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ABSTRACT

Even though e-commerce business grows rapidly, iilding customer trust on e-commerce becomes
more difficult than building customer trust on plogd store. This study aims to identify factorsttha
influence customer trust on e-commerce, to compaxe important those factors in influencing customer
trust and furthermore, to assess how importantoowst trust for purchase and word of mouth intention
This study combines TOE (Technology, Organizatiarad Environment) and TPE (Technology, Personal
and Environment) framework as reference models usetlypotheses modeling. This research uses
guantitative study by conducting survey and acewigi distributing questionnaires to e-commerce siser
thus obtaining 151 respondents. The result of shisly showed the most essential factors that inflee
customer trust on e-commerce are web quality amflareimage. This study also revealed that customer
trust has positive and significant impact to custoimtention to purchase and word of mouth intemtio

Keyword: E-Commerce, Personal, Technology, Organizationyirinment, TOE Framework, TPE
Framework, Trust, Word of Mouth

1. INTRODUCTION e-commerce looks promising for most businessmen in
Indonesia. Therefore, e-commerce offers potential
It has been long time ago since Indonesia is famousgrowth to gain customer for now and future. Accoegi
as potential country to perform commercial busiréss  to Nemat (2011), e-commerce is the use of inteanelt
to its strategic position geographically. Besides, website to perform a business transaction. In other
Indonesia has relatively stable economic growth andwords, e-commerce is a business performed via moder
considered to be the highest in the world. Further,jnformation technology, internet. E-commerce busine
because of the wide market potential, there areyman in |ndonesia is various, for example some of thdl-we
entrepreneur and businessman starting up a busimess known and credible e-commerce business is
Indonesia. This situation increases the competitit  phinneka.com, lazada.co.id, dinomarket.com, btibn,
leads them to think a creative way by making better erafone.com, tokobagus.com, berniaga.com and so on.
innovation for their products or services offerad,well Nowadays, e-commerce business developed by Small
as for the process model performed. Medium Enterprises (SMEs) is starting up.
Rapid and continuous growth of internet utilization Despite its potential benefit of e-commerce, thsra
has fostered the emergence of e-commerce. Accdyding remained obstacle faced by e-commerce businessofor
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long. It is how to be successful to gain a loyadtomer. 2.2. Trust
Keaveney (1995) denotes it is more difficult andsle
efficient to get a customer compare to retain aathtain ; . ) .
them, which the cost to gain a new customer wilfibe expectation from an interaction and_ belief related
times bigger than the cost to retain a customeAifira weakn_ess exposure and acceptance (Kim and_ I?_arR).ZOl
and Xiao, 2010). Another study by Reichheld ande8eh In somolog_y » Das and Teng accentuate irust aulicshal
implies if a company could retain a customer for, 5% aspects (Kim and Park, 2012.)' Another study by W,
thereby increasing profit for 25-95%. Thus, itrigportant Zaltman _and Deshpande d_ef|ne trust as a_depent_tteﬂug
to build a strategy for customer retention for camp adversaries or partners with an expectation theidsvis
sustainability (D’Ambra and Xiao, 2010). reliable (Kim and Park, 2012). Further, trust ispbasized
An essential key to gain a loyal customer is by as a main factor determines customer loyalty froemyn

building customer trust. A study by Mayetral. (1995) Iiteratures(j(D’Ambra an(_j Xiao(,j 2010.)' h
defines trust as an expression to accept the oppene According to LeW|s. an We|ge(t, trust has two
belief (Kim and Park, 2012). In addition, Doney and funda}mental c_haractensncs that IS - cognitive and
Cannon stated trust is someone’s belief to othiis ( emotional, that is represented by social experi¢kom
and Park, 2012). Accordingly, trust is accentuaeda and _I_Dark, 29122]' Moormaret fal.h (1992) del_notes
main factor determines customer loyalty from many cognitive t_rust _'St N exte_nsmn of what custo cve
literatures (D'Ambra and Xiao, 2010). to a certain thing or deswe_ to depend on capghilitd
Building customer trust on e-commerce would be consistency _Of SErvice provider (Kim 5!’?0' Park, 3(_)]12
more difficult because this kind of business madajht ger_leral, an |n_d|V|duaI creates a cognitive ”“m“g.h
not provide a physical store that could be touched their expectation resulted .from mterperspnal ret_ta?.lhlp
felt by customers directly. For this purpose, teiady based on the|r_ psychologlcal status. Th'$ cognitrust
aims to identify determinant factors that influence COVErs three dimensions; they are integrity, belesoe

customer trust on e-commerce, to compare how@nd competence (Kim and Park, 2012).

important those factors to influence customer tarsd R.empe' e al. (2002), Holme_s and Zanna refer
further to assess how important customer trust forémetional trust as customer belief about a company

; ; ; ; based on emotional feeling they feel from company’s
improving purchase intention and word of mouth. . 4
P gp attention to the customers (Kim and Park, 2012).

Beldad, Jong and Steehouder define trust as an

2. LITERATURE REVIEW Cognitive trust is accumulated from direct obseorat
' by customer toward company actions and services,
2 1. Electronic Commerce whereas emotional trust is a concept shaped during

emotional relationship between customers and the

Electronic commerce (e-commerce) has variouscompany (Kim and Park, 2012). Stated cognitivettisis
definitions. According to Nemat (2011), e-commei®€e  the basic of emotional trust (Kim and Park, 2012).
the use of internet and website to perform business L
transactions. Therefore, e-commerce is kind ofriessi ~ 2.3. Technology, Organization, Envronment
model performed using modern technology and systems  (TOE) Framework
via internet as fundamental support. Because it is
performed via wide network; e-commerce supportal tot
ubiquity, so that all users are possible to have th
transactions anywhere and any when as long a
connected to the internet.

However, according to Bhattacherjee (2002), if we . ) oY
compare to the traditional retailer store “brickdan practice and appliances and the availability oemal

mortar”, e-vendor loses some advantages, like paysi technology (Starbuck, 1976). Then, the organization
closeness and intimacy with customers, as wetalsdf ~ Context presents descriptive assessment upon the
customer awareness and trust. Friedreral. (2000) ~ Organization, particularly related to the organimat
implies e-commerce presents a complex mixture hstwe business — coverage, ~management structure and
human character and technology (He, 2011). Thuso0rganization size. The environmental context shives
initiation, building and retaining customer trusingrally ~ organization business areas, including industry,
become a key to be success in this kind of businessompetitors, relationship and government policy
model for e-vendor (He, 2011). (Tornatzky and Fleischer, 1990).

Technology, Organization, Environment (TOE)
framework is developed for innovation adoption
Tornatzky and Fleischer, 1990; Scott, 2007). The
echnological context presents an internal andreate
technology for an organization, covering the curren
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TOE framework has been used widely by many online or not (Liacet al., 2006). Low quality of website
researchers. Information systems researchers ude TOcould impact on customer lost, cost escalation @it
framework to analyze Electronic Data Interchange reduction. Therefore, it is important to know hovelw
(EDI), open systems and e-business adoption (Scottquality impact on customer trust of the websiteat th
2007). Later on, TOE framework has been adopted foreventually determines purchasing decision. Someetf
information technology study to provide analysis quality elements, they are information quality,pesse

framework to be used for studying different adopimd ~ time and visual attraction, impact to what custcsner
assimilation of IT innovation. perceived (Liaoet al., 2006). If customers feel the

website has high quality, then they tend to hawgh hi
2.4. Technology, Personal, Envronment (TPE) trust to seller. They believe the seller has coempes,
Framework integrity, benevolence and they have willingness to

depend to the seller (Liaet al., 2006). Therefore, we
TOE framework explains about technological propose the hypothesis as follows.

acceptance within an organization. It integrates
technological, organizational and environmental
factor, so that provide comprehensive model to be
used. However, TOE is designed for organizational
context, which organizational factor is considered 3.1.2. Privacy and Security
explicitly, but not for individual context. Theraf,

Hypothesis H1 = Web quality perceived by users has
positive impact to customer trust on e-
commerce

; . Privacy refers to customer perception related to
Jianget al. (2010) developed a derived model of TOE possibility of the seller to protect and safeguard

framework to investigate the influence of techngiog  confidential information of the customers duringe th
personal and environment factor for individual electronic transaction made (Kiet al., 2008). During
acceptance that is called Technology, Personalthe transaction, online seller collects name, email
Environment (TPE) framework. Even though TPE and telephone number and address of the buyer. Incdss,
TOE framework look similar, TPE variables must be there is possibility of some sellers to give those
adjusted for individual level. Technological corntex confidential; information to the spammers, telensaeks
has variables such as self-efficacy, technical sged and mailers directly. This illegal action could ender

, : the customers in any way, for example spamming the
perceived usefulness and perceived ease of use y way p'e sp 9

T .. counterfeit claim of credit card or any kind of trser
Personal context covers |-n(.:i|.V|duaI c_haracterlst|cs,identity stealing. Because of this purpose, infdiom
such as openness, compatibility and risk avoidanceprotection and security become serious concern and
Environmental context comprises of social factard a  important for many buyers.

institutional factors. Security refers to the customer perception that
internet vendor will meet security requirement sash
3. RESEARCH MODEL AND authentication, integrity, encryption and non-reptidn
HYPOTHESES (Kim et al., 2008). How customers see the information

security protection during online transaction defsean

Foundation of this study is about customer trustto how they understand about security level implenménte
commerce business. To analyze customer trust on eby the seller. When customers find security feat\fer
commerce, it could be grouped into three aspects, i example security policy, disclaimer, security gméeas,
factors that influence customer trust, trust angaioh the  etc.) and protection mechanism on seller's webtitey
trust to organizational performance. The following could know and perceive that there is an intentién
explanation presents research hypotheses Rigd 1  seller to safeguard their information during online
presents research model of this study. transaction (Kimet al., 2008). Consequently, customer
perception about security protection increasesooust
trust to the vendor and also decreases the rigkeiped
3.1.1. Web Quality by customers to make a transaction. Therefore, we
propose the hypothesis as follows.

3.1. Technological Context

Web quality design plays important role to attract,
gain and retain customers. A high quality websit¢ n Hypothesis H2 = Privacy and security perceived by
only determines customer decision to purchasealsat users has positive impact to customer
becomes a main reason whether a customer will paech trust on e-commerce.
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Fig. 1. Research model
3.2. Organizational Context 3.2.2. Instritutional Influence
3.2.1. Vendor Image There are two dimension of institution-based trtisty

The standard of vendor image could be analyzed from'® Structural assurance and  situational normality
vendor reputation, company scale and product chigide, ~ (McKnightetal., 2002). Structural assurance is one’s belief
2011). Koufaris and Hampton-Sosa (2004) denotesthat a structure, such as guarantee, regulatiomige, legal
customer perception to the e-commerce site playsais initiative, or other procedures, is place rightlyachieve a
role to build customer trust of that site. Thusjeedors  success. For example, someone with high web-related
should foster good reputation for their own goothtwease  structural assurance will feel convinced that #nesl and
customer trust. Previous studies have presentetiveos technological protection, such as data encryptiaft w
correlation between vendor reputation and custamst  safequard them from losing their privacy, confidity,
(Kim and Park, 2012). Customers tend to consideIpamy  jgentity, or money. Situational normality referstmbelief
rerp])utattlﬁn as the e_ssenttlal factﬁr before tthFtﬂll TUSt  that environment will be appropriate and succesthef
e, 1 e 90 lo puthase & PG o S styaton runs romaly as expcted. Customers a

; high situational normality would believe that the

provide more diverse and various products and s\ ) . . . I ordesmd
customers on their e-commerce website. It shows tha€hvironment on internet is appropriate, well oraess

customer perception on company scale could impactavorable to perform personal business. They woelttve
customer trust building in an organization or conypa that internet vendors have competence, benevolande

Therefore, we propose the hypothesis as follows. integrity. Therefore, we propose the hypothesislimns.

Hypothesis H3 = Vendor image perceived by users has Hypothesis H4 = Institutional influence perceived¢ b
positive impact to customer trust on users has positive impact to customer
e-commerce trust on e-commerce

////4 Science Publications 2398 jcs



Achmad Nizar Hidayantet al. / Journal of Computer Science 10 (12): 2395.22014

3.3. Environmental Context
3.3.1. Deterrence

According to Shapir@t al. (1992) deterrence is under
lied the assumption that rational person wouldimadlve
in any kind of opportunistic behavior or action ttiiaey
could lose one’s trust (He, 2011). Thereby, anviddal
could calculate the consequences of other’s fraumbel or
make cooperation with them and build an image dfyth
could be trusted or not. For example of deterrdrased
trust are calculative trust and legal frameworkcéxding
to Wiliamson (1993), trust is viewed as rational
calculation of individual benefit (He, 2011). Iretbontext
of e-commerce, Gefen stated that customers woukt tr
an e-vendor, if customers believe the e-vendorddiose
more if they are dishonest and would get nothincabse
they break the customer trust (He, 2011).

Meanwhile, Connolly and Bannister (2007) stated tha

through formal and informal education, trainings,
seminars, or learning by doing. A term related tonhn
capital is self-efficacy that is defined as a Helid
human capability to perform an action, which
influenced by various sources of information eitfrem
direct or indirect experiences (He, 2011). In tbatext
of e-commerce, Gefen stated that the more knowledge
and experience someone gets from a website, the mor
trust could be build toward the website (He, 2011).

Therefore, we propose the hypothesis as follows.

is

Hypothesis H7 = Customer knowledge and experience

have positive impact to customer
trust on e-commerce

3.5. Trust to Ecommerce Vendor
3.5.1. Purchase Intention

Doney and Cannon imply customer trust to a seller

legal framework refers to the regulations and lawsleads the purchase decision and becomes the nwior fa

enforcement of online transactions (He, 2011). @usts
tend to believe an e-vendor if they believe thestmg
laws and regulations are sufficient to safeguareir th
business. An e-vendor is impossible to conduct ioam
actions because they are afraid of the severe lpueist.
Therefore, we propose the hypothesis as follows.

Hypothesis H5
customer trust on e-commerce

3.3.2. Social Influence

Differ from the economist opinion that human
behavior is likely the result of the individual icatality
and interest, the sociologist emphasizes humarvizetia
related to social relationship (Granovetter, 198Bhe’s
action is limited by ‘the concrete’, continuoustsyss of
social relationship, such as social networking,tucal
politics and religion. In e-commerce related stushgial
norms, customer reviews and friend’s recommendsition
have been studied as the important social fadbatshiave
contribution in building customer trust (He, 2011).
Therefore, we propose the hypothesis as follows.

Hypothesis H6 = Social influence has positive impac

to customer trust on e-commerce
3.4. Personal Context

3.4.1. Knowledge and Experience

that influences intention to buy (Kim and Park, 2p1
Further, study by Jang investigated the impact of
customer trust on internet shopping and found a
significant correlation between customer trust and
customer intention to buy (Kim and Park, 2012)Amroth
study by Kuan and Bock proposed the same findiaf) th
customer trust on e-commerce has positive impact to

Deterrence has positive impact 10 ystomers to purchase a product online (Kim and,Par

2012). Therefore, we propose the hypothesis asvisll

Hipotesis H8 = Customer trust has positive impact t
customer intention to buy online on e-
commerce site

3.5.2. Word of Mouth Intention

Another dimension of customer trust performance is
Word Of Mouth (WOM) intention. In this study, WOM
intention refers to which extent customers areinglito
exchange positive and negative evaluation of a ymibd
or service based on direct or indirect experiercéhe
other customers (Hong and Yang, 2009). Kim and Kim
suggested customer trust is a prerequisite of WOM
intention both online and offline (Kim and Park,129.
Internet users interact actively each other andynusers
are influenced by other’s opinions and experierafea
product or service. Thus, buyers with high trusteto
commerce seller tend to share their experiencett@ro
related information online to others, such as site
reputation, vendor reputation, customer servicellend

Human capital model empowers customer knowledgelevel of trust (Kim and Park, 2012). Consequently,

as human capital that influences information anidepr

customer trust directly influences word of mouth

searching. Human capital is gained and developedntention. Therefore, we propose the hypothesisliasvs.
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Hipotesis H9= Customer trust has positive impact to suggestions and critics were examined and reviéed i
word of mouth intention on e- there is ambiguity or confusing part in the questaire.

commerce site Based on readability test, some indicators weréseev
by changing the sentence without changing the meani
4. METHODOLOGY as presented in Appendix. After all, the questidmesa

were handed out to the respondents for data cioliect
4.1. Sample and Data Collection

Population of this study is all users of e-commerce 5. RESULT AND DISCUSSION

Business to Consumer (B2C) in Indonesia. The use
encompasses all people who has ever accessedde-use
commerce sites, either for buying a product, compar Total sample is 151 respondents and respondent
product prices, or just searching product inforovatilf profiles are summarized ifTable 1, encompasses
they only know the sites, but they have not yeduse  gender, age, occupation, education, monthly income,
accessed, they will be excluded from the populaflantal favourite sites, media access, purchase frequency,
sample suggested for using SEM (Structural Equationinternet usage, spending level and favourite predte
Modeling) technique is 100-150 samples. Within axthp  purchase.Respondents of this research are vargomg f
it had been collected 151 sample data and it cereid private sector employee, public/civil  servant,
enough to be processed using SEM technique. entrepreneur, student, freelance and unemployed who
The questionnaire was created using Gdocs, so thabave ever used E-commerce sites. However, mostly
the questionnaire handed out online for the efficie  respondent of this study is student (55%), with thuds
purpose. In this case, the questionnaire had beenhe respondent in the age of between 18-24 yeats ol
distributed via email, social network such as Faoéb (71%). It means that online purchasing becomes a
Twitter and online forum Kaskus as the largest e-favorite for many students. As listed irable 1, it is
commerce site in Indonesia. In order to validate th eminently presented that 63% respondents purchase a
respondent criteria set up, before the respondélad product 1-5 times a year from E-commerce site &ed t
up the questionnaire, they were asked a questitreyf price of the product they purchased is 200-500 ¢hnd
have ever used e-commerce site. If they have npt ye (34%). Most of users use PC/home computer to access
they need not to fill up the questionnaire. the E-commerce site and make a transaction (87%).

'5.1. Respondent Demographic

4.2. Research Instrument 5.2. Measurement Model Test

Research instrument was derived in accordance with The approach to analyze the data is by evaluating
several references and literatures. The measuremernthe measurement model before the structural model.
scale of the questionnaire uses five-point Likedls to ~ The evaluation of measurement model is aimed to
know the degree of respondent conformity, they areevaluate reliability and validity, while structuralodel
‘strongly agree’ (5), ‘agree’ (4), ‘neutral’ (3)disagree’  evaluation is made to evaluate research hypotherseés
(2), ‘'strongly disagree’ (1). model fitness. Data analysis is performed by SEM

The questionnaire consists of two parts. The fiest (Structural Equation Modeling) technique using AMOS
represents respondent demography such as gender, agoftware. The multivariate normality of data hasie
occupation, education, monthly income, favouritessi  tested before SEM processing.
media access, purchase frequency, internet usage, Measurement model test consists of validity and
spending level and favourite products to purchdse reliability test. The result of measurement modsdtt
second elaborates the indicators that will be aealyand  of this study is presented ifiable 2. Validity test
examined to determinant factors that influence arasr evaluates each single question and the result is
trust on e-commerce and further to assess how tawpor presented in R-Calculation, then it will be comghre
customer trust for organizational performance. with R-Table. R-Table is derived by df (degree of

We conducted readability test to assess if thefreedom. Total respondent of this study is 151
questionnaire is understandable and readable by theespondents. By having this number, we know df
respondents before the questionnaires were diggdbu value is 149 and significance level is 5%, the PBl€a
The total sample of readability test is five respemts is 0.159. Therefore, if R-Calculation value is belo
who have different disciplines. The responses,0.159, then the indicator is not valid.

////4 Science Publications 2400 jcs



Achmad Nizar Hidayantet al. / Journal of Computer Science 10 (12): 2395.22014

Table 1. Respondent demographic

Gender Occupation

Female 38%

Male 62%
Private sector employee 17%
Public/civil servant 4%
Entrepreneur 11%
Student 55%
Freelance 2%
Unemployed 3%
Others 8%

Age (years)

<18 5%
18-24 71%
25-30 20%
31-35 2.60%
>35 1.40%
Education

High school 15%
Diploma 11%
Bachelor (S1) 70%
Master (S2) 3%
Doctor (S3) 1%
Media

Home computer 87%
Internet station 1%
Hand phone 9%
Tablet 4%
Purchase Frequency in last a year

Never 6%
1-5 63%
5-10 19%
11-15 3%
16-20 1%
>20 8%

Monthly Income Level (IDR)

<1Mi 40%
1-2 Mio 24%
2 - 4 Mio 22%
4 - 6 Mio 7%
6 - 10 Mio 3%
10 - 15 Mio 2%

>= 15 Mio 2%

Spending Level (IDR)

<100 thousand %

100-200 thousand 28%
200-500 thousand 34%
500-1 Mio 13%
1-3 Mio 14%

>=3 Mio 3%

Internet Usage

< 6 months 0%

6-12 months 1%

1-2 years 1%

3-4 years 11%

5-7 years 30%

> 7 years 58%

Convergent validity test resulted four of 45 indira
that have loading factor value below 0.5. They R&1
(0.228), PS2 (0.313), SI6 (0.476) and PI2 (0.456).
Because those indicators have loading factor Vadlew
0.5, then they were eliminated. After the elimioatiof
invalid indicators, each variable fulfills the pequisite
that is having minimum two indicators. Finally, all
indicators were re-tested and the loading facttwesof
all variables are higher than 0.5.

Reliability test is performed by assessing Crontsach
Alpha (CA) value. For CA value, a good scale of CA
should satisfy>0.7 for all indicators. The result of
reliability test of e-commerce indicators has ollera
value of 0.962, which means it has absolute rditgbi
For this reason, we can concede all indicators have
good validity and reliability scale.

////4 Science Publications 2401

5.3. Structural Model Test

The examination of the structural model test is
conceived by examining model fithess using path
analysis. The result of goodness of fit test okagsh
model results Chi-square (CIMN) value of 71.923joclth
means proposed model is fit as CIMN value closdd.to
Besides, fitness value of model could be assesyed b
looking Normed Chi Square (1<NC<5), that is 4.78d a
also the value of GFI, AGFI, PGFI (closer to 1)ttis
consecutively 0.899; 0.930; and 0.845. Further, RMR
value of the proposed model also has a value ctosey
which is 0.034, as well as the value of NFI, R, &nd
CFI that has a value closer to 1, that is conseelyti
0.904; 0.811; 0.922; and 0.919.
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Table 2. R-calculation, loading factor and alpha values

Variable Name Code R-calculation (>0.159) Loadingdac Cronbanch’s alpha value
Web Quality (WQ) wQ1l 0,698 0.756 0,961
wQ2 0,721 0.813 0,961
WwWQs3 0,681 0.777 0,961
wQ4 0,636 0.748 0,961
WQ5 0,708 0.801 0,961
Privacy and Security (PS) PS1 0,348 0.338 0,963
PS3 0,414 0.54 0,963
PS4 0,601 0.592 0,962
PS5 0,672 0.753 0,961
PS6 0,641 0.793 0,961
PS7 0,561 0.508 0,962
Vendor Image (VI) Vil 0,737 0.789 0,961
VI2 0,770 0.866 0,961
VI3 0,659 0.716 0,961
Vi4 0,674 0.678 0,961
Institutional Influence (1) 111 0,598 0.759 0,962
112 0,564 0.733 0,962
113 0,548 0.757 0,962
114 0,690 0.713 0,961
115 0,655 0.810 0,961
116 0,720 0.776 0,961
Deterrence (DE) DE1 0,423 0.642 0,962
DE2 0,478 0.625 0,963
DE3 0,456 0.792 0,963
Social Influence (SI) SI1 0,609 0.827 0,962
SI2 0,596 0.727 0,962
SI3 0,623 0.841 0,962
Sl4 0,670 0.703 0,961
SI5 0,595 0.558 0,962
Knowledge and Experience (KE) KE1 0,671 0.649 0,961
KE2 0,512 0.670 0,962
KE3 0,534 0.865 0,962
KE4 0,539 0.843 0,962
Trust in E-vendor (T) T1 0,733 0.741 0,961
T2 0,750 0.804 0,961
T3 0,718 0.746 0,961
T4 0,735 0.786 0,961
Word Of Mouth intention (WOM) WM1 0,757 0.968 0,961
WM2 0,732 0.874 0,961
WM3 0,727 0.832 0,961
Purchase Intention (PI) PI1 0,776 0.847 0,961
PI3 0,684 0.660 0,961

Therefore, we can conclude the proposed model is0.05; or have path coefficient value >0.Table 3
considered fit and proper to evaluate and analjiee t summarizes T-value value for each latent variable.

data, as well as ready to continue the next step of

The result of hypotheses test presentedTahle 3

structural model test. shows four out of nine tested hypotheses are aedept
The next step of structural model test is concelwed while five other hypotheses are rejected. The five
examining T-value to determine the conformity and hypotheses which are Privacy and Security (PS),
significance level of hypotheses proposed. Likewike Institutional Influence (Il), Deterrence (DE), Saki
significance value depicts the correlation betwesgant influence (SI) and Knowledge and Experience (KB)eha
variables. A latent variable has significant catiein with T-statistic value <1.96 which means there is no
other latent variables if T-valuel.96 in significance level significant correlation to customer trust on e-cognce.
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Table 3.Result of structural model test

Hypothesis Path T value1.96) Significant/not significant Conclusion

H1 T~ WQ 2.698 Significant Hypothesis accepted
H2 T~ PS 0.630 Not significant Hypothesis rejected
H3 T VI 9.227 Significant Hypothesis accepted
H4 Tl -0.368 Not significant Hypothesis rejected
H5 T« DE -0.763 Not significant Hypothesis rejected
H6 T« Sl 0.945 Not significant Hypothesis rejected
H7 T~ KE 0.324 Not significant Hypothesis rejected
H8 Pl—T 10.227 Significant Hypothesis accepted
H9 WM T 11.080 Significant Hypothesis accepted

Regarding to technological factors, variable Web quality, privacy and security, vendor image and
Quality (WQ) shows significant impact to improve institutional influence have significant impactdestomer
customer trust on e-commerce, but not for variabletrust on e-commerce, but not for the variable afiao
Privacy and Security (PS) that has no influence toinfluence. Another study by (Kirat al., 2008) shows the
improve  customer trust. Further analysis of influential factors of customer trust on e-commeare
organizational factors, only variable Vendor Im&y#® familiarity (part of knowledge and experience),vpdy,
presents positive and significant correlation inlding security, information quality (part of web qualitgnd
customer trust on e-commerce, while variable reputation (part of vendor image). If the study té
Institutional Influence (Il) has no influence todst up ~ (2011) results significant correlation of institutal
customer trust. However, the analysis of environtalen jnfluence, the study of McKnightt al., (2002) has
and personal factors (Deterrence (DE), Social &1t gjfferent result that shows institutional influenbas no
(SI) and Knowledge and Experience (KE)) proved not gignificant correlation to trusting beliefs.

to impact customer trust improvement on e-commerce. "t e compare this study to previous studies, robtte

In accordance to the result, the final analysissenés proposed variables of previous studies have sigmifi

pen;orman;:e tog .custome_tr. trust. Itrr}provement ON correlation to customer trust on e-commerce. Howesti
customer {rust brings positive Impact Tor €-COMMerc o js yariable that have no significant corretatto

vendor by improving Purchase Intention (P1) and Wor customer trust on e-commerce. Basically, for edallys

of Mouth intention (WM) of customers. does not have to result the same findings bechese are
5.4. Discussion another factors that influence the result of thelystsuch as

: . . . L respondent demographic and data analysis technique.
This study investigates various characteristice-of In this study, there are two variables that have

commerce that impact to customer trust and also th&ignificant correlation to customer trust in e-coence;
impact of customer trust to the performance of ttrus they are vendor image and website quality. Venchage
itself. Object of this study is the customers of e- has the highest correlation value. It is proved thy
commerce sites in Indonesia. In this study, e-cornee  respondent choice to Tokobagus.com as the top elodic
characteristics used to be analyzed is web quality,e.commerce vendor in Indonesia, followed by
privacy and security, institutional influence, de¢éce,  Bhinneka.com as the first e-commerce site in Indiane
social influence, vendor image and knowledge andThose two e-commerce vendors have a good reputation
experience of customers. Meanwhile, to analyze thefor customers. In addition, web quality also hasitpe
performance of trust itself, we use variable oftemer  and significant correlation. It means customers ldiou
intention to purchase/buy and word of mouth intemti choose to use e-commerce site that has a goodycadi
The result of this study using proposed model iemli  characteristics. Because web quality is the importa
vendor image and web quality have positive cori@tat factor to gain customer trust, consequently, e-gend
to customer trust on e-commerce. Meanwhile, othershould concern and improve some elements of welityjua
factors such as privacy and security, institutional such as user interface design, content qualityspedific
influence, deterrence, social influence and knogded content in order to get customer trust and loyatamers.
and experience have no significant correlation to  Additionally, the result of this study presentsefiv
customer trust on e-commerce. The result of thislyst  variables that have no significant correlation tistomer
differs from the study by He (2011). Study by H812) trust on e-commerce, they are privacy and security,
presents knowledge and experience, deterrence, wemmstitutional influence, deterrence, social influenand
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knowledge and experience. Privacy and security and Further, the final analysis of this study resuhg t
institutional influence have no significant inflendue  determinants variables correlated significantly and
to different context and view of e-commerce users i variables that are not correlated with customessttru
Indonesia. It is explained by the demographic suthat positively to e-commerce business, especially in
the most used e-commerce site by customers idndonesia. Those findings could be used to stremgth
Tokobagus. Even if Tokobagus provides facility for and undergird the previous theories and studieslifgs
electronic payment, it also offers an alternatiagrpent  that strengthen the theories are those with sigifi and
service by Cash On Delivery (COD). This alternative positive correlation, while findings that undermitiee
payment service certainly has different context of theories are those with insignificant and negative
privacy and security for this study, specifically correlation. In fact, the previous studies relatedhis
environmental context of e-commerce website itself. studies show different and various result. Theesftie
Related to institutional influence and internet den it result of this study could be used to enrich redeand

is likely that the respondents do not consider aboe science study of e-commerce in Indonesia.

internet quality, as in fact the quality of intern@

Indonesia is less reliable and they could undedstan 6. CONCLUDING REMARK
situation. Furthermore, as the explanation for metee _
factor or legal aspect, it is most likely customtensd to From the seven variables (factors) proposed and

purchase a product online via e-commerce site notanalyzed, that us knowledge and experience, detasye
because of the laws and regulations protectionaumee ~ Social influence, web quality, privacy and secyrity
laws enforcement has not run well yet in Indonesia.vendor image and institutional influence, only twb
Meanwhile, social influence variable has no sigaifit ~ them that have positive and significant correlatton
correlation to customer trust because social intena is customer trust on e-commerce. Based on this sttdy,
not performed directly on e-commerce sites. Lase, t found that web quality and vendor image have thetmo

variable of knowledge and experience also has noPositive and significant impact_ to customer trust &
correlation to customer trust because customerdylik commerce. Because web quality is the importanifact

end toave ifrent concep, percepton, reprsn [, 957 LSO 1S Sonsedienly, o e o
and thought to trust on e-commerce business. . P ) . 4 .h :
as user interface design, content quality and peci

5.5. Implication content in order to get customer trust and loyal

. . . _ . customers. Further, vendor image becomes the most
This study is expected to give suggestive contidout  gignificant and determinant factor of customerttars e-

and implication for s<_:ience and online commerce (e-commerce. It is proved by the respondent choice to
commerce) community. E-commerce vendors canTgkobagus.com as the top choice of e-commerce vendo
employ the result of this study as an evaluation tojn |ndonesia, followed by Bhinneka.com as the fist
improve their website quality and reputation. It is commerce site in Indonesia. Those two e-commerce
important for them to gain a customer trust whiglthe  vendors have a good reputation for customers. Iinal
foundation for gaining loyal customers. the further analysis resulted that customer truss h
According to the result of this study, website égyal positive and significant impact to customer intentio
and vendor image have positive and significant thpa buy and word of mount intention. It shows once
that could influence customer trust to e-commelces ~ customers believe to an e-commerce vendor, theg hav
suggested for e-vendor to concern more on those twdn intention to purchase a product or service at th

elements in order to gain and improve customert.trus Vendor, or even, recommend the vendor to the athers
Other elements of website quality that could be Looking at this opportunity, it is important for lare

developed more are user interface design, conten?eIIerS (e-commerce vendors) 10 gain the trust froer
. o ) . customers or prospect customers.
quality, specific content quality and good techhica

quality of the website (Liaet al., 2006). Whereas, other 7. ACKNOWLEDGEMENT
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APPENDIX

Research Variables and Indicators

Variable Indicators References

Web Quality (WQ) WQ1. E-commerce site where Hasan and Abuelrub (2010),
| purchase a product, provides Kim and Park (2012),
accurate and up to date information McKhnight et al. (2002)

for the product | want to buy.

WQ?2. . E-commerce site where |

purchase a product, provides useful

and realiable information for me.

WQ3. . E-commerce site where

| purchase a product, provides sufficient
information for me to make a transaction.
WQ4. E-commerce site | choose, has

an interesting web design.

WQ5. E-commerce site | choose, is easy to
use and help me to find the information I look for

Privacy and Security (PS) PS1.l1 am afraid if E-commerce site where Kenal. (2008),
| purchase a product, asks too much Belangeret al. (2002)
my personal information.

PS2.1 am afraid if E-commerce site where

| purchase a product will use my personal

information for any other purpose without my pessinbn.
PS3.1 keep my privacy and personal information

during the transaction using e-commerce site to

avoid information stealing. For example, be cdrefu
entering name, address, telephone number,

bank account and credit card number.

PS4.1 am aware for the security and transaction

policy in E-commerce site where | purchase a prbdu
PS5.E-commerce site manager implements security
actions to protect online customers.

PS6.E-commerce site manager guarantees the transaction
information will be protected and safeguarded fiomy
cybercrime action during the transaction processternet.
PS7.1 feel protected and safeguarded in using eleatroni
payment systems in the e-commerce site where hprpduct.

Vendor Image (VI) VI1. E-commerce site where | purchase a product is BelR
well-known and respectable for me and others. & Park (2012)
VI2. E-commerce site where | purchase a product is
reputable and trust-worthy.

VI3. E-commerce site where | purchase a product is a
big company that is capable to supply a product in

great number and becomes a big player in the marke
V14. E-commerce site where | purchase has vary product.

Institutional Influence (Il) I11. Internet has enough protection and security McKiagal. (2002),
systems to ensure secure online transaction HEL§20
conducted in E-commerce site.

112. I am convinced that the law and technology
advancement are enough to safeguard me from
any problem on internet transaction and make me
feel safe to make the transaction in E-commetee si
113. Nowadaysijnternet has reliable and secure
environment for a transaction generally.
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Deterrence (DE)

Social Influence (SI)

Knowledge and Experience (KE)

Trust in E-vendor (T)

Word of Mouth Intention (WOM)

Purchase Intention (PI)

114. | feel most of internet providers will take action
appropriate with the needs of E-commerce custamers
115. | feel secure and safe to make a transaction using
E-commerce site on internet because the interogtders
keep their promises and obligations to the custeme
116. | feel most of internet providers give their bestvice
to serve the E-commerce users.

DEL. If E-commerce site where | purchase a product gtem
to decept or perform a criminal action to me, lidwe there will
be a punishment for the seller.

DEZ2. Seller will not dare to have negative intention to
customers due to compensating punishment.

DE3. There are legal laws that safeguards and
protects me for online transaction.

Sl1. 1 feel a recommendation from a friend about

an E-commerce site is an honest opinion in general
SI2. 1 fell a recommendation from a friend about

an E-commerce site is reliable to help me takiegjsion
for making online transaction.

SI3. 1 feel a review and rate from a friend about

an E-commerce site is honest.

Sl4. | feel a review and rate from a friend about

an E-commerce site is reliable to help me taking
decision for making online transaction.

SI5. | feel my friends in online forum or communities
give honest opinion about an E-commerce site ireg#.
SI16. | feel my friends in online forum or communitiega
reliable to help me taking decision for making

online transaction on E-commerce site.

KEL1. Generally, | know well E-commerce site

where | purchase online a product.

KE2. | have ever made a transaction in E-commerce
site previously to purchase a product.

KE3. | know how to search a

product in E-commerce site.

KE4. | know how to make a

transaction in E-commerce site.

T1. E-commerce site |

choose is trust-worthy site.

T2. | trust to manager of E-commerce site | choose
to maintain its attraction for the customers.

T3. | trust to manager of E-commerce site | choose
to keep the promises to the customers. For example
on time product delivery and good product delivery
T4. | trust the information given by

E-commerce site | choose.

WML1. | will tell positive things about

E-commerce site | choose to others

WM2. | will give the information | get from
E-commerce site | choose to others.

WM3. | will recommend E-commerce site

| choose to my friends or others.

PI1. I will purchase a product

on E-commerce site | choose.

PI2. If I am given another chance, | will consider
purchasing a product on E-commerce

site | choose in another time.

PI13. I will purchase again a product in the near
time from E-commerce site | choose.

He (2011)

He @901
Hajli (2012a)

He (2011),
D’Ambra and Xiao (2010),
Kim et al. (2008)

Kim and Park (2012),
Kim et al. (2008),
Hajli (2012b)

Kim and Park (201

Kim and Park (2012),
Kim et al. (2008),
Hajli (2012a)
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