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Abstract 

Trust is an essential component for any business transaction, and is particularly critical 

and challen�ng in the online environment, which is characterized by de-humanized 

business transactions. If online vendors are not able to establish trust with their 

customers, business-to-consumer electronic commerce will not realize its full potential. 

This paper presents an online trust model which distinguishes between product, company 

and referee trust. This model can help further our understanding of online trust, provide 

online vendors with approaches to help build customer trust, and direct research in this 

emerging economy. The concept of humanized website design is introduced as a 

potential trust instiller along the product, company and trust dimensions. Subsequently, 

an empirical study is outlined, and results are analyzed to determine the effects of website 

humanization. Results from this study are shown to be significant, indicating that there is 

a connection between human elements in design and trust in an online environment. 

Conclusions from this research are discussed and areas for future research are proposed. 

Keywords: online trust, electronic commerce, website design, humanization 
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1. Introduction 

With the rise of the futemet, businesses have found a new medium through which to sell 

their products and services and i�teract with customers and trading partners. Although 

electronic commerce ( e-Commerce) promised significant potential to revolutionize the 

way business is conduced, online business is still relatively insignificant. 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 (Gorsch 2001 ; Corritore et al. 2001 ; Head 

et al. 2001 ; Baldwin and Currie 2000). Trust is a critical component for any business 

transaction, and is particularly essential in the e-Commerce environment, where 

transactions are more impersonal, anonymous and automated. Trust is vital to fostering 

and improving customer relationships (Speier et al., 1 998), and if vendors are not able to 

instill customer trust in their e-Commerce operations, they are doomed to online failure. 

The structure of the paper is as follows: An overview of trust, as described in the 

literature, is presented in Section 2. Focus is made on the distinctions between online and 

offline trust and the elements that engender trust in the online environment. An online 

trust model is presented in Section 3, where three online trust dimensions (product trust, 

company trust and referee trust) are identified. The concept of humanized design is then 

introduced in Section 4. Hypotheses are presented to evaluate the impact of humanized 

design on the online trust dimensions introduced in our model. Section 5 outlines the 

methodology and Section 6 presents the data analysis of the experimental study designed 

to test the impacts of humanized website design on trust. Finally, conclusions and areas 

for future research are summarized in Section 7. 
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2. An Overview of Trust 

Trust is a complex concept that has been widely studied. However, it remains a difficult 

concept to describe due to its dy�mmic, evolving and multi-faceted nature (Ambrose and 

Johnson 1 998; Lewicki and Bunker 1 996; Rotter 1 980). In defining trust, some 

researchers have focused on the risk involved (Johnson-George and Swap 1 982; 

Bhattacharya et al 1998; Salam et al. 1998), the vulnerabilities of the parties (Boss 1 978; 

Mayer et al. 1 995), and the presence of significant incentives at stake (Kee and Lnox 

1 970). Yet others have focused on the dimensions of credibility and benevolence (Roy et 

al. 2001 ; Ambrose and Johnson 1 998; Doney and Cannon 1 997; Ganesan 1994), and 

predictability (Hwang and Burgers 1 997). In the context of commerce, trust has been 

defined as the willingness to depend on an exchanging partner in whom one has 

confidence (Moorman et al. 1 993). Trust can be applied to relationships between 

individuals (Rempel et al. 1 98 5), between individuals and organizations (Moorman et al. 

1 993; Geyskens et al. 1 996) and even between individuals and objects/entities (Fogg and 

Tseng 1 999). For example, a lack of trust can severely hinder personal interactions with 

other people, result in the loss of potential customers, and can hinder the growth and 

potential of new technology. 

Although there may be many ways to describe this complex concept, common elements 

across many definitions of trust are vulnerability, control and time. According to Mayer 

et al. ( 1 9 9 5), trust is the "willingness of a party to be vulnerable to the actions of another 

party based on the expectations that the other will perform a particular action important to 

the tmstor". Hence, vulnerability is not just risk-taking, but the willingness to take the 
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risk (Ambrose and Jahnson 1998). The more trusting we are, the more willing we may be 

to take the risk of engagement/interaction. For example, consumers will be more willing 

to purchase products from a vendor if they can trust that the vendor's word can be relied 

upon and the vendor will not take advantage of the consumer's vulnerabilities (Geyskens 

et al. 1996). 

In order to build a trusting relationship, an element of control must often be present for 

both parties to trust one another. For example, in a business environment, trust is best 

achieved by allowing the balance of power to shift towards a more cooperative 

interaction between a business and its customers (Hoffinan et al. 1999). If the balance of 

power tilts more heavily towards one party, the other party will perceive a heightened 

sense ofrisk and vulnerability, leading to a lower level of trust. 

Time is another important element common among most trust definitions. Trust is a 

dynamic process that deepens or retreats based on experience (Head et al. 2001; Roy et 

al. 2001; Lewicki and Bunger 1996; Ravald and Gronroos 1996). In both human and 

business relationships, trust may be difficult to build, as it may require much time and 

effort. On the other hand, trust could be lost quite easily. For example, Cheskin/Sapient 

Research (1999) outlines a trust life cycle, stressing that consumers experiencing a breech 

of trust may easily revert back to a non-trusting state, where future trust is more difficult 

to reestablish. In this paper, we focus on the trust of the consumer in the e-Commerce 

environment. Applying the Cheskin/Sapient Research (1999) model, Head et al (2001) 

developed a framework for online trust, in which time is a critical component. Here, 
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consumers may at first feel a sense of chaos in the e-Commerce environment, where they 

may fear that their personal information will be insecure or that online businesses may be 

fraudulent. Over time, trust is established as consumers become more familiar with the 

new technology and marketplace. Trust is then further enhanced with successful 

transactions that meet consumer expectations. However, at any point during this life 

cycle process, consumers may easily revert back to a state of chaos if their trust is 

breeched. 

2.2 Offline vs. Online Trust 

As described above, trust is important for the success of any business. This is especially 

true for online businesses (Corritore et al. 2001; Head et al. 2001; Cheskin/Sapient 1999). 

Consumers expect the Internet to support a level of trust they do not observe in their 

everyday lives. For example, most people do not hesitate to pass credit card information 

to unknown waiters, store clerks, or even on the phone. However, they are very skeptical 

about passing this information through electronic means on the Internet. 

In examining online trust, Head et al. (2001) distinguish between "hard" and "soft" trust. 

Hard trust centers around technical solutions to provide secure interactions. Consumers 

that hold this type of trust feel confident that their personal information will be safely 

transmitted to online vendors, who will keep this information secure from potential 

violators. In contrast, soft trust encompasses privacy and quality of service dimensions. 

Consumers that hold this type of trust feel confident that their personal information will 

not be sold to others, that online businesses accurately represent themselves (authenticity) 
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and that their transactions will be honored as agreed (non-repudiability). Issues of hard 

trust can be more easily resolved through technological developments, such as encryption 

techniques and firewall protection. However, soft trust issues are more complex and 

difficult to moderate. They can be addressed by devising, implementing and closely 

adhering to specific policies that are designed to alleviate specific consumer concerns in 

these areas. 

Although online and offline trust have many commonalities, they differ in some key 

aspects. The main differences are (Yoon 2002; Head et al. 2001; Roy et al. 2001; Fumell 

and Karweni 1999; Jarvenpaa et al 1999; Doney and Cannon 1997): 

• The parties involved may interact across different times and locations, and the 

rules and regulations may vary across these zones. 

• Less data control during and following its transfer 

• Partners may be more likely to not know each other in an online environment, 

compared to an offline environment 

• There are lower barriers to entry and exit for online businesses. Online vendors 

may be considered "fly-by-night" as there are few assurances that they will stay in 

business for some time. 

• There is an absence of the physical element online. In offline environments,. 

consumer trust is affected by the seller's investments in physical building, 

facilities and personnel. These factors are not as visible in the online 

environment. In addition, the physical evaluation of products is hindered in an 

online setting. 
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• There is an absence of the human element online. Electronic transactions are 

more impersonal, anonymous and automated than person-to-person off-line 

transactions 

Due to the above factors, trust becomes more critical in online, compared to offline, 

environments (Roy et al 2001). In particular, business-to-consumer (B2C) online trust is 

more difficult to establish than business-to-business (B2B) online trust. B2C 

relationships are inherently more transaction-focused and short-term than B2B 

relationships. Trust is especially difficult to foster in a B2C setting with no pre-existing 

institutional confidence (Swaminathan et al. 1999). 

2.3 Trust Engenders 

Since time is a critical factor to develop trust and the B2C market is still in its infancy, 

trust in the new marketspace is still relatively scarce. However, there are several factors 

that can contribute to building online trust: (i) brand; (ii) assurances; (iii) fulfillment; and 

(iv) Website design. 

Brand is a promise of future performance (Deighton 1992). According to Davis (2000), 

a brand consists of what a company sells, what a company does and what a company is. 

Products with consistent positive attributes and companies with consistently high quality 

service are easier to brand. Brand loyalty can result in several advantages for firms, 

including (Delgado-Ballester and Munuera-Aleman 2001): (i) establishing substantial 

competitor entry barriers; (ii) higher sales and revenues; and (iii) a customer base that is 
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less sensitive to competitor marketing efforts and tactics. In an online environment, 

where it is more difficult for customers to establish face-to-face relationships and 

evaluate products first-hand, the importance of branding is heightened. An online 

vendor's trustworthiness heavily depends upon the strength of its reputation or brand 

name (de Groote and Egger 2000; Jarvenpaa et al. 1999). In this regard, companies with 

an established offline presence are often perceived to be more legitimate than pure online 

stores (Steinfield and Whitten 1999), as they can leverage their brand equity in the online 

environment (Nielsen et al. 2001). Therefore, these "click-and-mortar" stores are proving 

to be the most successful in the electronic marketplace (Yoon 2002; Head et al. 2001 ). 

Assurances of security and privacy are essential ingredients for establishing online trust. 

Online consumers need to feel that their transactions are safe and secure (Stratford 1999). 

Online consumers also wish to determine for themselves when, and to what extent 

information about them is used, and/or communicated to others (Agranoff 1993). These 

consumer concerns can be major inhibitors for e-Commerce success (Head and Yuan 

2001). Detailed policies and procedures that address these online consumer concerns 

must be developed, implemented, clearly publicized and vigilantly followed to encourage 

a trusting environment. Third party individuals, groups and organizations can also play 

an important role towards reassuring online consumers of vendor adherence to proper 

business practices and policies (Resnick et al. 2000). For example, online vendor 

certification or authentication programs are offered by organizations such as TRUSTe, 

VeriSign, and BBBOnLine. The trustworthiness of third party individuals, groups or 

9 



organizations will depend on their impartiality, their industry experience, their credentials 

and their relationship with the consumer, to varying degrees. 

Fulfillment of promises made by online vendors is critical to establishing trust and long­

term relationships (Frazier et al. 1988). If prior customer experiences are not positive, 

where vendor or product expectations were not fulfilled, future customer trust in the 

vendor will be jeopardized. As mentioned above, a single violation in this regard can 

destroy the consumer-vendor trust relationship. Therefore, vendors should develop 

contingency plans to promptly minimize the negative impacts of any trust-reducing 

blunders (Head et al. 2001). 

Website design and usability can induce customer confidence (Kim and Moon 1998) and 

impact the establishment of trust (Roy et al. 2001). The salesperson is a salient source of 

consumer trust in the offline market (Doney and Cannon 1997). However, in the 

electronic marketplace the salesperson is replaced by a website (Lohse and Spiller 1998). 

In this environment, the website mediates the relationship between consumers and 

vendors. Therefore, the design of the website can predict user perception of trust 

(Laberge and Caird 2000; Kim and Moon 1998). In a model proposed by Egger (2000) 

for online trust, interface properties, including graphic design and usability, play a key 

role in instilling consumer trust. In particular, the consumer attitudes impacting the 

development of trust are strongly affected by their first impressions of a system. For 

example, consumers tend to place more trust in websites that are easy to navigate 

(Cheskin/Sapient 1999; Nielsen et al. 2001), easy to search (Brock 1999; Nielsen et al. 
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2001), professionally designed (Sisson 2000; Nielsen et al. 2001), well- connected with 

other sites and agencies (Head et al. 2001), informative, timely and accurate (Egger 2000; 

Nielsen et al. 2001 ;  Head et al. 2001). Therefore, web designers should pay close 

attention to interface issues that impact trust, as it is emerging as a potentially potent 

strategic element for conducting business online (Palmer et al. 2000). 

3. A Model for Online Trust 

As discussed in Section 2, the concept of trust has been found to be closely linked to that 

of risk (Mayer et al., 1 995). In this context, risk refers to the customer's perception of the 

uncertainty and negative consequences of engaging in online transactions. As aheady 

discussed, many factors have been cited as increasing the level of uncertainty and 

consequently the perceived riskiness of doing business online. In such an environment, 

trust becomes more critical for mitigating the customer's perception of the risks 

associated with a purchasing decision (Jarvenpaa et al. , 1999). Hence, customers are 

generally more inclined to buy if they possess trust in the product they are seeking and/or 

the company that is selling it. Salam et al. (1 998) also argue that increasing institutional 

trust reduces the perceived risk associated with online transactions. 

The main goal of instilling and nurturing trust with customers is to facilitate their 

purchasing decisions, so as to sustain a mutually rewarding relationship between them 

and vendors. Hence, in developing a model for trust it is advantageous to examine the 

customer behavior when engaged in business transactions and to consequently identify 

the points at which trust is critical for achieving the above goal. A six- stage model for 
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consumer behavior was proposed by Guttman, Moukas and Maes (1 998). This model 

encompasses the stages of: (i) need identification; (ii) product brokering; (iii) merchant 

brokering; (iv) negotiation; (v) purchase; and (vi) after purchase evaluation. O'Keefe and 

McEachem (1998) proposed a model involving five decision processes which correlate 

closely with the above stages. These decision processes are: (i) need recognition; (ii) 

information search; (iii) evaluation; (iv) purchase; and (v) post purchase evaluation. The 

evaluation process in the O'Keefe and McEachem (1998) model clearly corresponds to 

the product brokering and merchant brokering stages in the Guttman et al. (1 998) model. 

The customer's main objective in both the pre- and post-purchase evaluation stages is to 

minimize their risk in both the current and future purchase decisions respectively. During 

the pre-purchase evaluation decision, customers attempt to minimize their risk through 

one or a combination of the following three means: (i) a product that they possess some 

trust in which addresses a need they have identified (e.g. a well-known brand); (ii) a 

company they trust that supplies the type of product that they are looking for (e.g. a 

nation-wide department store); (iii) a recommendation by a referee(s) that they trust for a 

particular brand or company that will supply the product to satisfy their identified need 

(e.g. a product review by an independent third party). Once a purchase has been made, 

customers will engage in a post-purchase evaluation stage to assess the quality of the 

product, the company and/or the referee(s) that were involved in facilitating their 

purchase decision .. This process will result in strengthening or weakening their trust in 

the product, company or referee(s). Customers will then utilize their new beliefs about 

the product brand, the company and the referee(s) during future pre-purchase stages 
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while shopping for other products. It could be argued therefore, that trust should be 

analyzed along the three dimensions of product, company and referees. 

Many models for online trust have been proposed in the literature (Egger 2000; Aberg 

and Shahmehri 2000; Lee et al. 2000; Roy et al. 2001 ; Salam et al. 1 998; Ambrose and 

Johnson 1 998; Yoon 2002; Papadopoulou et al. 2001 ; Head et al. 2001). These models 

generally treat online trust as a unified whole concept. This approach may be valid for 

identifying how particular factors impact online trust in general. However, taking a 

holistic view of online trust does not allow the exploration of how various factors may 

affect trust along the different dimensions identified above. 

In this work we propose the Circles of Online Trust Model that takes a finer look at the 

concept of online trust, by examining it along the three trust dimensions of product trust, 

company trust and referee trust. The model proposes that developing trust along these 

three dimensions is critical to instilling trust in online customers. We argue that these 

three online trust dimensions are sufficiently differentiated to warrant separate 

investigation in terms of what instills trust for each and how they interact with one 

another to impact the overall success/failure of online vendors. 

The Circles of Online Trust Model is depicted in Figure 1 ,  where the three dimensions of 

online trust (product, company and referees) are represented by overlapping circles. The 

aggregation of the trust gained through each of these specific dimensions reflects the 

overall trust level that a customer holds for an online vendor. Trust is engendered along 
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each of these dimensions through the elements shown in the Trust Engenders box feeding 

that particular circle. These trust engendering elements were outlined in Section 2 above 

and are selectively applied in our model to infuse trust in each of the online trust 

dimensions. Some of these elements are common to more than one online trust dimension 

(e.g. brand), while others are unique to a single dimension (e.g. referee credentials). 

Although the three online trust dimensions are distinct, they can influence one another 

where the trust gained/lost through one dimension could strengthen/weaken trust along 

the other dimensions. For example, positive reviews by trusted referees could facilitate 

the development of product or company trust. Similarly, product trust gained through 

experience could facilitate the development of trust in the referees that recommended that 

product. 

<INSERT Figurel.jpg ABOUT HERE> 

Figure 1: Circles of Online Trust Model 

Within the context of the proposed model, online vendors will attempt to draw new 

customers into their trust circles. This allows online vendors to initiate meaningful 

relationships with those customers. As those customers start interacting with a particular 

online vendor they may gain/loose online trust along the various trust dimensions 

identified by our model. At the early stages of interaction with a customer, online vendors 

should try to establish a high level of trust along as many of these three dimensions as 

possible, as quickly as possible. At any given point, a customer may exhibit varying 

degrees of trust along one, two or all three online trust dimensions for a particular vendor. 
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Although having trust in any one dimension is better than having no trust at all, 

customers exhibiting trust in only one dimension (Tc, Tp, Tr online trust types) may lack 

the necessary trust level to engage in meaningful long-term relationships with the online 

vendor. For instance, a customer who highly trusts a particular brand of computers (i.e. 

possessing T P type trust) might be quite reluctant to buy this computer from an online 

vendor for whom he/she lacks online trust. However, customers possessing trust along 

two of the online trust dimensions (T cp, T er, or T pr) are better positioned to have a 

successful business relationship with the online vendor. In the previous example, if the 

customer was exposed to positive reviews about the online vendor from trusted referees 

(i.e. exhibiting Tpr type trust) he/she would be more inclined to start interacting with that 

vendor. In this case, the trusted referees played a critical role in building a minimal level 

of trust to allow these customers to initiate their first interaction with this online vendor. 

Once the customer starts interacting with this online vendor, the onus is on the vendor to 

instill company trust, so that the customer is more inclined to conduct future business 

with that vendor. 

The ultimate goal of online vendors is to establish a high level of trust with their 

customers along all three online trust dimensions. This will position customers within the 

intersection area of the three trust circles in Figure 1 .  Customers who fall in this area 

exhibit a T cpr type of trust and are therefore believed to be loyal. Such customers 

represent the most profitable segment for that vendor and are less likely to be lured away 

by competitors (Deepak, et al. 2002; Lee et al. 2000). In addition, they may even act as 

trusted referees that can engender trust in other customers. It should be clear, however, 
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that although Tcpr type customers are loyal, the vendor must continuously strive to 

reinforce trust with these customers along all the three online trust dimensions. This will 

help ensure their continued loyalty. 

4. Trust Through Humanized Design 

As outlined in the Introduction, B2C e-Commerce has not met the hyped expectations in 

terms of sales figures or growth rates. Although more users have been engaging in e­

Commerce transactions, a critical mass has not yet been established for this relatively 

new shopping medium. A significant hurdle facing e-Commerce success continues to be 

the major differences that exist between the online and offline shopping experiences. 

One such difference is that in the online environment, a lack of consumer trust continues 

to prevail (Cox, 1 999; Levin, 2000; Westin and Maurici, 1998). Without this trust, 

development of e-Commerce cannot reach its potential (Cheskin/Spient 1999). 

Another significant difference between online and offline environments, is that the offline 

shopping experience encompasses a wide range of emotions involving various types of 

interactions with humans through multiple sensory channels (Institute of Korea Science 

and Technology, 1996). The online shopping experience, on the other hand, is primarily 

geared towards reducing the user's cognitive burden through functional and performance­

based website design heuristics (Nielsen 2000, Brinck et al. 2000, Head & Hassanein 

2002). As such, e-Commerce may be viewed as being de-humanized, since it is more 

impersonal, anonymous and automated than traditional person-to-person commerce 

(Head et al. 2001). Dormann (2000) states that emotions "play a large role in problem 
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solving and decision making by providing information on the emotional desirability of 

the options available, thereby reducing and limiting reasoning to only those that induce 

positive feelings". Therefore, it is important that emotions be considered when designing 

e-Commerce sites. 

4.1 Humanized Website Design 

Consumers who use the Internet to purchase items are mostly faced with de-humanized 

product images and descriptions. Here the term "de-humanized" is used to refer to 

products that are displayed with little or no emotional appeal. Such products are usually 

accompanied by descriptions that are functional, attribute-based, and at the very least, 

unemotional. It is important to note that web designers who develop such pages are 

following the advice of usability experts, such as Jacob Nielson, who's heuristics are well 

regarded in the industry. This is not to suggest that Neilson' s  guidelines are inaccurate, 

however, they tend to only address functional and performance aspects of websites. Such 

a de-humanized approach will likely not facilitate a trusting environment online. 

A humanized approach to website design would incorporate various human-centric 

elements, such as emotive textual descriptions, relevant pictures of people, appropriate 

audio and video clips, virtual communities, virtual and real shopping agents, among 

others. Some recent studies have explored the relationship between humanized website 

design and users' satisfaction levels. Kim and Moon (1997) reported that manipulation of 

visual elements of the interface (such as color and clip art) can affect the user's level of 

trust for an e-commerce interface. Friedman et al. (2000) argue that people trust other 
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people, not machines. Aberg and Shahmehri (2001 ) showed that human web assistants 

have a positive influence on users' attitudes towards websites. Papadopoulou et al. 

(2001 ) propose that e-Commerce trust can be more easily formed within a humanized 

agent-mediated environment. Mackay et al. (1997) argue that purchase decisions could 

be based on symbolic elements of the product as conveyed in pictures rather than on their 

actual features. Based on this, Dormann (2000, 2001 ) suggests that paying attention to 

picture effectiveness can be a key factor to the success of electronic commerce. 

From the above research, there appears to be strong support for introducing humanized 

elements in website design. This literature indicates that humanized design may be 

linked to online trust and warrants further study. 

4.2 Hypotheses 

In order to evaluate the impact of humanized design on the online trust dimensions, 

introduced in the Circles of Online Trust model, we propose the following hypotheses. 

These hypotheses are also generated from the humanization research surveyed in the 

previous subsection. 

HJ: Humanized website design has a positive impact on product trust 

McCabe (2001) found that customers were more willing to purchase material products 

online when emotive descriptions of touch properties were provided, compared to a basic 

attribute listing. For example, a towel that was described as: "its soft-looped design feels 

smooth and comfortable against your skin", was more appealing to customers than the 
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same towel described as: "100% Egyptian cotton, white, 30" x 54". Mackay et al. (1997) 

also suggest that product purchase decisions can be influenced by their pictures and 

imagery. Thus, we hypothesize that humanized textual descriptions and pictorial 

depictions have a positive impact on product trust. 

H2: Humanized website design has a positive impact on company trust 

A recent study by Nielsen et al. (2001) found that users were interested in finding 

information about the companies whose sites they browse. Users also expressed an 

interest in seeing pictures and biographies of the founders and key players in the 

company (Nielsen et al. 2001; Fogg et al. 2001). Thus, we hypothesize that humanized 

textual descriptions and pictorial depictions have a positive impact on company trust. 

H3: Humanized website design has a positive impact on referee trust 

Online customers are interested in fmding out whether companies are recognized by any 

independent reputable third parties (Nielsen et al. 2001). If a vendor's site is linked from 

independent sites, the customer interprets this as a signal of trust (Palmer et al., 2000). In 

addition to third party sites, referees may include previous customers or contacts that are 

familiar with the products or services of the vendor. For instance, within a humanized 

virtual community, customers can gain trust in such referees through interaction and 

exchanging of opinions (Papadopoulou et al. 2001). Thus, we hypothesize that 

humanized textual descriptions and pictorial depictions have a positive impact on referee 

trust. 
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H4: Humanized website design has a positive impact on the overall trust towards that 

site 

Fogg et al. (2001 ) conducted an online study to assess the impact of various website 

elements on people's perception of credibility. In this study "real-world-feel", including 

pictures, ranked at the top of factors affecting users' perception of website credibility, 

where credibility is highly correlated with trustworthiness. Thus, we hypothesize that 

humanized textual descriptions and pictorial depictions have a positive impact on the 

overall trust towards that site. 

5. Methodology 

An experiment was conducted to investigate the influence of humanized design on online 

trust, within the context of the proposed Circles of Online Trust Model. Subjects 

examined different websites that exhibited varying degrees of humanization and data was 

subsequently collected and analyzed to evaluate the impact of humanized design on their 

product trust (Hl), company trust (H2), referee trust (H3), and overall trust (H4). 

5.1 Product Selection 

Prior to designing the websites that were used in the experimental study, it was necessary 

to carefully select the appropriate product as the object for this study. Some product 

categories naturally lend themselves better to offline shopping, while others are amenable 

to both online and offline environments (Alba et al. 1997; Lal and Sarvary 1 999; 

Degeratu 2000; McCabe 2001 ). Several classification schemes for categorizing products 

have been proposed, some of which include: search versus experience products (Nelson 
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1974; Wright and Lynch 1995; Gorsch 2001); digital versus non-digital products (Lal and 

Sarvary 1999); geometric versus material products (Klatzky et al. 1991; McCabe 2001). 

In the last classification, geometric products are those which consumers evaluate on a 

visual basis (i.e. sculptures, house wares, stereos, etc.), whereas material products are 

typically evaluated with the sense of touch (i.e. towels, clothing/material etc.). McCabe 

(2001) found that, as a consequence of being evaluated on a visual basis, geometric 

products were better suited to an online environment compared to material products. 

Several studies (Commercenet and Nielsen Media Research 1999; King et al. 2000; 

Harrislnteractive 2000), report top selling online products to include books, CDs/videos, 

computers, electronics, travel, clothing and software. As expected, products with 

geometric properties (books, CDs/videos, computers, electronics, travel, software) 

maintain a majority position in these statistics. It is interesting to note that clothing (a 

material product) appears within these lists, albeit towards the bottom. For this study, 

clothing was identified as the online product to apply the humanized design process to. 

As a material product, it lends itself well to the application of humanization. It is also a 

product that all consumers would be familiar with and has the potential for mass online 

appeal. 

5.2 Websites 

In order to isolate the impact of humanized design on online trust, multiple websites were 

created for a fictitious clothing company. A fictitious company was chosen to avoid any 

potential bias from previous branding or experiences. These sites incorporated three 
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levels of humanized design for the three trust dimensions (product, company, referee), as 

per the online trust model and hypotheses presented above. Table 1 outlines the 

humanized characteristics of the three websites developed for this study. As previously 

mentioned, this study was restricted to humanization of textual and graphic information. 

Example screen shots of the study sites are shown in Figures 2 through 9. 

Table 1: Humanized Design Characteristics of the Test Websites 

Humanized Design Characteristics 

Site Humanization 
Product Company Referee 

Name Level 
Products are shown in a Employee names and No referee information 

Site-1 
Low 

solitary format with point positions are identified 
form, functional 
descriptions 

Products are shown on Employee names and Textual customer 

Site-2 Medium 
people's torsos with short, positions are identified reviews 
enhanced descriptions with short, functional 

biographies 

Products are shown worn Candid pictures of Textual customer 
by people in emotional, employees are added to reviews included with 

Site-3 High dynamic settings with personal autobiographies pictures of reviewers 

descriptions aimed at 
evoking positive emotions 

<INSERT Figure2.jpg ABOUT HERE> 

Figure 2: Site-1 Product Information 

<INSERT Figure3.jpg ABOUT HERE> 

Figure 3: Site-2 Product Information 

<INSERT Figure4.jpg ABOUT HERE> 

Figure 4: Site-3 Product Information 
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<INSERT Figure5.jpg ABOUT HERE> 

Figure 5: Site-1 Company Information 

<INSERT Figure6.jpg ABOUT HERE> 

Figure 6: Site-2 Company Information 

<INSERT Figure7.jpg ABOUT HERE> 

Figure 7: Site-3 Company Information 

<INSERT Figure8.jpg ABOUT HERE> 

Figure 8: Site-2 Referee Information 

<INSERT Figure9.jpg ABOUT HERE> 

Figure 9: Site-3 Referee Information 

5.3 Subjects and Procedure 

A total of 51 subjects voluntarily participated in this study. The majority of subjects were 

business students from undergraduate and graduate programs, and the female - male split 

was 25 - 26. Subjects were asked to complete an initial questionnaire, which was 

designed to gain an understanding of the subjects' prior exposure to the Internet and e­

Commerce transactions. On average, the participants in this study had made 6 previous 

online purchases (female average: 5.1 ;  male average: 7.2). Table 2 summarizes the 
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online familiarity of the 51 subjects. Generally, this group was Internet-savvy, where 

males exhibited slightly higher Internet usage and online purchasing experience than 

females. Interestingly, when subjects were asked why they would not buy online, the 

majority of female participants (54%) cited "lack of trust" as a barrier to online shopping, 

whereas the majority of male participants (56%) cited the "appeal of shopping offline". 

Nonetheless, lack of trust was the second most common reason (33%) provided by the 

males in this study for not shopping online. 

Table 2: Subjects' Prior Online Experience 

Question Total(%) Female(%) Male(%) 
Hours online/week 

Less than 3 14 16 12 
Between4-6 10 8 12 
Between 7-10 20 28 12 
More than 10 56 48 64 

Previously purchased online 73 68 77 
A vera2e online purchase amount 

$1-$25 8 12 5 
$26-$50 16 12 20 
$51-$75 38 35 40 
$76-$100 27 29 25 
More than $100 11 12 10 

Reasons for buyin2 online 
Convenience 33 36 31 
Not available offline 20 15 24 
Price 19 21 18 
Selection 13 18 8 
Prefer to buy online 8 5 8 
Other 7 5 11 

Reasons for NOT buying online 
Lack of trust 45 54 33 
Appeal of shoooing offline 41 30 56 
No credit card 5 8 0 
Other 9 8 11 

Following the initial questionnaire, subjects were directed to a homepage where the three 

test websites were located. They were asked to view the three websites under the 
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pretense of wanting to buy an item of clothing for either themselves or for a friend. 

Subjects were allowed to examine the sites for as long as they required and were then 

asked to complete a post-test questionnaire. The post-test questionnaire consisted of both 

open and closed ended questions which were designed to identify the subjects' attitudes 

towards the humanization elements and how they affected their perceived trust towards 

the website. More detail on these questionnaires is provided in the following data 

analysis section. 

6. Data Analysis 

The study hypotheses centered on user perceptions of trust and were analyzed by 

subjective measurements collected from questionnaires. The closed ended questions 

solicited opinions on site appeal, willingness to purchase and trust. These three 

constructs are closely linked and were used to evaluate the impact of humanized design 

on the three trust dimensions identified by our model. For example, appeal has been 

proposed as a design requirement of trust (Egger 2000), and willingness to purchase has 

been found to be highly dependent on trust (Gorsch 2001; Jarvenpaa 1999; Yoon 2002). 

Eight out of the nine closed ended questions collected ordinal data on a 5-point Likert 

scale. The ninth closed ended question forced subject to decide which of the three sites 

they would be most willing to purchase from. Soliciting feedback on appeal, trust and 

willingness to purchase for humanized descriptions and pictures for each of our 

hypotheses would require at least 24 questions. However, this questionnaire was 

purposely kept relatively short to maintain the attention of the subjects and to permit 

more focus on open ended questions. Open ended questions can provide much insight for 

25 



exploratory studies in emerging fields, such as this. Therefore, two closed ended 

questions (one for humanized descriptions and one for humanized pictures) and one open 

ended question were used to test each ofHl, H2 and H3. Hypothesis 4, which addressed 

the overall impact of humanization, was tested with three closed ended questions (appeal, 

willingness to purchase and trust) and one open ended question. 

For the product trust (Hl), company trust (H2) and referee trust (H3) scales, the 

Cronbach alphas were .73, .66 and .74 respectively. Low Cronbach alphas can be 

expected when there are few items per scale, however even with only 2 items, these 

scales are within an acceptable range. Rivard and Huff (1988) suggest that this measure 

for reliability should be higher than 0.5 (and ideally higher than 0. 707). 

6.1 Impact of Humanized Design on Product, Company and Referee Trust (Hl, H2, 

H3) 

Table 3 clearly illustrates that all measures for product trust, company trust and referee 

trust were shown to be very significant (p<0.001 or p<0.01). This means that the 

respondents agreed that humanized elements (descriptions and pictures) had a positive 

impact on their perceived trust of the websites. With respect to product humanization, 

subjects commented that they enjoyed seeing "happy people wearing the clothing", 

"clothing in dynamic settings", and "people that can be related to". Subjects also 

suggested that the humanized approach provided for richer information such as: "what 

type of weather the clothes are for", "the type of people who can wear the clothes", "how 

the clothes look in motion" and "how the clothes can be combined in various outfits". 
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However, some subjects also commented that the product could get "lost in the overall 

scene". Site-2 provided more focus on the clothing rather than the scene, but was found 

to be "unsettling" by several subjects due to the "omission of body parts". Site-1, which 

did not have a humanized component, was "clean and crisp" but was also often cited as 

being "boring" and lacking "motivation to purchase". One subject went so far as to say 

Site-3 "gave a personality to the item of clothing, whereas in the other two sites, the items 

were merely objects". 

Subjects also commented on the different approaches used to display company 

information. Site-1, which only listed management names and positions, was generally 

thought to be "a cold approach", having "insufficient information" and being of "little 

value". In contrast, Site-3 provided many subjects with a "feeling of closeness", "a face 

to the company", where employee pictures helped build "a company image". One 

respondent commented that the "candid pictures" made her feel like she "knew 

something about the people-without reading a lot of text". Others did not "care about 

who works at the company or what their life stories were". They felt Site-3 displayed 

"too much superfluous personal information" that even "seemed fake". These subjects 

indicated that Site- 2 was "more professional" and "business-like'', whereas Site-3 "made 

it look like the employees were more interested in having fun than running a business". 

For referee trust, most subjects indicated they "appreciated" the customer reviews, and 

while the "photos were fun" they also made the reviews seem "less likely to be 

fabricated". In particular, one subject commented that he knew "the photos could be of 
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anybody but they did lend an illusion ofreality". On the other hand, some subjects 

viewed customer reviews "with skepticism", as the company could be "making them up". 

A couple of respondents indicated they would prefer to view "customer reviews from 

other sources" and one asked: "why should I trust a stranger's opinion rather than my 

own". 

Interestingly, when the data was broken down according to sex or Internet usage, the only 

significant difference was in the impact of humanized referee pictures on trust. Website 

trust of male subjects was significantly impacted by pictures of customer reviewers 

(p<0.05), whereas the trust of female subjects was not influenced (p>0.05). Similar 

findings were discovered between subjects that used the Internet for more than 10 

hours/week (p<0.01) and those that were online for less than 10 hours/week (p>0.05). 

This finding seems to contradict a cross-cultural study performed by Jarvenpaa et al. 

(1999), where Israelis, who were less experienced with the Internet, exhibited higher 

online trust than Australians, who had more experience in this environment. However, 

more recent work by Yoon (2002) indicates support for our finding, where individuals 

with prior e-Commerce transaction experience were found to be highly correlated with 

online trust. 
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Table 3: Impact of Humanized Design on Product, Company and Referee Trust 
(Hl, H2, H3) 

I m 1 med sd p sig. 

!Product Trust (Hl): --

Humanized descriptions positively 
3.7 4 0 .9 .OOO *** 

impact site appeal 

Humanized pictures positively 
3.8 4 1 .0 .OOO *** 

impact site anneal 

Company Trust ffi2): 
Humanized descriptions do not 

2 .3 2 0 .9 .OOO *** 
impact willinrmess to purchase 

Humanized pictures positively 
3 .7 4 0.8 .OOO *** 

impact trust 

!Referee Trust (H3): 
Humanized descriptions positively 

3.5 4 1 .0 .OOO *** 
impact willinrmess to purchase 

Humanized pictures positively 
3 .4 4 1 .0 .004 ** 

impact trust 
1. Questionnaire questions asked users to indicate the degree to which they agreed with the scale items. 
A 5-point Likert scale, which ranged from "strongly disagree" (Likert score = 1) to "strongly agree" 
(Likert score = 5), was used. 
Notes: 

a) m =sample mean, med =sample median, sd =sample standard deviation, p=significance level, 
sig. = ns (not significant), * (.05 level), ** (.01 level}, *** (.001 level) 

b) I-tailed t-test used, with the following null and alternate hypotheses: 
Null Hypothesis (Hoi): µi.j <=3 or µi.j >=3, where µi.i is the mean ofresponses to item i of 
hypothesis j. 
Alternate Hypothesis (Hai.): either µii >3 or µi.j <3, depending on the direction of the item. 

6.2 Overall Impact of Humanized Design (H4) 

Table 4 shows a comparison of the three sites for their overall impact of humanized 

design. Respondents agreed that humanization had a positive impact on appeal, trust and 

willingness to purchase. In most cases, when a less humanized design was compared 

with a more humanized design, the more humanized site was significantly preferred 

(p<0.01 or p<0.001). The only exception was the comparison of Site-1 with Site-2 for 

willingness to purchase. To impact decision making behavior, the website had to be fully 

humanized for the tested humanization elements (textual descriptions and pictorial 

depictions). 
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Although some subjects commented that they enjoyed the "simplicity" of Site-1 and Site-

2, where the "focus was on products", the vast majority (65%) of subjects were most 

willing to purchase from Site-3, which was "more informative", "more appealing to look 

at" with a "friendlier atmosphere". Respondents stated that Site-3 was "more personal, 

like an actual store with actual people", and had a "very positive projection of image" 

where they were "selling the idea rather than the stuff'. Many agreed that adding human 

elements to site design "made the site more personable" and it "was easier to trust a site 

that had real people on it". One subject went so far as to say that the "photos suggested 

brick-and-mortar stability", which is often lacking with online vendors. 

Table 4: Overall Impact of Humanized Design (H4) 

4 a) Appeal and Trust Items 

Descriptive Statistics Paired Comparisons 

�tem1 Site-1 Site-2 Site-3 Site-1 vs. Site-2 Site-1 vs. Site-3 Site-2 vs. Site-3 
m med sd m med sd m med sd p si2. Pref. p si2. Pref. p si2. 

Appeal 2.9 3 1.2 3.3 3 I.I 4.1 4 0.8 .049 ** Site-2 .OOO *** Site-3 .OOO *** 

If rust 2.7 3 1.0 3.3 3 0.9 3.8 4 0.9 .OOO *** Site-2 .OOO *** Site-3 .OOO *** 

1. Subjects were asked to rank each site m relation to its appeal and trust on a 5-point Likert scale, which ranged from. 
"no appeal"/ "no trust" (Likert score= 1) to "very appealing"/"very trusting" (Likert score= 5). 
Notes: 

a) m =sample mean, med =sample median, sd = sample standard deviation 
b) Paired comparison t-test used for comparison of scores between humanized site designs to test for significant 
differences, with the following null and alternate hypotheses: 

Null Hypothesis (Hoi.i.0: µi.k - µj.k = 0, where µ;,k and µj,k are the means of the Site-i and Site-j 
scores respectively, for item k. 
Alternate Hypothesis (Hai.j.k): f!i.k - µj.k < 0 

c) p=significance level, sig. = ns (not significant), * (.05 level), ** (.01 level), *** (.001 level), Pref.= the site that 
was significantly preferred in the given pair testing. 
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4 b) Willingness to Purchase Item 

Distribution Paired Comnarisons 

!Item1 Site-1 Site-2 Site-3 Site-1 vs. Site-2 Site-1 vs. Site-3 Site-2 vs. Sitc-3 
p Sil!:. Pref. p Sil!:. Pref. p Sil!:. Pref. 

Willingness to � 

.359 1 ns I .ooo I * * *  lsite-3 .OOO I * * *  I Site-3 !Purchase 
13% 22% 65% -

1 .  Users were asked which site they would be most willing to buy from. 
Notes: 

a) I-tailed sign test used for paired comparisons between humanized site designs to test for significant differences, 
with the following null and alternate hypotheses: 

Null Hypothesis (HOi): 0i = 0.5, where 0i is the probability of Site-i obtaining a plus sign. 
Alternate Hypothesis (H.i): 0i < 0.5 

The sign test was used for this analysis since there were no quantitative magnitudes collected for the 
willingness to purchase item. Only the signs (positive or negative) of observed differences were collected. 
b) p=significance level, sig. = ns (not significant), * (.OS level), ** (.01 level), *** (.001 level), Pref. = the site that 
was significantly preferred in the given pair testing. 

7. Conclusions and Future Research 

Several design guidelines have been suggested to facilitate online interactions and 

potentially enable e-Commerce transactions (Brinck et al. 2000; Nielsen 2000; Theng et 

al. 1997; Sklar 2000; Slaybaugh 2001; Head and Hassanein 2002). However, these 

guidelines tend to focus on functionality and performance, rather than human elements, 

such as emotion. In the offline environment, marketers would not achieve their goals 

without addressing these human elements, which are essential to establishing a trusting 

relationship between vendor and customer. This paper proposes that these human 

elements are also important in the online environment. Online transactions are more 

impersonal, anonymous and automated than person-to-person transactions made offline. 

This de-humanization of business relations can be a major inhibitor for e-Commerce to 

reach its potential success. To overcome some of the negative consequences of this de-

humanized medium, humanization elements can be incorporated into site design. 

Humanization elements may include emotive textual descriptions, relevant pictures of 
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people, appropriate audio and video clips, virtual communities, virtual and real shopping 

agents, among others. 

This paper presents a new model for online trust, which differentiates between product, 

company and referee trust. This model can help to further our understanding of online 

trust, provide online vendors with approaches to build customer trust, and direct research 

in this emerging economy. Humanized design was introduced as a potential trust instiller 

along the product, company and trust dimensions. A study was performed that explored 

the effects of two humanized design elements: textual descriptions and pictorial 

depictions. Results from this study were significant, indicating that there is a connection 

between human elements in design and trust in an online environment. This is a factor 

that is largely ignored in usability guidelines. It is recommended that online retailers 

consider the emotional appeal of their websites, as these emotions may ultimately 

influence existing and potential customers' attitudes towards trust. 

Although the experimental results supported our proposed hypotheses on the positive 

impact of humanized design for online trust, some limitations of this study must be 

considered. This study was conducted in a laboratory setting where the measurement of 

actual trust is difficult. For example, there may be a significant difference between 

asking subjects if they would be willing to buy from a particular website, versus 

observing their natural behavior and asking them to place the order with their credit 

cards. This is a limitation in any such study. In addition, the subjects for this study were 

primarily university students. These may not have been representative of the typical 

32 



online customer. Their types and levels of trust may be different from other customers 

since they are younger and less experienced as consumers. However, they may also be 

more experienced as Internet users, potentially resulting in some further biases. 

Future research is needed to further our understanding in this new and emerging field. 

Although this is not a comprehensive list, the following are some areas that remain to be 

examined. 

• Our study entailed 51 participants, who were primarily university students. 

Although our results strongly indicated there was a connection between the 

humanized elements on websites and a customer's perceived trust, further 

research must investigate these principles on a larger, more diverse test group. 

• The product used in our study was clothing. Future study can evaluate the 

impact of humanized design on other product categories. Although it may 

seem likely that the humaruzation of material goods' sites is more beneficial 

than the humanization of sites selling goods with geometric properties, this 

remains to be validated through empirical research. Additionally, other 

material goods should be evaluated within the context of this research, as they 

may display be some significant differences in humanization impacts. 

• The analysis for this study was based on subjective measures for perceived 

trust. Richer data could be collected by tracking the time spent on various 
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web pages and various elements within the web pages. It would be of value to 

explore which level of humanization resulted in longer viewing times. After 

all, a common objective of most sites is for visitors to stay there as long as 

possible. 

• Our study only examined the impacts of emotive textual descriptions and 

pictorial depictions. The effects of higher levels of humanization (such as 

audio and video clips, virtual communities, virtual and real shopping agents) 

should also be explored. 

• Preferences for information display vary across cultures and websites may be 

perceived differently by customers in different parts of the world (Sears et al 

2000). Therefore, it would be of value to investigate the effectiveness of 

humanized design across different cultures. 

• Our study focused on B2C e-Commerce applications. Future research could 

investigate the appropriateness and effectiveness of humanized design on the 

business-to-business and consumer-to-consumer market. 

• In future research, humanization can be further extended to personalized 

humanization. Humanization involves adding human elements to site design, 

where the humans are typically strangers. However, personalized 

humanization would incorporate humans to the site that are known to the user 
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or share similar characteristics. For example, user preferences and 

demographics can be employed to dynamically select human elements in the 

site design that more closely match the personality of the user. 

• Our study focused on the impact of humanized design in e-Commerce. 

Mobile commerce Cm-Commerce) is a natural extension of e-Commerce that 

allows users to interact with other users or businesses in a wireless mode, 

anytime/anywhere. Although the usability issues are quite different in the m­

Commerce environment where display size is very limited, humanized design 

should also be explored in this context. 

Trust is critical to the success of e- Commerce. We have shown that humanized site 

design may be one means of facilitating a trusting relationship between online customers 

and vendors. However, we must continually explore new approaches to instill this trust. 

After all, if online customers do not possess trust, clicks will not translate into sales and 

the revolutionary potential of e-Commerce may never be realized. 
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Sonoma and Travelodfy. Martin was most tecenHy the !lead or marketing and business development 
ror BJGWORDS,com. 
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retailers In the country and had also become known for Its hugely loyal custtimer base. 

In 1997, Hilary joined the 51.arwood Hotels and Resorts group as senior vice president of brand 
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company. 

Christopher Cunningham , Chief Information Officer 

Christopher Cuonfllgham brings over 15 years of experience to his posltlon as dlief Jnfoonatlon 
officer or webstt:e2. 

Before joining web$1te2, Christopher was viee president and dllef JnformaliOn Clfocer for Titanj\IJ5JQ:im, 
where he was n!!lponslble for both sttateglc and lactlcal lnfoonatlon technology. While at 
Ti!an/Vls!Com, he li!d the deployment of an Oracle ERP system, replacing multlple-leglltY financial, 
manufacturing and distribution systems, and significantly re-engineering all core buiiness prot:l!SSes. 
As a result Cif this project, Inventory turns Improved by a factor of four and the monthly financial wse 
cyCle was reduced rrom mree weel<5 to four days. 

Christopher also has significant internaUonal experience, having ser!led as the senior lnfOrmatlon 
technology executive for Alsys, the so!lwate products group of Thomson SA, a mu!Unatlonal software 
f)rOductS company wlth JntormaliOn syttem assets throughout Europe, Japan and North America. Prior 
to working at Tilan/Vlslcom, Cl1rlstcpllel' was president.and CEO of !he Internet Adverilslng 
Corpotatlon, a company spedaliZlng In the design and developmeilt of ecomll'lo!ro! and lllh!rnet· 
enabled marketing solullons. 



Figure7 
Click here to download high resolution image 

website3 SffOl'l'IHG UG LJ' 

n . who are we? 
0 '  
3 a message from our ceo 

� 
� 

It's hard to belieVe webslte3 has had l!s lhlfd successful year, especially given the turbulef1ce of the 
markets and the obStades any startup races. ihrou(lhout the roller-coaster ride, lhe<e was Sll<N!tlllng 
we always understood about our buSiness: lt depetlds on ooe thing - the people who love shopping 
our site. Websitel has thrived for one major teasoo - you, our customer. 

The lntemel re>Jolullon has been unptEdictable and explOSlve. And since website3 Is a pubidy traded 
company (llASOAQ: web3) with U!ousands of shareholders and f\undreds of media o;gan!zatiOOs 
folloWlng our every ·move, we've been bullding eur business during some pteUy exciting times. 
Regardless of the extraoldinary divenlons, the websitt!3 team has steadfa!!ly fiXused aK or !IS energy 
on providing you the best experience possible. 

Our goal IS to make we!lSltel the best of att wOrlds. By c:omb!nlng Ille quatity and customer servke of 
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first resort" - your llrst desllnatlon for designer fashion. 
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Robin l'<lilker 
Founder and Chief Shopper 
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How Do I Love Tuee .•. by LRGuiS 

ral!ng: ***** 
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Reafty an eia:e!lent site with good pmdtic.t infi:J and easy nrdet!ng. Shipping withlll !hi! U.S. Is whllt one 
woukfl!ll'ped:, Canadian and roreign .shipping costs are higli though. In terms of their dolhlng, I lcwe 
Right. rrs not quite generil: Ill«! other brands oot there but irs not so far out that people glVe you 
strange lookS as you're walking down the Sll!!et. In tenns or my e� here,.! ha'11!1ft really 
hat! one vet I've been OOlerlng rrom ilight tor lhe past 2 years and have always been IJeated with the 
Ill� ri!spe.:t and regard ror a i:tlStOtller one colild hope ror. As lot shipping, I've received a couple 
of pad'.ages that were damaged but rm sUte that was not their fa1't and the goods were unharmed. 
Overall, a very pleasant experience. 
Indulge yourself. You deserve it! by jallder01 

rating: * * * *  

Now that the hofidays are over and your blUs are all paid, why not treat yourself to the things that 
You didn't get? I cfld! : ) I've always liked llight;e«n. Their dOthes are always deS!glll!d wltll a great 
taste and I llnd that It's easy to wear any.vhere. But if there Is ooe reason why ! gave tllOOl a ra\lng of 
four stars is because my last pun:h�se from them artived 2 weeks late. I wailed two weel<s and then 
calle!I and they said it would arrive Vety soon. Wei, l motith aftet I order, my purchase llnally atrlved. 
I called CU'ltooler !51!1Vke and !hey refunded 50% ofniy purehase just for the hasUe. Althoogll 1 was 
a little ann(lyed by the whole incident, rm rQlly lmpre$sed at lhe way that they handled my situation. 
Always being curteous and thoughtful whe<I speaking to me. 

One Satisfied Customer. by alfyboy 

ra1.in9: * *** 

Rll' my girlfriend's birthday, I decided to try sotru!tl1!ng a lillle different. rve alw� given her jt!Wlery, 
pelfume, flower and otllet typical gilts but 1 never bought her clothes. I always worried that I WOUid 
buy somelhlng that wasn"t her taste or the slzlOg l'IOU{d be wrong. Thell I came across lllght.rom and 
1 must say I was pleasanUy surp<lsed, as was rny girl frieJ\d. 1 was worried that It wouldn't artive on 
tlme (or her blrtl\day but it dld •• .right on ume, which was great, The site was a Uttle on; a little too big 
but I don't know If the rompany could have helped me out ln any way. o...eran, a 900d expMence 
and the customer sel"llce agents were really nice when YI@ caUed to ask If we could return the item for 
a better flt. But our agent Just told us that the size below would probably be too small and that lhe 
Item would shrink anyways for a better fit. l'd shop here again. 

l don't know about this one by warrJngtOI 

rau119: * ** 

Came to this ste on a recommendation from a Mend. I like the clothe$ a lot. I O<dered about $100.00 
nut'u'i of outt1w.g but wt.en I ;a.-elved the on'.k:r, au the sires were wrong.. roe dothes 111ere right, but 
I had to retum tJrern ail to get the right sl25. The retooi was easy enough but I just wl5h they cculd 
have 90t It right l™rllrst time. 
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Reaffy an excellent Slte with good product Info and easy orderh1g. Shipping Within the U.S. is what one 
would tllqlect, Cilnadiao and foreign Shipping (Osts ate high though • .In teims or their cio!hlng, I love 
llfght.. It's llOt quite generic lilce otner blatlds out thete blJt it's not so far out that people give you 
strange looks as you're walking down lhe street. In terms of my eicperience hete, l haven't really 
had one yet. I've been ordering rrom Hight for the past 2 years and have always been healed with Ille 
hlgheSt respect and regard li>r a customer one could h<lpe ror. Ai lllr shipping, I've recelVed a couple 
er pa<kageS that weni damaged but I'm sure that was not their fault Bild the goods weie unharmed. 
Overall, a veiv pleasant experience. 
olhet websltes I like: llnkdup.com, urbn.com and cooldigs.c:om 

1 don't know about this one by wan�ng101 

rating: *-* *  

came to thiS site on a rea>mmendaUon from a friend. I like the dothes a tot. t ordered about $100.00 
WOlth of cloth1ng bi.it whell I received the order, au the sites were w;ong. The dothes were right, bi.it 
I had to return them all to get the right sizes. The return was �y enough but I just wish they rould 
have got it right the first time. 
other wemltes 1 llke: motheltlood.com, cnet.Cllm, eplniOM.com. 

One 5atisfied Customer. by alfyboy 

Jallngt * * ** 

All: rrrf girlfrielld's birthday, I decided to uy scmethlng a little dllferent. rve always given her jewlery, 
peifume, flowet and other tyjXcat glf\5 but I never bought her clothes. l alwayS wonied ihat I i'IO!Ad 
buy sOme\hlng that wasn't her taste or the silll1g WOIAd be wrong. Then I came across lllght.coni and 
I. must swt I was pleasantly surprised, as was my girl ftlend. I was worried lhal It wouldn't arrive on 
tlme tor Iler birthday but It did .. .rlght on tlme, Whkh wasgieat. The size was a little off, a little too big 
but I don't knOw If Ille company CllUld have helped me oot ln any way. Ovelal, a good experience 
and the CIJSlcmer servlc<! agents were really nice when we called to ask If we amid return the item ror 
a be!tl!!' fit. But our agent Just told us that the size below would probably be too small.and that the 
Jtan woold shrink anyways for a better flt. I'd shop here again. 

other websltes I like: litljal.com, redenvetope.com, hondatech.com 

Indulqe yourself. You deserve it! by jaoderOl 

railng: *'* ** 

Now that the holidays are ovet and your bills are all paid, why not treat yoooeir to the things that 
you didn't get?, I dlell : } I've always lil<f!d illght.com. lb&' dotbes are always designed with a great 
taste and I find that It's.easy to wear anywhere. But If ttiere Ii one reason why I 11ave them a raHng of 
four Slal'$ IS becauSe my last purdlase from them arrived 2 week$ la� 1 waitJ!d two weeks and then 
caled and they said lt VIOUkl arrive very soon. W�I. 1 month after I order, my purchase finally arrived. 
I called customer servla! and they refunded 50% or my purchase ju!t for the hasile. Although I was 
a Frttle annoyed by the whole lllcldent, rm really Impressed at the way that they handled my situation. 
Atways belng curteoos and thoughtful when speaking to me. 
oUier wellsl!es ! like: egreetlngs.com, eplnlons.com, and cnn.con1 
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