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ABSTRACT 

Trust is a critical factor in establishing a successful relationship between consumers and vendors. 
This paper investigates the impact of the product type being sought on consumers' trust within an 
online environment. An empirical study involving 227 online shoppers was conducted to develop 
and validate a structural equation model for online trust incorporating the factors of perceived 
usefulness, perceived ease of use and enjoyment as representative variables of a consumer's ex­
perience within a company's Web site. Results from this study indicate significant variations in 
the experience and trust levels of tangible versus intangible product shoppers. 
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1. INTRODUCTION 

The Internet has provided businesses of all sizes with opportunities to expand their market base, 
improve operational efficiency, create new links with trading partners, and provide better custo­
mer service. However electronic commerce ( e-Commerce) has, in many cases, failed to live up to 
its potential. In particular, business-to-consumer e-Commerce transactions have not reached a 
point of critical mass, largely due to a lack of online consumer trust (Baldwin & Currie, 2000; 
Gorsch, 2001; Head & Hassanein, 2002). Trust is a critical component for any business trans­
action, and is particularly essential in the e-Commerce environment, where transactions are more 
impersonal, anonymous and automated. 

A few studies have examined the impact of product characteristics on the adoption of online 
shopping (Fenech & O'Cass, 2001; Phau & Poon, 2000; Vijayasarathy, 2002). However, little 
research has been conducted to examine the impact of product type on trust in the online environ­
ment. It has been suggested that online trust antecedents that relate to the user's Website experi­
ence may be impacted by the influence of product type (Jarvenpaa, 1996-1997; Vijayasarathy, 
2002). Therefore, this paper seeks to explore the impact of product type on online trust and the 
Website experience antecedents of trust. 

The structure of the paper is as follows: The concept of online trust is briefly discussed in Section 
2 along with a review of various online trust models proposed in the literature. A model for stud­
ying the impact of product types on online trust is introduced in Section 3 along with the various 
hypotheses for this study. Sections 4 and 5 outline the methodology and data analysis of an exper­
imental study designed to test the impacts of product type on online trust. Finally, Section 6 con­
tains a discussion of our findings and some conclusions. 

2. ONLINE TRUST 

Trust is a complex concept that has been widely studied. However, it remains a difficult concept 
to describe due to its dynamic, evolving and multi-faceted nature (Ambrose & Johnson, 1998; 
Lewicki & Bunker, 1996; Rotter, 1980). Although online and offline trust have many common­
alities, they differ in some key aspects. The main differences are (Doney & Cannon, 1997; Pur­
nell & Karweni, 1999; Head, et al. , 2001; Jarvenpaa, et al. , 1999; Phau & Poon, 2000; Roy, et al. , 
2001; Yoon, 2002): 

• . The parties involved may interact across different times and locations, and the rules and 
regulations may vary across these zones. 

• There is less data control during and following its transfer. 
• There are lower barriers to entry and exit for online businesses. 
• Physical trust cues (such as investments in physical buildings, facilities and personnel) 

are not visible in the online environment. 
• The physical evaluation of products is difficult in an online setting, as consumers can 

only rely on the senses of vision and sound. 
• Electronic transactions are generally more impersonal, anonymous and automated than 

person-to-person off-line transactions. 

Trust has been shown to have a positive effect on consumers' attitudes towards a company and 
customers who trust a company are more likely to buy from its Website (Gefen, et al. , 2003; 
Koufaris & Hampton-Sosa, 2004). This effect can be direct or can be mediated through a de­
crease of perceived risk when interacting with the online company (Jarvenpaa, et al., 2000; 
Pavlou, 2003). 
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Researchers have proposed several models to conceptualize online trust (Aberg & Shahmehri, 
2000; Head & Hassanein, 2002; Lee, et al. , 2000; Papadopoulou, et al. , 2001; Roy, et al. , 2001; 
Salam, et al. , 1998; Yoon, 2002). Some of the antecedents to online trust that have been explored 
conceptually and/or empirically include trusted third parties (Head & Hassanein, 2002; Van Den 
Berg & Van Lieshout, 2001) and online reputation systems (Koufaris & Hampton-Sosa, 2004; 
Lohse & Spiller, 1998); perceived organizational reputation (de Ruyter, et al. , 2001; Jarvenpaa, et 
al. , 2000; McKnight, et al. , 2002; Pavlou, 2003); perceived organizational size (Jarvenpaa, et al. , 
2000); social presence of the Website (Gefen & Straub, 2000); perceived privacy (Pavlou & 

Chellappa, 2001) and security (Koufaris & Hampton-Sosa, 2004); Website design features 
(Egger, 2000; Nielsen, et al. , 2001; Roy, et al. , 2001 ); and Website experience factors such as 
perceived ease of use (Gefen, et al. , 2003; Koufaris & Hampton-Sosa, 2004; Pavlou, 2003), 
perceived usefulness (Koufaris & Hampton-Sosa, 2004; Pavlou, 2003) and enjoyment (Dahlberg, 
et al. , 2003). Gefen et al. (Gefen, et al. , 2003) and Grabner-Krauter and Kaluscha (Grabner­
Krauter & Kaluscha, 2003) provide a comprehensive meta-review of online trust models. 

3. A MODEL FOR STUDYING THE IMPACT OF PRODUCT TYPE ON ONLINE 
TRUST 

Vijayasarathy (2002) argues that it is essential to incorporate product differences and the concept 
of congruence between product and channel characteristics when evaluating the merit of the In­
ternet as a commercial medium. As outlined in the previous section, trust is seen as a critical 
antecedent for consumers' adoption of the Internet as a shopping medium ( Gefen, et al. , 2003; 
Grabner-Krauter & Kaluscha, 2003). It is therefore reasonable to expect that trust is in tum im­
pacted by the characteristics of the product/service being sought in any shopping experience. A 
few studies have examined the impact of product characteristics on the adoption of online shop­
ping (Fenech & O'Cass, 2001; Phau & Poon, 2000; Vijayasarathy, 2002). However, little re­
search has been conducted to examine the impact of product type on trust in the online environ­
ment. 

In this section we start by outlining various online product type classifications found in the litera­
ture. Then we present a model for studying the impact of one product type classification (tangible 
/intangible) on online trust through the mediating variables of PU, PEOU, and enjoyment as rep­
resentatives of the online shopping experience. 

3.1 ONLINE PRODUCT TYPES 

Several classification schemes for categorizing products have been proposed, some of which are 
outlined below: 

• Search versus Experience products: Nelson (1974) first proposed classifying products 
based on their search and experience attributes. Search attributes can be assessed indirectly 
(e.g. size and price), whereas experience attributes require direct contact for assessment 
(e.g. taste and fit). This classification scheme has also been adopted by several other 
authors (Gorsch, 2001; Lal & Sarvary, 1998; Wright & Lynch, 1995). 

• Complex Usage versus Simple Usage products: Brucks ( 1985) proposed dividing 

products by their intended usage. However, this classification scheme can be rather 
subjective as individual consumers may have differing views on what makes pro­
duct usage complex. "High involvement" and "low involvement" products (Lal & Sarvary, 
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1998; Poon & Joseph, 2001) are similar to Brucks conceptualization of product com­
plexity. 

3 

• Geometric, Material or Mechanical products: This classification is based on the sensory 
dimensions used by customers to evaluate products (Klatzky, et al. , 1991; Li, et al., 2002; 
McCabe, 2001). Geometric products can be evaluated visually (such as utensils and pic­
ture frames), material products are typically evaluated with the sense of touch (such as 
towels and clothing), and mechanical products are typically evaluated via interaction (such 
as cell phones and toys). 

• Tangible and Intangible products: Lal and Sarvary (1998) proposed that there are tangible 
and intangible attributes that define products. Others (Peterson, et al. , 1997; Poon & 
Joseph, 2001) have also outline tangibility as a key attribute for product classification. 
Many intangible products are digital in nature and cannot be touched, whereas tangible 
products often entail physical inspection. 

For this study, tangibility was chosen as the product defining attribute. Tangible and intangible 
product categories are broad and simple. Therefore, classification subjectivity should be mini­
mized. 

3.2 PROPOSED MODEL AND HYPOTHESES 

Corritore et.al. (2003) posit that Websites could be objects of trust. From this perspective, Web­
sites could be seen as a technology that mediates trust between consumers and an online vendor 
in much the same way that a salesperson is seen as mediating trust between a consumer and an 
offline business (Andaleeb & Anwar, 1996; Crosby, et al., 1990; Doney & Cannon, 1997). 
Therefore, it is reasonable to expect that customers' experience while visiting a Website would 
influence their trust in an online vendor. This view is shared by Koufaris & Hampton-Sosa 
(2002) who employed a variation of the TAM model to assess the impact of Website experience. 
In their model, they integrate the TAM variables of Perceived Usefulness (PU) and Perceived 
Ease of Use (PEOU) with an enjoyment variable to represent a customers experience with a com­
pany's Website. Here we propose a variation of this model which deviates from the original Ko­
faris and Hampton-Sosa model (2002) in two aspects. First, we reverse the direction of causality 
between the constructs of enjoyment and PEOU, so that the enjoyment is an antecedent to PEOU 
instead of the other way around. This is in line with a Web usage model proposed by Moon and 
Kim (2001) in which TAM is extended to incorporate the impact of playfulness, a construct in­
corporating enjoyment, on both PU and PEOU. Second, we incorporate the construct of product 
type to study its impact on various constructs in the proposed model. Figure 1 provides an over­
view of the proposed model, followed by the hypotheses statements for our study. The research 
model includes the standard TAM link between PEOU and PU (Davis, 1989), as well as a link 
between enjoyment and PU, as per (Agarwal & Karahanna, 2000). Initial results from a previous 
study (Hassanein & Head, 2003) did not provide support for a causal path between product type 
and PEOU. Therefore, this' connection is omitted in our research model. 
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Figure 1: Research model for product type impact on Online Trust Model 

HJ: Perceived usefulness of a Website is positively related to a customer's trust in an online 
vendor. 

H2: Perceived ease of use of a Website is positively related to a customer's trust in an online 
vendor 

H3: Enjoyment of a Website is positively related to a customer's trust in an online vendor. 

H4: Perceived ease of use of a Website is positively related to a customer's perceived usefulness 
of that Website. 

HS: Enjoyment of a Website is positively related to a customer's perceived usefulness of that 
Website. 

H6: Perceived ease of use of a Website is positively related to a consumer's enjoyment of that 
Website. 

H7: The type of product (tangible/intangible) being sought at (1 Website influences a customer's 
t. 

perceived usefulness of that Website. 

HB: The type of product (tangible/intangible) being sought at a Website influences a customer's 
enjoyment of that Website. 

H9: The type of product (tangible/intangible) being sought at a Website influences a customer's 
trust in an online vendor. 
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4. METHODOLOGY 

4.1 SUBJECTS 

Subjects for this study were experienced online shoppers. An initial screening process was con­
ducted to ensure all study participants had purchased either a tangible or intangible product from 
an online vendor in the past. Respondents were asked to complete the questionnaire with regards 
to their last online purchase. Respondents were also asked to state the name of that product and 
online vendor. The purchased products were then divided into tangible and intangible categories 
by the investigators. Similar study designs have been advocated and employed by researchers in­
vestigating consumer online experiences (Gefen, et al., 2003). 

A total of 227 online shoppers participated in this study. The sample was a mix of employees at a 
large Canadian utility company and graduate students in an MBA program. The male-female 
split was 64%-36% and the tangible-intangible product split was 59%-41 %. The most popular 
tangible product was books and the Most popular intangible product was tickets (airline, concert). 
Subjects were asked to complete an initial questionnaire, which was designed to gain an u�der­
standing of their demographics and prior exposure to the Internet and online shopping. Table 1 
summarizes the profile of the 227 respondents. 

Characteristics Statistics 

Gender 
Male 146 (64%) 
Female 81 (36%) 

Age 
18-24 50 (22%) 
25-29 50 (22%) 
30-34 38 (17%) 
35-39 19 (8%) 
40-44 17 (7%) 
45+ 53 (24%) 

Education 
High school 8 (4%) 
Some College/University 22 (10%) 
Undergraduate Degree 123 (54%) 
Graduate Degree 74 (32%) 

Occupation 
Administrative Assistant 13 (6%) 
Engineer 26 (11%) 
Manager 27 (12%) 
Student 104 (46%) 
Analyst 28 (12%) 
Other 29 (13%) 

Hours online/week 
0-5 48 (21%) 
6-10 68 (30%) 
11-20 59 (26%) 
21-30 21 (9%) 
31+ 31 (14%) 
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Number of Online Purchases 
Mean=13.4. S.D.=25.8 

Average Spent/Online Purchase 
$1-25 
$26-50 
$51-75 
$76-100 
$101+ 

Reasons for Shopping Online 
Convenience 
Better Price 
Offline Unavailability 
Better Selection 
Trial 
Prefer Online Enviromnent 

16 (7%) 
50 (22%) 
40 (18%) 
44 (19%) 
77 (34%) 

192 (85%) 
113 (50%) 
103 (45%) 
72 (32%) 
35 (15%) 
16 (7%) 

Table 1: Profile of the respondents 
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As expected, this group was Intemet-savvy where half of the respondents spent more than 10 
hours online per week. On average, they made 13.4 previous online purchases and the majority 
of the respondents (71 %) spent over $50 per online purchase. There were no significant differ­
ences in the amount of time the men and women spent online, the number of online purchases 
they had made, or how much they spent in their average online purchase. Convenience and price 
were cited as being the most pop�lar reasons for buying online among the women respondents, 
while the men cited convenience and offline unavailability as their most common reasons. 

4.2 CONTENT VALIDITY 

Content validity examines how representative and comprehensive the items are in creating the 
constructs in a given model. It is assessed by examining the process by which the items were 
generated (Straub, 1989). A construct valid in content is one that has drawn representative ques­
tions (items) from a universal pool (Cronbach, 1971; Kerlinger, 1964). In this research, defini­
tions for PEOU, PU, enjoyment and trust came from existing validated literature. Table 2 sum­
marizes the construct items used in the questionnaire and pro:vides literature sources for each 
question. 

PEOU-1 

PEOU-2 

PEOU-3 

Leaming to use this Website was 
easy for me 

I found it easy to use this Website 
for searching and buying 

It would be easy for me to become 
skilful at usin!! this Website 

(Agarwal & Karahanna, 2000; Chen, et al., 2002; 
Choi, et al., 2003; Davis, 1989; Gefen, et al., 2003; 
Hackbarth, et al., 2003; Heijden, et al., 2001; 
Heijden, et al., 2003; Koufaris, 2002; Koufaris & 
Hampton-Sosa, 2002; Moon & Kim, 2001; Pavlou, 
2001; Teo, 2001) 
(Agarwal & Karahanna, 2000; Chen, et al., 2002; 
Davis, 1989; Hackbarth, et al., 2003; Heijden, et al., 
2001; Heijden, et al., 2003; Moon & Kim, 2001; 
Teo, 2001) 
(Agarwal & Karahanna, 2000; Chen, et al., 2002; 
Choi, et al., 2003; Davis, 1989; Gefen, et al., 2003; 



PEOU-4 

PEOU-5 

PEOU- 6 

PEOU-7 

PEOU-8 

PEOU-9 

PEOU-10 

PU-1 

PU-2 

PU-3 

PU-4 

PU-5 

PU-6 
PU-7 
PU-8 

E-1 

E-2 

E-3 

E-4 
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My interactions with this Website 
are clear and understandable 

I found this Website easy to use 

Using this Website required a lot of 
mental effort 
I found this Website to be flexible to 
interact with 
It is easy to navigate around this 
Website 

Koufaris, 2002; Koufaris & Hampton-Sosa, 2002; 
Moon & Kim, 2001; Teo, 2001) 
(Chen, et al., 2002; Davis, 1989; Gefen, et al., 2003; 
Hackbarth, et al., 2003; Heijden, et al., 2001; 
Heijden, et al., 2003; Koufaris, 2002; Koufaris & 
Hampton-Sosa, 2002; Moon & Kim, 2001; Pavlou, 
2001) 
(Agarwal & Karahanna, 2000; Choi, et al., 2003; 
Davis, 1989; Gefen, et al., 2003; Hackbarth, et al., 
2003; He�jden, et al., 2001; Heijden, et al., 2003) 
(Moon & Kim, 2001; Pavlou, 2001) 

(Chen, et al., 2002; Davis, 1989; Gefen, et al., 2003; 
Heijden, et al., 2003) 
(Van der Heijden, 2003) 

I can quickly find the information I (Pavlou, 2001; Van der Heijden, 2003) 
that I need on this Website 
I think that this is a user-friendly I (Van der Heijden, 2003) 
Website 

Using this Website improves my 
performance in searching an buying 

Using this Website increases my 
effectiveness in searching and 
buying 

I find using this Website useful for 
searching and buying 

Using this Website enables me to 
uickly se'!rch and buy 

This Website provides high quality 
information 
This Website creates value to me 
This Website is hi!lhlv functional 
The information on this Website is 

When interacting with this Website, 
I do not realize that time has elansed 
When interacting with this Website, 
I am not aware of any noise 
When interacting with this Website, 
I often fomet the work I must do 
I enjoyed search and buying on this 
Website 

(Agarwal & Karahanna, 2000; Chen, et al., 2002; 
Choi, et al., 2003; Davis, 1989; Gefen, et al., 2003; 
Koufaris, 2002; Koufaris & Hampton-Sosa, 2002; 
Moon & Kim, 2001; Teo, 2001) 
(Agarwal & Karahanna, 2000; Chen, et al., 2002; 
Choi, et al., 2003; Davis, 1989; Gefen, et al., 2003; 
Koufaris, 2002; Koufaris & Hampton-Sosa, 2002; 
Teo, 2001) 
(Agarwal & Karahanna, 2000; Chen, et al., 2002; 
Choi, et al., 2003; Davis, 1989; Gefen, et al., 2003; 
Heijden, et al., 2001; Heijden, et al., 2003; Koufaris, 
2002; Koufaris & Hampton-Sosa, 2002; Pavlou, 
2001; Pavlou, 2001; Van der Heijden, 2003) 
(Chen, et al., 2002; Davis, 1989; Gefen, et al., 2003; 
Moon & Kim, 2001) 
(Moon & Kim, 2001) 

(Pavlou, 2001; Pavlou, 2001) 
(Pavlou, 2001; Pavlou, 2001) 
(Van der Heijden, 2003) 

(Moon & Kim, 2001) 

(Moon & Kim, 2001) 

(Moon & Kim, 2001) 

(Agarwal & Karahanna, 2000; Moon & Kim, 2001) 

E-5 I I had fun searching and buying on I (Agarwal & Karahanna, 2000; Moon & Kim, 2001) 
this Website 

E-6 I I felt happy while searching and I (Moon & Kim, 2001) 
buvin!l on this Website 



E-7 
E-8 

E-9 

E-10 

E-11 

E-12 

T-1 

T-2 

T-3 

T-4 
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This Website stimulates my curiosity (Moon & Kim, 2001) 
This Website arouses my (Moon & Kim, 2001) 
imagination 

I When using this Website, I feel I (Agarwal & Karahanna, 2000) 
s2ontaneous 

I When using this Website, I feel (Agarwal & Karahanna, 2000) 
creative 

I When using this Website, I feel (Agarwal & Karahanna, 2000) 
layful 

I I found this Website to be I (Heijden, 2003) 

I feel that this online vendor 1s 
honest 
I feel that this online vendor cares 
about customers 
I feel that this online vendor is not 
onnortunistic 

(Ba & Pavlou, 2002; Gefen, et al., 2003; Walter, et 

al., 2000) 
(Gefen, et al., 2003) 

(Gefen, et al., 2003) 

I feel that this online vendor I (Gefen, et al., 2003) 
provides good service 

T-5 I I feel that this online vendor is not I (Gefen, et al., 2003; Roy, et al., 2001) 
redictable 

T-6 I I feel that this online vendor is 

I 
(Gefen, 2002; Gefen, et al., 2003; Heijden, et al., 

trustworthy 2001; Heijden, et al., 2003; Jarvenpaa, et al., 2000; 
Koufaris & Hampton-Sosa, 2002; Pavlou, 2001; 
Pav lou, 2001) 

T-7 I I feel that this online vendor knows I (Ge fen, et al., 2003) 
its market 

T-8 I I believe that this online vendor will 

I 
(Ba & P

.

avlou, 2002; Heijden, et al., 2003; 
deliver a product or service that Jarvenpaa, et al., 2000) 
meets mv exnectations 

T-9 I I feel confident that my privacy will I (Pavlou, 2001) 
not be compromised during or after a 
transaction with this online vendor 

T-10 I I believe that this online vendor will 
J 

(Borchers, 2001; Gefen, 2002; Koufaris & 
keen mv information secure Hamnton-Sosa, 2002) 

Table 2: Sources for construct items 

4.3 CONSTRUCT VALIDITY 
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Construct validity examines the extent to which a construct measures the variable of interest. If 
constructs are valid in this sense, they should demonstrate relatively high correlations between 
measures of the same construct (convergent validity) and low correlations between measures of 
constructs that are expected to differ (discriminant validity) (Campbell & Fiske, 1959; Straub, 
1989). In this study, construct validity was assessed by performing a principle components factor 
analysis (PCA), as recommended by Straub (Straub, 1989). A construct is considered to exhibit 
satisfactory convergent and discriminant validity when items load highly on their related factor 
and have low loadings on unrelated factors. Table 3 includes the results of the varimax rotation 
on the original 41 items (outlined in Table 1) constrained to four factors. Hair et al. (Hair, et al., 
1995) suggests that an item is significant if its factor loading is greater than 0.50. Following this 
criteria, 4 items were dropped from various factors in this study. The first factor defined PEOU 
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with 9 items. The second factor defined PU with 7 items. The third and fourth factors defined 
enjoyment and trust with 13 and 8 items, respectively. Internal consistency of these factors was 
examined using Cronbach's a-value. As shown in Table 3, a-values ranged from 0.88 (for trust) 
to 0.92 (for PEOU). Rivard and Huff (1988) suggest that this measure for reliability should be 
higher than 0.5 and ideally higher than 0.7. Nunnally (1978) also recommends that the Cronbach 
a of a scale should be greater than 0.7 for items to be used together as a construct. Therefore, all 
our constructs met the recommended criteria for internal reliability. 

The instrument demonstrated convergent validity with factor loadings exceeding 0.50 for each 
construct. The four factors also emerged with no-cross construct loadings above 0.50, indicating 
good discriminant validity. To further verify discriminant validity, Fornell and Larcker (1981) 
advocate that the correlations between items in any two constructs should be lower than the 
square root of the average variance shared by items within a construct. As shown in Table 4, the 
square root of the variance shared between a construct and its items was greater than the cor­
relations between the construct and any other construct in the model, satisfying Fornell and Lar­
ker's (1981) criteria for discriminant validity. The above results, therefore, confirm that our in­
strument encompassed satisfactory construct validity. 

Items 

PEOU-1 
PEOU-2 
PEOU-3 
PEOU-4 
PEOU-5 
PEOU-6 
PEOU-7 
PEOU-8 
PEOU-9 
PEOU-10 
PU-1 
PU-2 
PU-3 
PU-4 
PU-5 
PU-6 
PU-7 
PU-8 
E-1 
E-2 
E-3 
E-4 
E-5 
E-6 
E-7 
E-8 
E-9 
E-10 
E-11 
E-12 
E-13 
T-1 
T-2 
T-3 

Perceived Ease of 
Use 

0.734 
0.782 
0.683 
0.773 
0.794 

0.673 
0.732 
0.749 
0.779 

Perceived 
Usefulness 

0.858 
0.880 
0.738 
0.599 
0.514 
0.643 
0.571 

Enjoyment 

0.568 
0.569 
0.598 
0.578 
0.633 
0.686 
0.720 
0.780 
0.776 
0.815 
0.828 
0.766 
0.700 

Trust 

0.769 
0.677 
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T-4 
T-5 
T-6 
T-7 
T-8 
T-9 
T-10 

Cronbach a 0.92 

Note: Only loadings >0.5 are shown. 
0.89 0.91 

Table 3: Principle components factor analysis 

Perceived Ease of Use 
Perceived Usefulness 
Enjoyment 
Trust 

Perceived Ease 
of Use 

0.745 
0.163 
0.067 
0.095 

Perceived 
Usefulness 

0.699 
0.357 
0.287 

Enjoyment 

0.700 
0.332 

0.671 

0.709 
0.650 
0.723 
0.735 
0.699 

0.88 

Trust 

0.705 
The diagonal elements in bold (the square root of average variance extracted) should exceed the inter­
construct correlations below and across them for adequate discriminate validity. 

Table 4: Discriminant validity of constmcts 

5. RESULTS 
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A structural equation modeling (SEM) approach was adopted in our data analysis, as it possesses 
many advantages over traditional methods such as multiple regression. Namely, SEM does not 
involve assumptions of homogeneity in variances and covariances of the dependent variables a­
cross groups; it corrects measurement error in the variable measurements; it allows a more com­
plete modeling of theoretical relations; and it can simultaneously test the structural and measure­
ment models (Bagozzi & Yi, 1989; Gefen, et al., 2000). This provides a more complete analysis 
for the inter-relationships in a model (Fornell, 1982). 

The variance-based Partial Least Square (PLS) method was chosen over covariance-based me­
thods, such as LISREL, for the following reasons: (i) PLS is relatively robust to deviations from a 
multivariate distribution (Gefen, et al., 2000); (ii) PLS is prediction-oriented and thus gives op­
timal prediction accuracy (Fornell & Cha, 1994); (iii) PLS can be applied to relatively small sam­
ple sizes (Bontis, 1998; Fornell & Bookstein, 1982; Gefen, et al., 2000); and (iv) PLS is appro­
priate for testing theories in the early stages of development (Fornell & Bookstein, 1982), as it 
supports both exploratory and confirmatory research (Gefen, et al., 2000). As the examination of 
the impact of product type on online experience and trust is relatively new, PLS is a more appro­
priate choice over LISREL. 

The results of the PLS analysis of the research model shown in Figure 1, are presented in Figure 
2. All path coefficients of the causal links in our hypothesized model are significantly strong. 
The findings supported all hypotheses at a minimum p<0.05 level. Table 5 also provides the t­

values for all path coefficients. Approximately 40% of the variance in the trust towards Web 
sites was accounted for by the variables in the model (R2=0.398). 
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Figure 2: PLS structural model 

Hypothesis Causal path Path 
coefficient 

Hl Perceived Usefulness -7 Trust 0.173 
H2 Perceived Ease of Use -7 Trust 0.229 
H3 Enjoyment -7 Trust 0.153 
H4 Perceived Ease of Use -7 Perceived 0.530 

Usefulness 
H5 Enjoyment -7 Perceived Usefulness 0.196 
H6 Perceived Ease of Use -7 0.335 

Enjoyment 
H7 Product Type -7 Perceived 0.296 

Usefulness 
H8 Product Type -7 Enjoyment -0.475 
H9 Product Tree -7 Trust 0.258 

Table 5: Results of hypotheses testing 

6. DISCUSSION AND CONCLUSIONS 

t-Values 

2.758** 
3.368** 
2.836** 
8.399*** 

3.490** 
4.677*** 

2.557* 

-3.551 *** 
2.339* 
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*: p-value < 0.05 
**: p-value < 0.01 
***: p-value < 0.001 

Supported 

Yes 
Yes 
Yes 
Yes 

Yes 
Yes 

Yes 

Yes 
Yes 

This study sought to examine the impact of product type on trust and trust antecedents relating to 
Website experience. The product type being sold on a Website appears to have an influence on 
both perceived usefulness (b=0.296) and trust (b=0.258). This finding supports earlier work 
(Phau & Poon, 2000; Vijayasarathy, 2002), where intangible goods were better received than 
tangible ones in an online environment. Although perceived usefulness was high for sites where 
purchases had been made, irregardless of the product type being sold, it was significantly higher 
for Websites selling intangible products (mean[tangible]=5.09; mean[intangible]=5.34; t=3.689; 
p<0.000). Similarly, trust was significantly higher for Websites selling intangible compared to 
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tangible products (mean[tangible]=5.33; mean[intangible]=5.58; t=4.42; p<O.OOO). A possible 
explanation for this result is that consumers tend to receive intangible products in digital form 
immediately after they are purchased. Websites that facilitate this immediate delivery may be 
viewed as being more useful and trustworthy. 

12 

Our results indicate that product type influences enjoyment (b=-0.475). Upon closer inspection, 
we found that although tangible product sites were more enjoyable than their intangible counter­
parts (mean[tangible]=4.13; mean[intangible]=3.54; t=l O.OO; p<0.00), tangible product sites were 
not found to be particularly enjoyable and, in fact, intangible product sites were found not to be 
enjoyable. A potential reason for this finding may be the goal of the online shopper's visit. Per­
haps visitors to sites selling intangible products were performing purposeful, goal-directed 
searching. They may have come to the sites with specific purchasing objectives in mind. It is 
possible that they did not perform browsing activities, which may be more common on tangible 
product Websites. This would help explain why online shoppers did not feel "curious" (E-7), 
"creative" (E-10), "spontaneous" (E-8) or "playful" (E-11) on sites selling intangible products. It 
is also important to note that the low R2 value for enjoyment in our model suggests that enjoy­
ment is explained by other factors not present in this model. However, the purpose of this re­
search was not to explore all possible antecedents of Website enjoyment, but rather to examine 
the impact of product type on various Website experience factors leading to trust, including en­
joyment. 

Our model suggests that perceived ease of use (b=0.229) and product type (b=0.258) may be the 
largest contributing factors in forming user's trust of a Website. Perceived ease of use has been 
shown to positively influence trust in previous work by Gefen et al. (Gefen, et al., 2003), Kou­
faris and Hampton-Sosa (Koufaris & Hampton-Sosa, 2002), among others. Similarly, our find­
ings are consistent with the many previous TAM studies that showed perceived ease of use pos­
itively influencing perceived usefulness (for example, (Davis, 1989; Gefen, et al., 2003; Moon & 

Kim, 2001; Shih, 2004)). While our results are not consistent with Koufaris & Hampton-Sosa 
(2002), where Website enjoyment lead to perceived ease of use, they were in line with Moon & 

Kim (2001) where perceived ease of use was an shown to be an antecedent of playfulness. 

This study found that product type can have a significant impact on customer's Website exper­
ience and their trust in the online vendor. These findings can help researchers and practitioners to 
gain a better understanding of the differences that may exist for supporting online shoppers for 
different types of products. Trust is vital to fostering and improving customer relationships 
(Speier, et al., 1998), and if vendors are not able to instill customer trust in their e-Commerce 
operations, they are doomed to online failure. 



The Influence of Product Type on Online Trust 

REFERENCES 

Aberg, J. and Shahmehri, N. (2000): The Role of Human Web Assistants in E-Commerce: An 

Analysis and a Usability Study, Internet Research: Electronic Networking Applications and 
Policy, Vol. 10, No. 2, pp. 114-125. 

13 

Agarwal, R. and Karahanna, E. (2000): Time flies when you're having fun: Cognitive absorption 
and beliefs about information technology usage, MIS Quarterly, Vol. 24, No. 4, pp. 665-694. 

Ambrose, P. J. and Johnson, G. J. (1998): A Trust Based Model of Buying Behaviour in Elec­
tronic Retailing, Proceedings of the Fourth Conference of the Association for Information 
Systems, pp. 263-265. 

Andaleeb, S. S. and Anwar, S. F. (1996): Factors influencing customer trust in salespersons in a 
developing country, Journal of International Marketing, Vol. 4, No. 4, pp. 35-52. 

Ba, S. and Pavlou, P. A. (2002): Evidence of the effect of trust building technology in electronic 
markets: Price premiums and buyer behaviour, MIS Quarterly, Vol. 26, No. 3, pp. 243-268. 

Bagozzi, R. P. and Yi, Y. (1989): On the use of structural equation models in experimental de­
signs, Journal of Marketing Research, Vol. 26, pp. 271-284. 

Baldwin, L. P. and Currie, W. L. (2000): Key Issues in Electronic Commerce in Today's Global 
Information Infrastructure, Cognition, Technology & Work, Vol. 2, pp. 27-34. 

Bontis, N. (1998): Intellectual Capital: An exploratory study that develops measures and models, 
Management Decision, Vol. 36, No. 2, pp. 63-76. 

Borchers, A. (2001): Trust in Internet shopping: A test of a measurement, Seventh Americas Con­
ference on Information Systems, pp. 799-803. 

Brucks, M. (1985): The effects of product class knowledge on information search behavior, The 
Journal of Consumer Research, Vol. 12, No. 1, pp. 1-16. 

Campbell, D. T. and Fiske, D. W. (1959): Convergent and Discriminant Validation by the Multi­
trait-Multimethod Matrix, Psychological Bulletin, Vol. 56, pp. 81-105. 

Chen, L.-d., Gillenson, M. L. and Sherrell, D. L. (2002): Enticing online consumers: An extended 
technology acceptance perspective, Information & Management, Vol. 39, pp. 705-719. 

Choi, H., Choi, M., Kim, J. and Yu, H. (2003): An empirical study on the adoption of information 
appliances with a focus on interactive TV, Telematics and Infomatics, Vol. 20, pp. 161-183. 

Corritore, C. L., Kracher, B. and Wiedenbeck, S. (2003): On-line trust: Concepts, evolving 
themes, a model, International Journal of Human-Computer Studies, Vol. 58, pp. 737-758. 

Cronbach, L. J. (1971): "Test Validation," American Council on Education, Washington, D.C. 

Crosby, L. A., Evans, K. R. and Cowles, D. (1990): Relationship quality in services selling: An 
interpersonal influence perspective, Journal of Marketing, Vol. 54, pp. 68-81. 



The Influence of Product Type on Online Trust 

Dahlberg, T., Mallat, N. and Oorni, A. (2003): Trust enhanced technology acceptance model: 
Consumer acceptance of mobile payment solutions� The Stockholm Mobility Roundtable, 
Stockholm, Sweeden. 

14 

Davis, F. D. (1989): Perceived Usefulness, Perceived Ease of Use, and User Acceptance oflnfor­
mation Technology, MIS Quarterly, Vol. 13, pp. 319-339. 

de Ruyter, K., Wetzel, M. and Kleijnen, M. (2001 ): Customer adoption of e-services: An empir­
ical study, International Journal of Service Industry Management, Vol. 12, No. 2, pp. 184-207. 

Doney, P. M. and Cannon, J. P. (1997): An examination of the nature of trust in buyer-seller 
relationships, Journal of Marketing, Vol. 61, pp. 35-51. 

Egger, F. N. (2000): "Trust Me, I'm an Online Vendor": Towards a Model of Trust for E-Com­
merce System Design, Proceeding of the CHI2000 Extended Abstracts: Conference on Human 
Factors in Computing Systems, pp. 101-102. 

Fenech, T. and O'Cass, A. (2001): Internet users' adoption of Web retailing: User and product 
dimensions, Journal of Product & Brand Management, Vol. 10, No. 6, pp. 361-381. 

Fornell, C. (1982): "A Second Generation of Multivariate Analysis Methods," Praeger, New 
York, NY. 

Fornell, C. and Bookstein, F. L. (1982): Two structural equation models: LISREL and PLS 
applied to consumer exit-voice theory, Journal of Marketing Research, Vol. 19, pp. 440-452. 

Fornell, C. and Cha, J. (1994): Partial Least Squares, Oxford, Blackwell Publishers. 

Fornell, C. and Larcker, D. F. (1981): Evaluating structural equation models with unobserved 
variables and measurement error, Journal of Marketing Research, Vol. 18, pp. 39-50. 

Purnell, S. M. and Karweni, T. (1999): Security Implications of Electronic Commerce: A Survey 
of Consumers and Businesses, Internet Research: Electronic Networking Applications and 
Policy, Vol. 9, No. 5, pp. 372-382. 

Gefen, D. (2002): Customer loyalty in e-commerce, Journal of the Association for Information 
Systems, Vol. 3, No. 2, pp. 27-51. 

Gefen, D., Karahanna, E. and Straub, D. W. (2003): Trust and TAM in online shopping: An inte­
grated model, MIS Quarterly, Vol. 27, No. 1, pp. 51-90. 

Gefen, D. and Straub, D. W. (2000): Managing user trust in B2C e-Services, e-Services Quarter­
ly, Vol. 1, No. 1. 

Gefen, D., Straub, D. W. and Boudreau, M.-C. (2000): Structural Equation Modeling and Regres­
sion: Guidelines for Research Practice, Communications of the Association for Information 
Systems, Vol. 4, No. 7, pp. 2-77. 

Gorsch, D. (2001): Internet limitations, product types, and the future of electronic retailing, Pro­
ceedings of the lst Nordic Workshop on Electronic Commerce. 



The Influence of Product Type on Online Trust 

Gorsch, D. (2001): Internet Limitations, Product Types, and the Future of Electronic Retailing, 
Proceeding of the lst Nordic Workshop on Electronic Commerce. 

15 

Grabner-Krauter, S. and Kaluscha, E. A. (2003): Empirical research in on-line trust: A review and 
critical assessment, International Journal of Human-Computer Studies, Vol. 58, pp. 783-812. 

Hackbarth, G., Grover, V. and Yi, M. Y. (2003): Computer playfulness and anxiety: Positive and 
negative mediators of the system experience effect on perceived ease of use, Information & 

Management, Vol. 40, pp. 221-232. 

Hair, J. F., Anderson, R. E., Tatham, R. L. and Black, W. C. (1995): "Multivariate Data Analysis 
with Readings, 4th ed.," Prentice-Hall, Englewook Cliffs, NJ. 

Hassanein, K. and Head, M. M. (2003): The Impact of Product Type on Website Adoption Con­
structs, Proceedings of the Sixth International Conference on Electronic Commerce Research 
(ICECR6), Dallas, Texas, pp. 416-424. 

Head, M. M. and Hassanein, K. (2002): Trust in e-Commerce: Evaluating the Impact of Third­
Party Seals, Quarterly Journal of Electronic Commerce, Vol. 3, No. 3, pp. 307-325. 

Head, M. M., Yuan, Y. and Archer, N. (2001): Building Trust in E-Commerce: A Theoretical 
Framework, Proceeding of the Second World Congress on the Management of Electronic 
Commerce, Hamilton, Ontario, Canada. 

Heijden, H. v. d. (2003): Factors influencing the usage of websites: The case of a generic portal in 
The Netherlands, Information & Management, Vol. 40, No. 6, pp. 541-549. 

Heijden, H. v. d., Verhagen, T. and Creemers, M. (2001): Predicting online purchase behaviour: 
Replication and tests of competing models, Proceedings of the 34th Hawaii International Con­
ference on System Sciences. 

Heijden, H. v. d., Verhagen, T. and Creemers, M. (2003): Understanding online purchase inten­
tions: contributions from technology and trust perspectives, European Journal of Information 
Systems, Vol. 12, pp. 41-48. 

Jarvenpaa, S. L. (1996-1997): Consumer reactions to electronic shopping on the World Wide 
Web, International Journal of Electronic Commerce, Vol. 1, No. 2, pp. 59-88. 

Jarvenpaa, S. L., Tractinsky, N. and Saarinen, L. (1999): Consumer Trust in an Internet Store: A 
Cross-Cultural Validation, Journal of Computer Mediated Communication, Vol. 5, No. 2, pp. 1-
37. 

Jarvenpaa, S. L., Tractinsky, N. and Vitale, M. (2000): Consumer Trust in an Internet Store, 
Information Technology and Management, Vol. 1, No. 1-2, pp. 45-71. 

Kerlinger, F. N. (1964): "Foundations in Behavioral Research," Holt, Rinehart, and Winston, 
New York, NY. 

Klatzky, R. L., Lederman, S. J. and Matula, D. E. (1991): Imagined haptic exploration in 
judgments of object properties, Journal of Experimental Psychology: Learning, Memory and 
Cognition, Vol. 17, pp. 314-322. 



The Influence of Product Type on Online Trust 

Koufaris, M. (2002): Applying the Technology Acceptance Model and Flow Theory to online 
consumer behaviour, Information Systems Research, Vol. 13, No. 2, pp. 205-223. 

Koufaris, M. and Hampton-Sosa, W. (2002): Customer trust online: Examining the role of the 
experience with the Web-site, CIS Working Paper Series, Zicklin School of Business, Baruch 
College, New York, NY. 

16 

Koufaris, M. and Hampton-Sosa, W. (2002): Initial perceptions of company trustworthiness on­
line: A comprehensive model and empirical test, CIS Working Paper Series, Zicklin School of 
Business. 

Koufaris, M. and Hampton-Sosa, W. (2004): The development of initial trust in an online com­
pany by new customers, Information & Management, Vol. 41, pp. 377-397. 

Lal, R. and Sarvary, M. (1998): Does the Internet always intensify price competition?, Research 
Paper Series, Graduate School of Business, Stanford University. 

Lee, J., Kim, J. and Moon, J. Y. (2000): What Makes Internet Users Visit Cyber Stores Again? 
Key Design Factors for Customer Loyalty, CHI 2000, pp. 305-312. 

Lewicki, R. J. and Bunker, B. B. (1996): Developing and Maintaining Trust in Work Relation­
ships, Thousand Oaks, CA, Sage. 

Li, H., Daugherty, T. and Biocca, F. (2002): Impact of 3-D advertising on product knowledge, 
brand attitude, and purchase intention: The mediating role of presence, Journal of Advertising, 
Vol. 31, No. 3, pp. 43-57. 

Lohse, G. L. and Spiller, P. (1998): Electronic shopping: Quantifying the effect of customer inter­
faces on traffic and sales, Communications of the ACM, Vol. 41, No. 7, pp. 81-87. 

McCabe, D. B. (2001): Online and offline decisions: The effect of product category and order of 
information, Ph.D. Thesis, Arizona State University. 

McKnight, D. H., Choudhury, V. and Kacmar, C. (2002): The impact of initial consumer trust on 
intentions to transact with a web site: A trust building model, Journal of Strategic Information 
Systems, Vol. 11, No. 3/4, pp. 297-323. 

Moon, J.-W. and Kim, Y.-G. (2001): Extending the TAM for a World-Wide-Web context, Infor­
mation & Management, Vol. 38, No. 4, pp. 217-230. 

Nelson, P. (1974): Advertising as Information, Journal of Political Economy, Vol. 83, pp. 729-
754. 

Nielsen, J., Molich, R., Snyder, C. and Farrell, S. (2001): "E-Commerce User Experience," Niel­
sen Norman Group, Fremont, CA. 

Nunnally, J. C. (1978): "Psychometric Theory 2nd ed.," McGraw Hill, New York. 



The Influence of Product Type on Online Trust 17 

Papadopoulou, P., Andreou, A., Kanellis, P. and Martakos, D. (2001): Building Customer Trust 
Within E-Commerce Environments: The Role of Agents and Virtual Reality, Internet Research: 
Electronic Networking Applications and Policy, Vol. 11, No. 4, pp. 322-332. 

Pavlou, P. A. (2001): Consumer intentions to adopt electronic commerce- Incorporate trusting 
and risk in the technology acceptance model, DIGIT Workshop, University of Southern Cali­
fornia. 

Pavlou, P. A. (2001): Integrating trust in electronic commerce with the technology acceptance 
model: model development and validation, Seventh Americas Conference on Information Sys­
tems, pp. 816-822. 

Pavlou, P. A. (2003): Consumer acceptance of electronic commerce: Integrating trust and risk 
with the technology acceptance model, International Journal of Electronic Commerce, Vol. 7, 
No. 3, pp. 69-103. 

Pavlou, P. A. and Chellappa, R. K. (2001): The Role of Perceived Privacy and Perceived Security 
in the Development of Trust in Electronic Commerce Transactions, Working Paper, ebizlab, Mar­
shall School of Business, USC. 

Peterson, R. A., Balasubramanian, S. and Bronnenberg, M. J. (1997): Exploring the implications 
of the Internet for consumer marketing, Journal of the Academy of Marketing Science, Vol. 25, 
No. 4, pp. 329-346. 

Phau, I. and Poon, S. M. (2000): Factors influencing the types of products and services purchased 
over the Internet, Internet Research: Electronic Networking Applications and Policy, Vol. 10, No. 
2, pp. 102-113. 

Poon, S. and Joseph, M. (2001): A preliminary study of product nature and electronic commerce, 
Marketing Intelligence and Planning, Vol. 19, No. 7, pp. 493-499. 

Rivard, S. and Huff, S. (1988): Factors of Success for End User Computing, Communications of 
the ACM, Vol. 31, No. 5, pp. 552-561. 

Rotter, J. B. (1980): Interpersonal trust, trustworthiness, and gullibility, American Psychologist, 
Vol. 35, No. 1, pp. 1-7. 

Roy, M. C., Dewit, 0. and Aubert, B. A. (2001): The impact of interface usability on trust in web 
retailers, Internet Research: Electronic Networking Applications and Policy, Vol. 11, No. 5, pp. 
388-398. 

Salam, A. F., Rao, H. R. and Pegels, C. C. (1998): An Investigation of Consumer-perceived Risk 
on Electronic Commerce Transactions: The Roles of Institutional Trust and Economic Incentive 
in a Social Exchange Framework, Proceedings of the Americas Conference on Information Sys­
tems. 

Shih, H.-P. (2004): An empirical study on predicting user acceptance of e-shopping on the Web, 
Information & Management, Vol. 41, pp. 351-368. 

Speier, C., Harvey, M. and Palmer, J. W. (1998): Virtual management of global marketing 
relationships, Journal of World Business, Vol. 33, No. 3, pp. 263-276. 



The Influence of Product Type on Online Trust 18 

Straub, D. W. (1989): Validating Instrument in MIS Research, MIS Quarterly, Vol. 12, No. 2, pp. 
147-170. 

Teo, T. S. H. (2001): Demographic and motivation variables associated with Internet usage activ­
ities, Internet Research: Electronic Networking Applications and Policy, Vol. 11, No. 2, pp. 125-
137. 

Van Den Berg, R. J. and Van Lieshout, J. M. (2001 ) : Finding symbolons for cyberspace: Addres­
sing the issues of trust in electronic commerce, Production Planning and Control, Vol. 12, No. 5, 
pp. 514-524. 

Van der Heijden, H. (2003): Factors influencing the usage of websites: The case of a generic por­
tal in The Netherlands, Information & Management, Vol. 40, No. 6, pp. 541-549. 

Vijayasarathy, L. R. (2002): Product characteristics and Internet shopping intentions, Internet 
Research: Electronic Networking Applications and Policy, Vol. 12, No. 5, pp. 411-426. 

Walter, A., Mueller, T. A. and Helfert, G. (2000): The Impact of Satisfaction, Trust, and Rela­
tionship Value on Commitment: Theoretical Considerations and Empirical Results, Proceedings 
OF the l 6th IMP Conference, Bath, UK. 

Wright, A. and Lynch, J. (1995): Communication effects of advertising versus direct experience 
when both search and experience attributes are present, Journal of Consumer Research, Vol. 21, 
pp. 708-718. 

Yoon, S. (2002): The Antecedents and Consequences of Trust in Online-Purchase Decision, 
Journal of Interactive Marketing, Vol. 16, No. 2, pp. 47-63. 



.. 



eRC 
McMaster eBusiness Research Centre 

McMaster eBusiness Research Centre (MeRC) 
DeGroote School of Business 

McMaster University 
1280 Main St. W. MGD A201 

Hamilton, ON 

L8S 4M4 

Tel: 905-525-9140 ext. 27027 
Fax: 905-528-0556 

Email: ebusiness@mcmaster.ca 
Web: http://merc.mcmaster.ca 

' ' 
,.. ':'"' . : 


	1324622
	1324622_miscpgs
	1324622_cvrs

