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Chapter VI

Conclusons

Inthischapter we concludeour study by contributingtoamodel of inter-
organizational trust within bi-directional dyadsbased onthefindingsof this
study. Theparticipantsagreed that technol ogy trust mechanisms(alsoknown
as technology trust) by and large exist in e-commerce technologies and
applications. Technology trust isdefined as* the subjective probability by
whichan organization believesthat the underlying technol ogy infrastruc-
ture and control mechanisms are capable of facilitating inter-organiza-
tional transactionsaccordingtoitsconfident expectations’ (Ratnasingam
and Pavlou, 2002, 2003). However, what is more important is the need to
developtrading partner rel ationshipsthat will form cohesive(win-win) trading
partner rel ationships. Most of the participantsagreed that devel opingtrustisa
gradual processand can bechallenging becauseof differing personalitiesand
expectations, thelack of aphysical presence, varied standardsused withineach
organi zation, and thechanging external e-commerceenvironment. Therest of
thechapter isorganized asfollows. Thenext section presentsand discussesthe
model of inter-organi zationa trust withinbi-directional dyads. Thenwediscuss
thecontributionstotheory and practice, leadingtothelimitationsof thestudy
and recommendationsfor futureresearch.
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MODEL OF INTER-ORGANIZATIONAL
TRUST WITHIN BI-DIRECTIONAL DYADSIN
E-COMMERCE PARTICIPATION

Themodel of inter-organizational trust withinbi-directional dyadsine-
commerceparticipationwasdevel opedfromthefindings. Themodel identifies
thegradual development of inter-organizational trust inthreestages. Table26
outlinesthe characteristicsof thethree stagesof inter-organizational trust.
Figure8depictsthemodel of inter-organizational trust withinbi-directional
dyadsine-commerce participation.

Although business-to-busi nesse-commerce systemsand applications
facilitate the development of initial competence trust, trust needstimeto
develop, asit evolvesgradual ly from one stageto the next stage. Themodel
enablestrading partnerstoidentify which stageof trust they andtheir trading
partners belong to. In the first stage, new e-commerce adopters typically
concentrateontrainingtheir trading partnersto usee-commerceapplications
correctly, thustaking abottom up approachinanal yzingtrust behaviours(such

Figure 8: Model of inter-organizational trust within bi-directional dyads
in e-commer ce participation
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