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Abstract

Trust plays critical part in the term of acknowledgment of the purchasing and
merchant execute the exchange without seeing each other in electronic business.
Customer trust can be assembled web-based climate is restricted differs as far as
the elements of the issue that are analyzed subsequently; quite a bit of how we
might interpret the precursors of confidence in web based purchasing setting stays
divided. As per the outcomes got in this review, three elements comprising of safety
framework and in sites, the site’s standing and the visuality and plan of the site
affect aim of the online purchasing.
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Introduction

Trust is conceptualized as existing when one party has trust in
an exchange partner’s reliability and the integrity (Morgan and
Hunt, 1994). Hosmer (1995) has defined trust is an ethical behavior
expectation based on the fact that the trusted party will behave
correctly in the terms of ethics and the ethical behavior demand as
to trust from the trusted party (ethically correct decisions and the
actions based on the analysis of the ethical principles). Trust the one
hand, would benefit personally from the opposite side, or at least
not to abuse or loss of property that is defined as being in positive
expectations (Rousseau et al., 1998). Trust, between the buyer and
the seller during the buying process realized in electronic media, has
a great role in terms of realization of the shopping and maintenance
of continuous relationship. Security issue is the barrier as regards the
potential online buying of the consumer s electronic media. As such,
trust emerges as an important factor in the online buying decision of
the consumer.

Meaning

Online purchasing is a type of electronic trade which permits
customers to purchase labor and products from a merchant over
the web straightforwardly. Utilizing an internet browser or portable
application online stores typically empower purchaser to utilize
“search” elements to track down unambiguous models, brands, or
things.
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Objectives of the Study

* To analyze the precursors of trust conduct.

» To investigate the elements influencing purchaser trust.
* To identify the elements that impact online purchasing.

Methodology

Limitations of the Study

» The study is confined to Tirupattur only.

* The study is based upon the consumer behaviours of online buying.

» The data collected for the research is fully on primary data given by the respondents.

Research Design

The research design proposed in the review is based descriptive research The exploration
concentrated on the current situation winning where research means to evoke data about qualities
of shopper trust in online purchasing, restriction of internet purchasing, and so forth.

Scope of the Study

The present study has made to endeavor to grasp the consumer behaviour towards online
purchasing. This study empowers to comprehend the buyer behaviour towards on the online and
give understanding about internet purchasing.

Research Area
Tirupattur, Tirupattur district, Tamil Nadu, India

Research Technique
The sample collected in the study is convenience sampling technique. The data is collected
through structured question survey.

Sample Size
The research was done based on data collected from 50 consumers trust in online buying.

Data Collection
The study was based on both primary and secondary data. The primary data was collected from
respondents of consumer trust in online buying.

Tools and Technique
The present study used to draw relevant conclusion follows percentage method.

Trustworthiness of Internet Vendor

Perceived security control
Perceived privacy control
Perceived integrity
Perceived competence

Trust in
Internet
Buving

Perceived
Risk

External Environment

Third party recognition
Legal framework

I Propensity to Trust I

Conceptual model of Trust in Internet Buying. (Source: Cheung and Lee, 2000)
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It has been demonstrated that trusting beliefs positively influence online consumers’ purchase
intentions (Verhagen et al., 2006; 2004; Mcknight et al., 2002; Lim et al, 2001; Jarvenpaa et al.,
2000). Consequently, understanding the factors that influence the generation of trusting beliefs in
an online environment is of considerable interest to researchers (e.g., Wang and Emurian, 2005;
Briggs at el., 2004; Corritore et al., 2003 Gefen et al., 2003, Gefen and Straub, 2003; Shankar
et al 2002; Koufarid and Hampton Sosa, 2002; Mcknight et al., 2002, Chen and Dhillon, 2003;
Lee et al., 2001). The literature provides considerable evidence that a number of factors have
strong predictive importance and are therefore deserving of the consideration in any examination
of the construct. These factors include the characteristics of the online vendor (Chen and Dhillon,
2003; Bhattacharjee, 2002; Lee and Turban, 2001; McKnight et al., 2002; Peters et al., 1997,
Mayer et al., 1995; Covello, 1992; Barber, 1983), situational factors (Bigley and Pearce, 1998;
Hagen and Choe, 1998; Lewicki and Bunker, 1995; Sitkin, 1995; Ring and Van De Ven; 1992),
third party certification (McKnight and Chervany, 2001; Hoffmann et al., 2000a; 2000b; Cheskin
research ,2000), the individual’s propensity to trust (Kim and prabhakar, 2004; Lee and Turban,
2001; Gefen,2000; Kim and Prabhakar, 2000; Egger, 2000; Gefen, 2000; McKnight et al., 1998;
Ambrose and Johnson,1998; Gurtman 1992) and the influence of perceived risk (Verhagen et al.,
2006; 2004; Pavlou and Gefen, 2004; Van der Heijden, 2003; Pavlou, 2003; Grabner-Krauter and
Kaluscha, 2003; Hardin,2001; Jarvenpaa et al ., 1999, Rousseau et al., 1998; Mayer et al., 1995).

Findings

44% of respondents agree that they are searching and selecting the right product while buying
online. 50% of respondents agree that they trust the formalities. 46% of respondents agree that the
websites provide a quality information. 50% of respondents strongly agree that it takes less time to
purchase. 58% of respondents agree that online buying does not waste time. 42% of respondents
agree that online buying takes less time in evaluating and selecting a product. 38% of respondent
strongly agree that it is safe and secure while buying online. 52% of respondents agree that online
buying will supersede traditional shopping. 36% of respondents agree that online shopping creates
a risk for private information.

Suggestion

Purchasers today have more places and method for shopping than any other time. What’s more,
they stand out enough to be noticed ranges. In this way, in the event that you have an online
business and you believe online customers should purchase from you, you should have the option
to rapidly stand out for them and make the shopping experience lovely and simple.

Conclusion

Online purchasing is turning out to be more famous step by step with the expansion in the use of
internet known as WWW. Shoppers need for web based selling has become challenge for advertisers.
Exceptionally understanding the purchasers perspectives towards web based purchasing, making
improvement in the variables that impact shopper to purchase on the web and dealing with factors
that influence customers to purchase online will assist advertisers with acquiring upper hand over
others. Albeit this study isn’t yet finished, various remarks can be made with respect to the normal
results. It is normal that this study will essentially expand our remarkable of the peculiarities along
various dimensions. It is guessed that the outcomes will be utilized to refine a current model and
increment our insight into the variables that foresee the web-based buyer’s trust reaction.

http://www.shanlaxjournals.com 67



Proceedings of International Conference on “Impact of Covid Pandemic on International Level Import and Export Business”

References

1.

10.

1.

12.

13.

14.

Verhagen, T., Meents, S. and Tan, Y. “Perceived Risk and Trust Association with Purchasing
at Electronic Marketplaces,” Serie Research Memoranda no. 0001, 2006, Free University
Amsterdam, Accessed May 10th http://ideas.reec.org/s/dgr/vuarem.html

McKnight, D.H., Choudhury, V. and Kacmar, C. “Developing and Validating Trust Measures
for E-Commerce: AN Integrative Typology,” Information Systems Research, 2002, (13:3), pp.
334-359

Peters, R.G. Covello, V.T. and McCallum D.B. (1997), “The Determinants of Trust and
Credibility in Environment Risk Communication; An Empirical Study,” Risk Analysis, 1997,
(17;1) pp. 43-54

Chen, S.C and Dhillon, G.S. “Interpreting Dimensions of Consumer Trust in E-Commerce,”
Information Technology and Management, 2003, (4), pp. 303-313

Bigley, G.A., and Pearce, J.L. “Straining for Shared Meaning in Organization Science:
Problems of Trust and Distrust,” Academy of Management Review, 1998, (23:30), pp. 405-
421

Barber, B. The logic and the limits of Trust. Rutgers University Press. New Brunswick,
NJ.1983.

Covello, V.T. (1992), “Trust And Credibility in Risk Communications.” Health Environment
Digest. 1992. (6:1), pp. 1-3.

Mayer, R.C. , Davis, J.D. and Schoomerman, F.D. “An Integrative Model of Organization
Trust,” Academy of Management Review, 1995, (20:3), pp. 709-734.

Peters, R.G. Covello, V.T and McCallum D.B (1997), “The Determinants of Trust and
Credibility in Environment Risk Communication: An Empirical Study” Risk Analysis, 1997,
(17:1), pp. 43-54.

Mc.Knight, D.H. Cummings, L.L. and Chervany, N.L “Initial Trust Formation in New
Organizational Relationship,” Academy of Management Review , 1998 (23:3), pp. 473-90
Jarvenpaa, S.L., Tractinsky, N. and Vitale, M. “Consumer Trust in an Internet Store: Across-
Cultural Validation,” Journal of Computer Mediated Communication, 2000, (1:1-2), pp. 45-71
Lee, M. & Turban, E. “A Trust Model for Consumer Internet Shopping,” International Journal
of Economic Commerce, 2001, (6:1), pp.75-91.

Chen, S. . and Dhillon, G.S. “ Interpreting Dimensions of Consumer Trust in E-Commerce,”
Information Technology and Management, 2003, (4), pp. 303-313.

Verhegan, T., Tan and Meents, S. “An Empirical Exploration of Trust and Risk Associated with
Purchasing At Electronics Marketplaces.” Proceedings of 17th Bled eCommerce Conference,
Bled Slovenia, June 21-23, 2004.

68

ISLAMIAH WOMEN’S ARTS AND SCIENCE COLLEGE, Vaniyambadi, Tirupattur



