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ABSTRACT

A Study on Factors of Initial Trust and

Trusting Intention in Internet Stores

—A comparison between Korean and Chinese consumers

Raejin Yang

Department of Business Administration
Graduate School

Cheju National University

Supervised by Professor Hyoung—Gil Kim

Many precedent studies discussed that trust plays a critical role in
stimulating consumer purchase over the Internet and consumers are
not be able to patronize Internet stores that fail to create a sense of
trust. Trust is more important in online purchase than in offline
purchase because sellers might be considered fly—by—night as there
are fewer assurances for consumers that the retailer will stay in
business for some time.

At the beginning stage with an e—vendor, consumers forms initial
trust. Initial trust is regarded as a critical factor for many e—
businesses to succeed in the B2C markets, especially startups,
because it creates initial relationships with customers. Initial trust
refers to trust in an unfamiliar trustee, a relationship in which the
actors do not yet have credible, meaningful information about, or
affective bonds with each other. Many researchers have treated trust

as multidimensional concept. Therefore, this study investigates the



initial trust constructed by 2 dimensions, which are company’s
competence and company’s goodwill.

A unique feature of this study is the examination of initial trust in E—
commerce context by comparing Korean and Chinese consumers. An
empirical study was conducted to test the proposed model using data
from consumers in Korea and China. A total of 460 participants from
each country (235 from Korea and 225 from China) were used.

As for the model of this study, the suggested antecedents of initial
trust are company profile, website quality, perceived legal assurances,
perceived technical assurances, personal trust tendency, personal
innovativeness. The consequence of initial trust is trusting intention.
The scales to test the hypotheses were developed or adopted from
previous studies with minor modifications.

The result shows that Korean and Chinese consumers have different
traits of forming initial trust. In'both cases, the company profile had an
impact on the initial trust. This implies that consumers depend on the
company profile at the beginning stage of the relationship because
they have no cognitive experience with the e—vendor. In case of
Korean consumers, company profile had only impact on the initial
trust of company’s goodwill. This indicates there are other factors of
forming initial trust of company’s competence, which allows startups
build initial trust relations with potential customers.

Another meaningful finding from the study is that there is a
difference between Korean and Chinese consumers in terms of
personal tendency affecting initial trust. In case of Korean consumers,
personal trust tendency influenced on the initial trust but in Chinese
consumers, personal innovativeness did on the initial trust. Thinking
of the reason, online transaction system is regarded as an innovative
technology to Chinese consumers, but not to Korean consumers. In

this respect, e—vendors targeting Chinese consumers have to try to

Vi



let them feel the safety and easiness of adopting E—commerce.
Trusting intension was statistically proved to be the consequence of
initial trust. Also initial trust had a mediating effect between trust
factors and trusting intention. Therefore e—vendors have to try to
build initial trust and maintain the trust with customers.

In future study, more various factors of intial trust need to be
discussed and more sophiscated model developed. Also the
measurement of initial trust need to be practiced in more controlled

atmosphere to draw more proper result.
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« - ) t

E)—> () | 2924 0.614 | 1.075

E)—> (m2) 1.138 _ _
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) *: p<0.05
166) ., AMOS , SPSS , 2004, p.441.
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5 473 | .396 .001 .018

( = , p<0.05)
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< 4-13>

Total R? Incremental R?
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( = , p<0.05)

<  4-14>




<

4-14>

97

Total R? Incremental R?
1 .250 | .276 .250 .276
2 444 | 352 194 .076
3 464 | .365 .020 .013
4 472 | .378 .008 .013
5 473 | .396 .001 .018
6 ( .510 | .403 .037 .007
7 ( .545 | .409 .006 .006

, p<0.05)
54.5%, 40.9%




98



)} AxusE seEan

JEJU NATIONAL UNIVERSITY LIBRARY

99



100



101



(transference)

« )

102

LG



, (customization)

103



104



7, , 14 ,2

“ (TAM)

, 2001.

, 15 ,3 2005, pp.187—207.

, 13 ,1 , 2003, pp.142—169.

, 2005.

, 13 ,5 , 2002, pp.

3 , 2004, pp.181—-205.

, 13 ,4 2002, pp.281—308.

105

; , 2004, p.24.
97-116.
2 , 15
: , 2002,
, 2001, p.11.



8 ,3

, 2005, pp. 103-122.

23

B2C

13 ,2

, 1992, pp.209-228.

3

, 2

,-2004.

, 2004, pp. 159-209.

(signals)

, 2004, pp.173-193.

(Initial Trust)

”»
’

2

, 2003, pp.187—204.

, 2002,

”, http://iems.net/index.html, 2005.

(B—to-C)

106

, 2003.

2
’

, 1998, pp.127-136.



7, , 13 ,2 ,2002, pp.207-233.

113

7 ,5 2005, pp.501-508.

“ ”, LG , 2003

, , 2003.

, 12 , 2 , 2001,
pp.121-123.

7, ) , 2003.

, 1998.

7, ; , 2003.

, “B2C
7, , 13 ,4 , 2003, pp.49—

2003.

107



7, , 29 ,3 ,2000.

7, , 5 ,3 ,2003.

7, , 14 ,1 ,2004.

, , 2003.

7, , , 2004.

15 ,5 , 2004, pp.459—478.

, 2005.

, Nobuko Tsutsmi, “

2000 , 2000.

, e—Loyalty , ,
”, , 05
, 2005, pp. 235-248.

7, , 2001,

7, , 19 ,1 ,2006, pp.205-224.

108



pp. 23—-49.

“B2C

13

, 14 |1

, 2005.

, 1997.

, 2003, p.84.

” , 15

.5 , 2004, pp.97-117.

109

, 2005, pp. 227-249.

, 2

, 6 ,2 , 2004,

15 ,2 , 2005,

, 2006.

, 2003.

, 28 , 1 , 2006,

, 2005, pp.1-25.



7, , 11 ,2 , 2000, pp. 375—-396.

, “2006 2
http://www.nso.go.kr/ nso2005/pds/list/list/index.jsp, 2006.
, (13 1 ”1

http://www.nida.or.kr/, 2005.

, 2005 , http://www.nca.or.kr/, 2005.

1) Books
Ajzen and Fishbein, Understanding Attutude and Predicting Social
Behavior, Englewood Cliffls, N. J. : Prentice Hall, 1980.

Berry, Leonard and Parasuraman, Marketing Services: Competing

Through Quality, New York: Free Press, 1991.

Bettman, J. R., An Information Processing Theory of Consumer Choice,
Mass.: Addison—Wesley, 1979.

Blau, P., Exchange And Power In Social Life, New York: John Wiley
and Sons, 1964.

Engel, J. F., Blackwell, R. D. and Miniard, P. W., Consumer Behavior,
8" edn., The Dryden Press, Fort Worth, 1995.

Fishbein, M, and I. Ajzen, Belief, attitude, intention and behavior: An
Introduction to theory and research, Reading, Mass.; Don Mills,
Ontario: Addison—Wesley Pub. Co., 1975.

110



Gambetta, Diego, Can We Trust?, Trust:Making and Breaking
Cooperative Relations, Cambrrige, MA: Basic Blackwell, 1988.

Henry, Assael, Consumer Behavior; A Strategic Approach, Houghton
Mifflin, 2004.

Hofsted, G., Culture s consequences, Beverly Hills, CA: Sage, 1980.
Homans, G., Social Behavior, New York: Harcourt, Brace and World,
1961.

Kalakota, R. and Whinston, A. B., Frontiers of Electronic Commerce,
Addison—Wesley, 1996.

Star, S. L., The Cultures of Computing, Blackwell Publishers, 1995.

Skinner, B. F., The Behavior of Organisms: An Experimental
Anaylysis, New York: Appleton Century Crofts, 1938.

Zaltman, G., Duncan, R. and Holbek, J., /nnovations and organizations.
New York: Wiley, 1973.

2) Articles
Ajzen, 1., “The theory of planned behavior”, Organizational Behavior

and Human Decision Processes, Vol. 50(2), 1991, pp.179-211.

Ajzen, |., “From intentions to actions: A theory of planned behavior”,

Action control: From cognition to behavior, 1985, pp. 11—39.

Aladwani, A. M., and Palvia, P. C. “Developing and validating an
instrument for measuring user—perceived web quality”,

Information and Management, \Vol. 39(6), 2002, pp. 467—-476.

Anderson, J. C. and Gerbing, D. W., “Structural Equation Modeling in

Practice: A Review and Recommended Two—Step Approach”,

111



Psychological Bulletin, VVol. 103(3), 1988, pp. 411-423.

Bauer, H. H., Grether, M. and Leach, M., “Building Customer Relations
Over the Internet”, /ndustrial Marketing Management, \ol.
31(2), 2002.

Bhattacharya, R., T. Devinney, and M. Pillutla, “A Formal Model of
Trust Based on Outcomes”, Academy of Management Review,
Vol. 23(3), 1998, pp.459-472.

Belanger, F., Hiller, J. S. and Smith W. J., “Trustworthiness in
Electronic Commerce: The Role of Privacy, Security, and Site
Attributes”, Journal of Strategic Information Systems \Vol.11,
2002, pp.245-270.

Blomgvist, K., “The Many Faces of Trust”, Scandinavian Journal of
Management, Vol. 13(3), 1997, pp-271—286.

Butler, P. and Peppard, J., “Consumer Purchasing on the Internet:
Process and Prospective”, European Management Journal, Vol.
16(5), p.604.

Calcanis, C., Patel, D. and Patel, S., “Trust Objects in Electronic
Commerce Transactions”, OOIS 2002 LNCS 2425. Springer—
Verlag., 2002, pp.31—39.

Chen, S. C., “Consumer acceptance of virtual stores: A theoretical
model and critical success factors for virtual stores”, doctoral
Dissertation, Memphis, 2000.

Chen, S. C. and Dhillon, G. S., “Interpreting Dimensions of Consumer
trust in e—commerce”, [Information  Technology and
Management, 2003, Vol. 4, pp.303-318.

112



Cheung, C. and Lee, M. K. O., “Trust in Internet shopping: a proposed
modeland measurement instrument”, Proceedings of the 2000

Americd s Conference on Information Systems(AMCIS), 2000.

Cheung, C. M. K., Zhu, L, Kwong, T., Chan, G. W. W., and Limayem, M.,
“Online Consumer Behavior: A Review and Agenda for Future
Research”, Proceeding of 16" Bled eCommerce Conference,
Bled, 2003, pp.194—-218.

Chinatechnews, http://www.chinatechnews.com/index.php?action=
show&type =news&id=3792, April 10, 2006.

Clark, R., “Promises and Threats in Electronic Commerce”,
http://www.anu.edu.an/people/RogerClarke/EC/Quantum.html,
1997.

Corbitt, B. J., Thanasankit, T., and Yi, H., “Trust and E—commerce: A
study of consumer perceptions”, Electronic Commerce Research
and Applications, Vol. 2(3), 2003, pp.203-215.

Cox, D. F., “Risk Handling in Consumer Behavior — An Intensive Study
of Two Cases, Risk Taking and Information Handling in
Consumer Behavior”, Harvard University Press, Boston, 1967,
pp.82—-108.

Csikszenlmihalyi, L. and LeFevre, J. “Optimal Experience in Work and
Leisure”, Journal of Personality and Social Psychology, \Vol. 56,
1989, pp.815—-812.

Currall, S. C. and Judge, T. A. “Measuring trust between
organizational boundary role persons”, Organizational Behavior

and Human Decision Processes, 64, 1995, pp.151—-170.

Davis, F. D., Bagozzi, R. P., and Warshaw, P. R., “User Acceptance of

113



Computer Technology: A Comparison of Two Theoretical
Models”, Management Science, Vol. 35(8), 1989, p.982—-1003.

Davis, F. D., “Perceived usefulness, perceived ease of use, and user
acceptance of information technology”, MIS Quarterly, VVol. 13(3),
1989, pp.319—340.

Dayal, S., Landesberg, H. and Zeisser, M., “How to Build Trust Online”,
Marketing Management, 1999, pp.64—69.

Deelmann, T. and Loos, P., “An Examination of the Nature of Trust in
Buyer—Seller Relationships”, Journal of Marketing, Vol. 61,
1997, pp.35-51.

Ernst and Young, The Second Annual Ernst and Young Internet
Shopping Study, http://www.ey.com/global/ger.nsf/US/1999,
1999.

Featherman, M., “Extending theTechnology Acceptance Model by
Inclusion of Perceived Risk;" Proceedings of Seventh Americas
Conference on InformationSystems, 2001, pp.758—-760.

Fishbein, M., “Attitude and Prediction of Behavior”, New York: John
Wiley, 1967, pp.477—492.

Folks, V. S., “Recent Attribution Research in Consumer Behavior: A
Review and New Directions”, Journal of Consumer Research,
Vol.14, 1988, pp. 548—-565.

Frieman, Batya, Kahn, Peter H. and Howe, Daniel C., “Trust Online”,
Communications of the ACM, Vol. 43(4), 2000.

Fung, R. K. K. and Lee, M. K. O., “EC—trust (trust in electronic
commerce): exploring the antecedent factors”, the 5" Americas
Conference on Information Systems, 1999, pp.517-519.

Gefen, D., “E—commerce: the role of familiarity and trust”, The
International Journal of Management Science, Omega 28, 2000,
pp. 725—737.

Gefen, D, Karahanna, E. and Straub, D. W., “Trust and TAM in Online

114



Shopping: An Integrated Model”, MIS Quarterly, Vol. 27(1),
2003, pp.51—90.

Jacoby, J. and Kaplan, L., “The Component of Perceived Risk”,
Proceedings of 3" ? Annual Conference of the Association for
Consumer Research, 1972, pp. 382—-393.

Jarvenpaa, S. L., and Todd, P. A., “Consumer Reactions to Electronic
shopping on the World Wide Web”, [nternational Journal of
Electronic Commerce, Vol. 1(2), 1997, pp.59-88.

Jarvenpaa, S. L., Tractinsky, N., and Michael V., “Consumer Trust in
an Internet Store: Cross—Cultural Validation”, [/nformation
Technology and Management, VVol. 1(1), 1999.

Jarvenpaa, S. L., Tractinsky, N., and Michael V., “Consumer Trust in
an Internet Store”, Information Technology and Management,
Vol. 1(1), 2000, pp. 45—71.

Johnes, S., Wilikens, M., Philip, M., ‘and Marcelo, M., “Trust
Requirements in E—Business”, Communication of The ACM, Vol.
43(12), 2000, pp. 81—87.

Kohtamaki, M., “The Nature of Trust in Inter—Organizational
Relationships in Search of Dimensions of Trust”, Licentiate
Thesis, University of Vaasa, 2003.

Kim, Dan J., Ferrin, Donald L., and Rao, H. Raghav, “A Study of the
Effect of Consumer Trust on Consumer Expectations and
Satistisfaction: the Korean Experience”, [CEC 03, 2003, pp.
310-315.

Kim, D. J., Song, Y. I, Braynov, S. B. and Rao, H. R., “A B—to—C Trust
Model for Online Exchange”, 7" Americas Conference on
Information systems, 2001, pp.784—787.

Kim, E. and Tadisina, S., “Factors Impacting Customers’ Initial Trust
in E—business: An Empirical Study”, Proceedings of the 38"

Hawaii Int | Conference on Systems Sciences, 2005.

115



Kim, E. and Tadisina, S., “Customers’ Initial Trust in E—Business:
How to Measure Customers’ Initial Trust”, Ninth Americas
Conference on Information Systems, 2003, pp. 35—-41.

Kim, Kyu and Bipin, Prabhakar, “Initial Trust and Adoption of B2C e—
Commerce: The Case of Internet Banking”, /CIS proceedings,
Brisbane, Australia, 2000, pp. 537—-544.

Kim, M. S. and Ahn, J. H, “A Model for Buyer’s Trust in the E—
marketplace”, /ICEC 05, ACM, 2005, pp. 195-200.

Kirmani Amna and Akshay Rao, “No Pain, No Gain: A Critical Review
of the Literature on Signaling Unobservable Product Quality”,
Journal of Marketing, Vol.64, 2000, pp. 66—79.

Lee, M. K. O. and Turban, E., “A trust model for internet shopping”,
International Journal of Electronic Commerce, Vol. 6(1), 2001,
pp. 75-91.

Levine, G., “Ten steps to building a successful web site”, Bobbin, Vol.
40 (8), 1999, pp. 61-63.

Liu, C., and Arnett, K., “Exploring the factors associated with web site
success in the context of electronic commerce”. /nformation and
Management, VVol. 38, 2000, pp. 23—33.

Mayer, R. C., Davis, J. H., and Schoorman, F. D., “An integrated model
of organizational trust”, Academy of Management Review, Vol.
20, 1995, pp.709—-734.

McKnight, D. H. and Chervany, N. L., “What Trust Means in E—
Commerce Customer Relationships: An Interdisciplinary
Conceptual Typology”, [International Journal of Electronic
Commerce, Vol. 6(2), 2002, pp.35—-39.

McKnight, D. H., Choudhry, V., and Kacmar, C., “Developing and
Validating Trust Measures for e—Commerce: An Intergrative

Typology”, Information Systems Research, Vol. 13(3), 2002,

116



pp.334—359.

McKnight, D. H., Cummings, L. L., and Chervany, N. L., “Trust in E—
Commerce Vendors: A Two-—Stage Model”, Proceedings of the
21°" International Conference on Information Systems, 2000,
pp.532—-536.

McKnight, D. H., Cummings, L. L. and Chervany, N. L., “Initial Trust
Formation In New Organizational Relationships”, Academy of
Management Review, \Vol. 23(3), 1998, pp.473—-490.

Menon, N. M., Konana, P., Browne, G. J., and Balasubramanian, S.,
“Understanding trustworthiness beliefs in electronic brokerage
usage”, Proceedings of the 20" International Conference on
Information Systmes, 1999, pp.552—-555.

Milan, Zafirovski, “Social Exchange Theory under Scrutiny: A positive
Critique of its Economic—Behaviorist Formulations”, Electronic
Journal of Sociology, 2005.

Miles, R. E. and Snow, C. C., “Causes of Failure in Network
Organizations”, California Management Review, Vol. 34, 1992,
pp. 53-72.

Misic, M. M., and Johnson, K., “Benchmarking: a tool for web site
evaluation and improvement”, /nternet Research, Vol. 9(5),
1999, pp. 383-392.

Mol, A. and Law, J., “Regions, Networks and Fluids: Anemia and Social
Topology”, Social Studies of Science, Vol.24, pp.641—-671.
Moorman, C., Deshpand, R., and Zaltman, G., “Factors Affecting Trust
in Market Research Relationships”, Journal of Marketing
Research, Vol.57, 1993, pp.81-101.

Mukherjee, A. and Nath, P., “A Model of Trust in Online Relationship
Banking”, International Journal of Bank Marketing, Vol. 21(1),
2003, pp.5-15.

117



Murphy, G. B. and Blessinger, A. A., “Perceptions of no—name
recognition business to consumer e—commerce trustworthiness:
the effectiveness of potential influence tactics”, Journal of High
Technology Management Research, Vol. 14(1), 2003, p.71-92.

Novak, T. P. and Hoffman. D. L., “Marketing in Hypermedia
Computer—Mediated Environments: Conceptual Foundations”,
Journal of Marketing, Vol. 60, 1996, pp.50—68.

Novak, T. P., Hoffman, D. L. and Yung, Y. F., “Measuring the Flow
Construct in Online Environments: A Structural Modeling
Approach”, Working Paper, Vanderbilt University.

Oliver, R. L, “A Cognitive Model of the Antecedents and
Consequences of Satisfaction Decisions”, Journal of Marketing
Research, Vol. 17, 1980, pp.460—469.

Orlikowski, W. J., “Using Technology and Constituting Structures: A
Pratice Lens for Studying Technology in Organizations”,
Organization Science, Vol. 11(4), 2000, pp.404—-428.

Paakki, Minna—Kristina, “Framework for Consumer Related Trust
Issues in E—Commerce”, Frontiers of E—Business Research,
2004, pp.332—-339.

Pavlou, P. A., “Institution—Based Trust in Interorgnizational Exchange
Relationship: the Role of Online B2B Marketplace on Trust
Formation”, Journal of Strategic Information Systems, Vol. 11,
2002, pp.215—243.

Peterson, R., Balasubramanian, S., and Bronnernberg, B., “Exploring
the Implicaitons of the Internet for Consumer Marketing,”
Journal of the Academy of Marketing Science, VVol. 25(4), 1997,
pp.329—346.

Ratnasingham, P., “The Importance of Trust in Electronic Commerce”,
Internet Research: Networking Applications and Policy, Vol.
8(4), 1998.

118



Rose, G., Khoo, H. and Straub, D. W., “Current technological
impediments to business—to—consumer electronic commerce”,
Communications of AIS , Vol. 1(16), 1999.

Rotter, J., “A new scale for the measurement of interpersonal trust”,
Journal of Personality, Vol. 35, 1980, pp.1-7.

Rousseau, D., Sitkin, S., Burt, R. and Camerer, C., “Not so different
after all: A crossdiscipline view of trust”, The Academy of
Management Review, \Vol. 23(3), 1998, pp.393-404.

Roy, M. C., Oliver, D. and Benoit, A., “The Impact of Interface
Usability on Trust in Web Retailers”, /Internet Research:
Networking Applications and Policy, Vol. 11(5), pp. 388—398

Salam, A. F., Rao, H. R., and Pegels C. C., “Information Content of
Corporate Web Pages as Advertising Media: Are Corporations
Effectively Informing Consumers?’, Communications of the
ACM, 1998, p. 337.

Salisbury, W. David, Pearson, Rodney A. and Pearson, Allison W.,
“Perceived security and World Wide Web purchase intention”,
Industrial Management and Data Systems; VVol. 101(4), 2001.

Schneiderman, B., “Designing trust into online experiences”,
Communications of the ACM , Vol. 43(12), 2000, pp.57-59.

Shankar V. and Urban, G. L. and Sultan, F., “Online Trust: a
Stakeholder Perspective, Concepts, Implications, and Future
Directions”, Journal of Strategic Information Systems, Vol. 11,
2002, pp.325—344.

Shapiro, D. L., Sheppard, B. H., and Cheraskin, L., “In Theory :
Business on a Handshake”, Negotiation Journal, Vol. 8(4), 1992,
pp. 365—377.

Song, J. and Zahedi, F. M., “Web Design In E—Commerce: A Theory
And Empirical Analysis”, Proceedings of the International

Conference of Information Systems, 2001, pp.205—220.

119



Stewart, K. J., “Transference as a Means of Building Trust in World
Wide Web Sites”, Proceedings of the twentieth I[nternational
Conference on Information Systems, December 1999, pp.459—
464.

Sultan, F., Urban, G. L., Shankar, V., and Bart, I., “Determinants and
Consequences of Trust in e—Business,” Working Paper, Sloan
School of Management, MIT, Cambridge, 2002.

Tan, S. J., “Strategies for reducing customer’s risk aversion and
internet shopping”, Journal of Consumer Marketing, VVol. 16(2),
1999, pp. 163—180.

Tan, Yao—Hua and Walter Thoen, “Toward a Generic Model of Trust
for Electronic Commerce”, /International Journal of Electronic
Commerce, Vol. 15(2), 2001, pp. 61-74.

Trevino, L. K. and Webster, J., “Flow in Computer—Mediated Communication”,
Communication Research, Vol. 19(5), 1992, pp.573—-593.

Venkatesh, V., "Creation of Favorable User Perceptions: Exploring the Role of
Intrinsic Motivation”, MIS Quarterly, \VVol. 23(2), 1999, pp. 239—260.

Venkatesh, V. and F. D. Davis, "A Model of the Antecedents of
Perceived Ease of Use: Development and Test", Decision
Sciences, Vol. 27(3), 1996, pp. 451—481.

Vatanasombut, B., “Factors Affecting Retention of Customers Who are Users

of Computerized Applications on the Internet: The Case of Online Banking”,
Ph. D. Dissertation, Clarmont University, California, 2001.

Vijayasarathy, L. R., “The Impact of Shopping Orientation, Product
Types, and Shopping Aids on Attitude and Intention to Use
Online Shopping”, Quarterly Journal of Electronic Commerce,
Vol. 2(2), 2001, pp.99—113.

Yoon, S. J., “The Antecedents and Consequences of Trust In Online—
Purchase Decisions,” Journal of [nteractive Marketing, Vol.
16(2), 2002, pp. 47—63.

120



Yang, Y., Hu, Y., and Chen, J., “A Web Trust—Inducing Model for E—
commerce and Empirical Research”, ICEC'05, ACM, 2005,
pp.188-209.

Zaltman, G. and Moorman, C., “The importance of personal trust in the
use of research”, J. Advertising Res., Vol. 28(3), 1988, pp.16—24.

Zarrel, V. and Lambert, “Production perception: an important variables
In pricing strategy”, Journal of Marketing, Vol. 34, 1970, pp.68—71.

Zhang, X. and Zhang, Q., “Online Trust Forming Mechanism:
Approaches and An Integrated Model”, /CEC'05, ACM, 2005,
pp.201-209.

Zimmerman. Hans—Dieter, “The Design of Future Telematic Systems

for Private Customer”, Electronic Markets, Vol. 12, 1994, pp.11—-12.

“TE R RIS TA00{C MR EEGEL. 1127 , B, 2006, 4, 19
“ch[E R |- S C#E10001Z8 ", R EB M, 2006, 2,6.
P EEEMS%E ERG, PEEBERBREKTRE”,

http://www. cnnic. net. cn/en/index/index. htm, 2006.

YEtipEl), “LroWkMasHEZ” , http://www. iwebchoice. com/html/
class_id 19. html, 2006.

121



2006 4

TEL.: 016-691-6814

E — Mail : kch209@empal.com
l.

1 7
( - , 1= )
1) WWW.WO0Oori.com
2) www.onket.com
3) KT www.ktmall.com
4) www. halfclub.com
P —

1. 1 3 5
2. 1 3 5
3. 1 3 5

122




10.
11

12.

13.

14.

15.

16.

17.

18.

19.

20.

21

22.

123



23.
24.
25.
26.
27.

28.
29.

30.

@3-4 ®5-6 @7

©1-2

-1

® 30
@2

® 30
®1

-3 ®4 -6 @7 -9 ®10

@1

124



®5

® 10
® 30
® 100

® 100
® 200
® 400
® 600

~ 20
~ 50

~ 300
~ 500

@5 ~ 10
@ 20 ~ 30
® 50 ~ 100
?
® 100 ~ 200
® 300 ~ 400
® 500 ~ 600

125



RIERE
(P LRty BT SRS M RIS B R S MR A )

gl KBRS KERRE
2 K B
kch209@empal.com

2006. 4

126



I WETHRGEPERE—NPRBADHMEHE  HENLS , BRETHHE
RENEMUITS , AEREANSBLITH,

F£H% - www.m18.com
gs48 - www.8848.com
&®ACJ : WWW.0Cj.com.cn

x4 - www.yide.com

WEARAE ELXGA<— —M —IXLKA

1 HMEN AR SR, iyt~ S

2. REBAZAI MBI &Mk,

3. ZMYMBKELLE T RKAREL

4. ZHYPBAER K,

5. BMUFAENERMRRE,

6. ZMUMNAERITRH.

7. BRI ET B AN R,

8. ZM LN A mAYHRRXA,

127




9. WMEIEUSH TRAIENS{E, Rt

10. 2P MEER G | RERR,

M BREGMEEREZINERIBRR

Rtz 2.

12. BME &R 512 48R 897 @ MR

Fo

13 RHEEERMLAREIRERZLTR

NXR.

14 BHREZRNEAZBHER. &

REBRAN~@. BS.

15. BARS R — BRI TE S

16. BHEEMIEBRX TR RAK

K.

17 REEER G RENE LI TR,

128




1B.BMEERUEBHIEHTRANSE

FREE,

19.BBHRBE)ZMILHEE,

20 B RELEZM I LMEXE®.

Il ATFEERXTRER LMW — 2%

21 RUNREFE , X TR WY
XEARRL  EBEREXZFH

M RME,

22 BHRE , PENRBHRELR

BRNEBZRM LS,

. ATFEEEXTENERMACNNE

129




AEANS ELTFHA<— —MH —OXLER

23. BHBA—BRBLATLUESHN, 1.2 3 4 5 6 7
24 THHRE  RBoMERMLA, | - 0 2
25 REAX LHEAZIHAE, 123 45 68 7
26 BRBESMEMARFLOR. | o o % %
27 REXMEAY, WS, | o 0 0 0 0]
28 REFRMEH, 1.2 3 4 5 6 7
20 RS HFHREAG IR, | o O 5 &7
1 2 3 4 5 6 7

30. R TERT B R IHAMAIREN %,

130




V. FHIREXEEHEE RN E B

1. BNERR? O QK

2. BHNE?
01-2%F Q@3-4%F Q5%F-65F @7F BLE

LT/ R EMBZKATE ?
OLF ¥/t O¥/PE-ANDR(TEE)
QIMNNE 2NN EH(FRBE) @2 het Bl E

4 ERE-FHRFERLMPRZDR?
OF ©1-3R 046X O7-9R  O10XEE

5 BEBRI1FEFRNATREHERNSH 2
@100t KM @1007C ~ 3007k %

®3007T ~ 6007TK M @600 TA £

6. LBIRESANBRAKRYSZD?

®10007t K& @100075T ~ 20007T & ¥
®20007T ~ 30007T kM @30005T ~ 40007C k%
®40007t ~ 50007C &% ®50007T ~ 60007Ck M

@6000T B E



o] B2 ot 4 e BE
U HEY FAgD 42 Aot 9
o £USL AFH FHOZ U AY BrARYHoZ @ F E @ B
Aezb 2y, sk ol Fodtke @ mhtlE 2 4 A HA&U

Aoyl 15U E4S FHW £5A 248 Sdn Asun,
5 REE o] ANE EAA 4 Luz‘r}oq FA2 W FA AW AEnsy
3 whAEAA AolA 718§ FA DAA ALY, vpwa Folx
ANSA =8e AASIFA 1R AFBAATY AP $83 1
e, AFUEE BBAA AL FA PAH 249 A4S =P,

l

L

wZ 948 259 =&l AU s REYUT

FAAN A7l A& vichatn HER] T FYE =84d AP upo,
RN EFHTY oldlE AT AH AolA A4gaA olWUdz
I Agdste AT 25dd 22k &30 gt AAES AF
FAASE A4S, v T FAE AFAATH KA A
E4TRY HEdd, 3FAE, ndEd, 228D Y5 Ao
e A7 HolFPH EH, 2 JoE ¥ 79 FAHE Ao
gol ol & M5 nAFEALE ZAE =3

ofN

ELs
N“IN
er*

A oo

Ao AN

X
N
)

X
bric)
3o

)
i
rl° +

UPZI‘?—}OE o] ES ¥E:E B AR delz A T4, 5uE
ANE & EEIHA olojuy AeE AANMNE AFats 222dA of
eEe a}fsqc}.



	표제면
	ABSTRACT
	제1장 서론
	제1절 문제의 제기 및 연구목적
	제2절 연구의 방법
	제3절 논문의 구성

	제2장 이론적 배경
	제1절 인터넷 쇼핑에서의 구매의사결정과정
	1. 인터넷 쇼핑에서의 구매의사결정과정
	2. 인터넷 쇼핑에서 구매의 영향요인

	제2절 신뢰에 대한 선행연구
	1. 신뢰의 개념과 특성
	2. 신뢰의 선행변수와 결과변수

	제3절 초기신뢰에 대한 선행연구
	1. 초기신뢰의 기반이론
	2. 초기신뢰 형성 모형
	3. 초기신뢰의 영양요인

	제4절 한·중 소비자 행동 비교
	1. 온라인 시장 현황 비교
	2. 오프라인 소비자 행동 비교
	3. 온라인 소비자 행동 비교


	제3장 연구모형 및 가설설정
	제1절 연구모형
	제2절 연구가설
	1. 인터넷쇼핑몰 특성과 초기신뢰와의 관계
	2. 사회적 특성과 초기신뢰와의 관계
	3. 개인적 특성과 초기신뢰와의 관계
	4. 초기신뢰와 신뢰의도와의 관계

	제3절 변수의 조작적 정의 및 측정
	1. 인터넷 쇼핑몰 특성
	2. 사회적 특성
	3. 개인적 특성
	4. 초기신뢰
	5. 신뢰의도

	제4절 조사의 설계
	1. 설문의 구성과 내용
	2. 조사의 개요


	제4장 실증분석
	제1절 표본의 특성
	1. 인구통계적 특성
	2. 인터넷 경험 특성
	3. 한·중 인터넷 쇼핑행동 차이분석

	제2절 신뢰성과 타당성 검증
	1. 신뢰성 분석
	2. 타당성 분석

	제3절 가설 검증
	1. 적합도 검증
	2. 가설 검증
	3. 검증결과의 요약


	제5장 결론
	제1절 요약 및 시사점
	제2절 연구의 한계점 및 향후 연구방향

	참고문헌
	설문지



