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Trust is critical to the success of e-commerce. Lack of trust has been repeatedly
identified as one of the most formidable barriers preventing people from engaging in e-
commerce transactions with Internet vendors. Therefore, the purpose of this research was
to study three trust-related factors towards Internet vendors which were (1) Website
quality (2) Disposition to trust and (3) Brand reputation. The research consisted of two
parts. The purpose of the study in Part 1 was to collect data from 221 samples and divide
them into groups of high and low disposition to trust. The purpose of the study in Part 2
was to examine impacts of three factors on trusting beliefs and trusting intention towards
Internet vendor.

Based on the laboratory exE)eriment, the data collected from the study were able
to verify that (1) Impact of website quality on trust towards internet vendors was.
significant, (2) Impact of disposition to trust and brand reputation on trust towards Internet
vendors were not significant and (3) Interaction Impact of three factors on trust towérds
Internet vendor were not significant at 0.05 level of confidence

Conceptually, this study would extend insight into the application of information
technology to marketing. Practically, internet vendors could apply the study’s results to
increase trustworthiness of their website as well as to have more effective marketing

plans.





