosure, security disclosure, and return policy are 
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colle<::ted as one factor because the similarity and named as transaction security. 

The last factor is awards from neutral sources, which is not being use in this 

researtb because there aren't any awards from neulml solll1:es yet, and this 

research based only on small online shop in social network. 

The second research called The antecedents and consequences oftmst in 

online-purchase decision by Yoon (2002). This research create conceptual model 

with 4 antecedences factor (Transaction security, Website Properties, Navigation 

Function, Personal Variables) which affect website trust and website satisfaction. 

Both then. will affect the onfoffiine purchase with one additional factor which is 

website awareness. Transaction security is use because the similarity of purpose 

with privacy disclosures, security disclosures, and return policy in Warrington and 

friends research. Website properties have similarities with seals of approval, thus 

navigation function also being use. Personal variable Js not applied with 

assumption that the consumer must have knowledge about internet and social 

network online shop. Thls research also use online purchase intention factor and 

change it with name wilJjngness to buy. 

Based on those substances, this research then create conceptual framework 

as following: 

Seals of 
Approval 

HI 

Navigation H2 Website 
Function L----;L__Trust _ __, 

H3 

~ n4 -fY11Wngness ToBirfj 

Figure2.l·The Effect Model Between Trust Antecedents, Website Trust, and 
Trust Consequences 

Source: Adapt from Wang, S., Beatty, S.E, ami Fo.>.:x, W. (2004). Signaling the TflL'itwOrth.ir.ess of 
Small Online Relait Journal (l( lntera;;1ive Marketing. 18 (i}. 53 and Yoon, S. J. (2002) The 
Antecedents and Consequences of Trust ln Online-Purchase Decisions. JoiJJ"naf cf !meracliV£ 
Mcrfreling. 16(2), 47 
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2.3.1 Seals of Approval Defioition 

A seal of approval is a way to communicate the security of personal 

information and payment to its consumers to build consumer trust (Miyazaki & 

Fernandez, 2001). BurkeU (2002) in her study, find seals of approval or trust 

marks have been suggested as a strategy to assist conswners in identifying high­

quality information. She also said that most seals of approval involve assessment 

of proxy indicators of information quality. rather than direct assessment of 

content This means that an online shop website would be approved as a trustable 

media if they could show indicators tbat signified the status. Urban (2000) also 

added that usuaUy a prestigious third-party seals of approval help to assured 

consumers that their personal information is seemed and online payments can be 

executed only with proper authorization. 

As in international website model, there are several standards of seals of 

approval such TrustUK, TRUSTe, BBBOnLine, VeriSign, Web Trust, PayPal and 

others. Those sites have indicators on how a website could be categorized as a 

trustable ooe. For example, TRUSTe grants its seal to sites that adopt its standards 

for privacy and comply voith its audits and VeriSign grants its seal to sites that use 

its encryption and authentication services, 

Regarding to the definition, seals of approval have a similar description 

with website properties as in Yoon (2002) research. Website properties are how 

the signs in the website could persuade customer to have a good impression and 

perception which would build trust. Yoon divide four antecedents of website 

properties which the consumer awareness of the website company, their 

reputation, the product description, also the width of produd selection. These 

antecedents function created as indicators of a good or approvable website, 

2.3.2 Navigation Function Definition 

Morebusiness (1999) explain that navigation function is the ease of finding 

what a visitor is looking for matters. It is aided by tmderstandable tenns, the 

consistency of placement of a navigational system, clear instructions that help 

shoppers make their way through a site, and easy terms to describe site content. 
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Customers demand an effective and efficient website layout Even though 

i.n this thesis, 1he subject is multiply .com (one of worldwide known social network 

prnvider), which has an original template, the user still could personalize their 

website. The examples such as changing the background, changing function's 

order, add music, pictures, and much more. That's why the customers would 

easily leave the online shop if they become confused of the Iayout or waited too 

iong for tbe pictures of the products. 

Yoon (2002) asswned in his research that the antecedents of navigation 

function are clari;y of search-related worlds, usefulness of help functions, 

website's level of technology. overall operational efficiency, and speedy 

transmission of words and images. Those antecedents use and adapted in this 

research. 

2.3.3 Transaction Security Definition 

Transaction security means that the online shop website is authentic and 

the transaction is protected as well as customer's privacy identification. As an 

antecedent variable, transaction security measures not only an online company's 

institutional status on its payment system but also consumer's perceived extent of 

risk involved (Yoon, 2002). 

Yoon did not do break down transaction security as Wang and friends 

(Wang, Beatty, Foxx, 2002) do breakdown transaction security as disclosure of 

customer's privacy, the security of product's payment, also a good return policy 

factors in his cue trust basis model. 

Privacy disdosmes refer to desetiptlon of why consumer data are 

gathered, how it would be used, and how it will he stored to enable consumer"' s 

privacy. The growing literature on privacy risks plays a significant role in online 

conswner decision making process. Milne (2000) said that providing privacy 

disclosures is an effective way for online retailers to develop cooperative 

relationships with shoppers (Hoffinan, Novak, Pelata 1999). For th~s reason, more 

detailed privacy disclosures are expected to reduce the received privacy risks. 

Security disclosures indicate how transactions data are encrypted during 

the transmission and what kind of technology is adopted to ensure the transaction 
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security (Wang, Beatty, Foxx, 2002; Cheskin research, 2000). Security concern 

may discourage internet users from shopping online, whereas it allows consumers 

to assess the online retailer's intention to enhance security of the online 

transaction. 

Return policy is one way to minimize the inherent consumer's risks in 

remote purchase environment including online shopping (Wood, 2000). Some 

studies have begun to explore the signaling role of return policy in affecting 

conswuer's perceptions of transaction rtsks and product quality (Courville & 

Hausman, 1979; Padmanabhan & Rao, 1993), Most of those researches have 

focused on the influence of return poHcy on return rates or profit from sellers' 

perspectives. 

Privacy disclosures. security disclosures, also return policy enrich the 

transaction security concept. It showed in Wang, Beatty, and Foxx research 

(2004) which describe website privacy disclosure as a description of why 

consumer data are gathered, how it would be used, and how it would be stored to 

enable consumer pri'lracy. They also said that security disclosure indicate how 

transaction data are encrypted during the transmission and what kind of 

technology is adopted to ensure the transaction security. Transaction serurity itself 

have four antecedence which Yoon (2002) stated in his research, they are security 

warranty phases, discretionary use of private information. clarity of refund policy, 

and risk-freeness of transaction. 

2.3.4 Website Trust 

Trust has different definition in the various social science Hterarures such 

as sociology, social psychology, and organization behavior. One of the examples 

of trust, in a social psychological sense, is the belief that other people will reacr in 

predictabJe ways. ln brief, trust is a belief that one can rely upon a promise made 

by anotber (Pavlou, 2003 ). 

The concept of trust can be approached from different perspectives by 

many scholars. Trust could define as possessing three components. First, trust 

reflects expectation or conviction about the counterpart's anticipated action in 

good wilt Second, counterparts cannot force or control this conviction. Third, 
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one's performance depends on the actions of the counterparts. (Whitener et ai, 

1998) Trust can also be defined as a kind of expectation that deprives a finn of its 

fear that its counterpart may act opportunistically. (Bradach & Eccles, 1989) Trust 

could view as prerequisite for relationship exchanges that result from coordinating 

and collaboration. (Fruit, 1981) and lnlsl can also be conceptualized as a causal 

link between buyer-seller relationships and customer retention and loyalty. 

(Baggozzi, 1975) 

Another researcher (Morgan, 1992) defined lnlst as a willingness to rely 

on an e~change partner in whom one has confidence, This definition spans the 

two general approaches to trust in the literature. Trust can be divided into: (I) 

considerable research ill marketing views trust as a belief confidence. or 

expectation about an exchange partner's trustworthiness that results from the 

partner's expertise, reliability, or intentionality (Blau, 1964). (2) Trust has been 

viewed as a behavioral intention or behavior that reflects a reliance on a partner 

and involves vulnerability and uncertainty on the part oflnlstee (Zand, 1972). 

Many trUst studies in psychology and organizational behaviors focus on 

interpersonal relationships; other trust studies in economic and strategy field, on 

the other hand, focus on the inter-organization relationship. However, the analysis 

of trust in the context of electronic commerce should be considered as the 

relationship between firm and indivtdual aspects. Electronic commerce can be 

charactenzed as transaction on intemet which is conducted betv.·een individuals 

and firms through different forms of onlin-e·linking media such shopping mall 

websites and blog. TI1us, Andreass(m, Rahavard, Desalegn, (2008) studied that in 

order of marketers to search a new and alternative ways of marketing, eventually. 

the growing trend of blog and communities has made company interested towards 

them. The result indicates a positive towards advertisements on blogs and 

communities. 

In the context of e-commerce, trust included the online conswner's befiefs 

and expectancies about trusr.related characteristics of the online seller (Me Knight 

and Chervany, 2002). The online consumers desired the online sellers to be 

willing and able to act of the consurtler's interest, to be honest in transactions (not 

divulging personal information to other vendors}, and to be capabre of delivering 
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