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The Role of Online Trust in Forming 
Online Shopping Intentions
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ABSTRACT

Themainfocusofthisstudyis toinvestigatetheimpactofonlineshoppingtrust towardsonline
shopping intentions in the Kingdom of Saudi Arabia, while the online shopping experience of
consumerswillbeassessedformoderationbetweenattitudesandintentions.Thenatureofthestudyis
quantitativeandacorrelationaldesignhasbeenselectedforthestudy.Primarydataiscollectedfrom
asampleof452peoplehavingonlineexperienceinmajorcitiesofSaudiArabiaincludingJubail,
Riyadh,andJeddah.SPSSandSmartPLSareusedtorundifferentstatisticaltechniquestotestthe
proposedmodel.Theresultsofthestudyshowthatonlinetrustpositivelyimpactsonlineshopping
attitudeswhichinturnpositivelyaffectintentions,alsoonlineshoppingexperienceofconsumershas
apositiveimpactasamoderatorbetweenonlineshoppingattitudeandonlineshoppingintention.

KeywORdS
E-WOM, Online Shopping Attitude, Online Shopping Attitude, Online Shopping Intentions, Online Shopping 
Trust, Website Quality, Website Reputation

1. INTROdUCTION

Allovertheworldtheusersofinternethaveincreasedfrom2.92to3.42billionduring2014to2016
(InternetLiveStats,2016a,2016b,2016c).Andbecauseofitsincreasedprominencemarketersare
nowadoptinginternetasasourceofstimulatingtheirmarketingactivities.Thefunctionofinternet
technologyhasnowjumpedaheadfromaccessinginformationtowardsasourceofshoppingonline
(Ramus&AsgerNielsen,2005;RetailingToday,2013).Itwouldbewisetosaythatinternethas
undergonethroughchangefrombeingasocialcommunicationchanneltoamarketingchannel(Ahmad
&Khan,2015;Biswas&Krishnan,2004;Hajli,2014;Sharma&Sheth,2004).Havingthepotential
ofhugefinancialbenefits,marketersarenowworkinghardtomorecarefullyanalyzetheneedsof
theirtargetaudienceinonlineretailingindustrysothattheycaneffectivelyimprovetheirbusiness
andearnmoreprofits(VanderHeijdenetal.,2003;Lin,2008;Wuetal.,2013).Onlineretailing
needsalotofefforttobecomesuccessfulratherthanjusthavingagoodonlinewebsite.

TheentrepreneurKamenwrites:“Technologyiseasytodevelop;developinganewattitude,
movingtheculturefromonementalmodeltoanother,that’sthedifficultpart”(Kamen,2010).

Therefore,itisveryimportanttounderstandtheconsumers’behaviourinonlineshoppingindustry
andhowtheyformtheirpurchaseintentions.However,thesebehaviouraldimensionsofconsumers
havebeenstudieduptoverymodestlevelsandstillneedalotofattention(Lin,2008).Duetofalse
assumptionssuchaslowfinancesorlimitedaccesstointernet,onlineshoppingindevelopingcountries
hasbeengivenaverylittleattention(Akhlaq&Ahmed,2015).Howeverduetotheincreaseinwireless
technologiesandsmartphonesindevelopingcountriesincludingtheincreasingpurchasepowerof
peoplethemarketsofthesedevelopingcountriesareincreasingandalsohavingsomeproofthatpeople
linkedtothesetechnologiesusethemliketheconsumersindevelopedcountries(PewResearch,2012).
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Accordingtothefactsorproofsavailable,themainreasonsconsumersavoidonlineshoppingare
duetosecurityofonlineplatforms,competenceofonlineretailersandtechnologyinvolvedinonline
e-commercewebsites(Gefen,2000).Developingtrustforonlinewebsitesiscrucialforsuccessin
digitalcommerce(McKnight&Chervany,2001;Balasubramanianetal.,2003;Grabner-Krauter&
Kaluscha,2003;Koufaris&Hampton-Sosa,2004),alsotomaintainlonglastingtieswiththeonline
buyers(Reichheld&Schefter,2000;Gefenetal.,2003).Trustisdefinedas:

The willingness of a party to be vulnerable to the actions of another party based on the expectation 
that the other will perform a particular action important to the trustor, irrespective of the ability to 
monitor or control that other party (Mayer et al., 1995).

Greaterlevelofonlinetrustsatisfiestheonlineshoppersandalsohelpsinremovingambiguity
andperceivedrisks inonlineshopping(McKnight&Chervany,2001;Pavlou,2003).Moreover,
greaterleveloftrustleadstohighlevelsofintentiontopurchaseandeventuallyitbecomeseasier
forfirmstokeeployalonlinecustomers(Jarvenpaa&Tractinsky,1999;Gefen&Straub,2004).

Thisresearchfocusestofilltheresearchgaponconsumer’sonlinetrustanditsimpactonthe
purchaseintentionamongonlineconsumersofSaudiArabia.Whiletheroleofconsumer’sattitudes
willmediatethisrelation;moreover,onlineconsumerexperiencewillalsobeexaminedtocheck
itsimpactasmoderatorbetweenonlineshoppingattitudesandintentions.Studiesregardingissues
inonlineshoppingandpromotionofonlineretailinghasbeendonesofarinSaudiArabiabutthe
levelofresearchisnotenoughstill.Thestruggleincaseofdevelopmentofe-commerceinSaudi
ArabiahasnotcometothatlevelofformerlystatedaimsbytheMinistryofCommerce.Also,it
doesnotcomeundertheworld’sexpectationsofthatstageofsignificanceintheglobaleconomyof
whatitoughttosee(RayedAlGhamdi,SteveDrewandMohammedAlshehri,2011).Tothebest
ofourknowledge,therehasbeennosuchstudyconductedregardingindividualsofSaudiArabiain
thiscontext.Awok.com,Ebay.com,Souq.com,Xcite.com,Extrastoresetc.aresomeoftheonline
shoppingwebsitesofSaudiArabia.

1.1. Research Objectives
Researchobjectivesofthisstudyare:

1. To study the impact of antecedents of online trust; website quality, website reputation and
electronicwordofmouth(E-WOM).

2. Tostudytheimpactofonlinetrustononlineshoppingattitude.
3. Tostudytheimpactofonlineshoppingattitudeononlineshoppingintention.
4. Tostudythemoderatingroleofonlineshoppingexperiencebetweenonlineshoppingattitude

andonlineshoppingintention

2. LITeRATURe ReVIew

Themainfocusofthissectionistoevaluatedifferentliteraturesthatareimportantandhelpfulto
improvetheoreticalframeworkandattainthepurposeoftheresearch.

2.1 Theoretical Background
2.1.1. Theory of Reasoned Action
ItwasproposedbyMartinFishbeinin1960andfurtherstrengthenedbyFishbeinandAjzenin1980.
Accordingtothistheoryaclearexplanationofaperson’sbehaviourcanbeseenwhentwoimportant
factorsi.e.subjectivenormsandaperson’sattitudearepresent.Attitudeinturnisdescribedbytwo
factors;normativebeliefsandmotivationtocomply.
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