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Abstract  

This study aims at analyzing the effect of vendor’s ability, benevolence, and integrity toward e-Commerce 

customers’ trust.  This study makes use of Indonesia e-Commerce users as research samples while using Likert 

scale questionnaire for data collection. Furthermore, the questionnaires are sent to as many as 198 respondents 

through the mailing list. For data analysis method this research uses Structural Equation Model (SEM). Out of 

three predictor variables (ability, benevolence, and integrity), it is only vendor’s integrity that has positive and 

significant effect on Indonesian customers’ trust.   
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INTRODUCTION 

The use of internet for business transactions is known as electronic commerce (e-Commerce). This kind of 

business transaction pattern is applicable not only between company and company (B2B) but also between 

company and individual customer (Corbit et al. 2003; Laudon and Laudon 2000; McLeod and Schell 2004). 

Nevertheless, it is obvious that e-Commerce is vulnerable to crime as committed by the third party. Fraud, 

carding, illegal money transfer from one’s account and the like are the clear examples of such crimes especially 

when its security system is still imperfect. For that reason, the security system of e-Commerce infrastructure is 

important to consider for further investigation for computer and informatics scientists (Ferraro 1998; Liddy and 

Sturgeon 1988; Udo 2001)         

According to Meyer et al. (1995) the trust, the primary component in the business transaction, is actually built on 

the following basis, namely ability, benevolence, and integrity. These three closely related aspects take important 

role in forming the trust that someone has to believe in media, transaction and commitment as offered in e-

Commerce.  

Indonesia as one of the developing countries in the world has some significant differences in practicing e-

Commerce when compared to other modern countries in terms of the regulation, law and customers’ attitude. 

With regard to Indonesia’s newly implemented e-Commerce, the customers’ trust in conducting online 

transaction becomes interesting phenomena to look into in particular study.        

 

LITERATURE REVIEW 

e-Commerce 

e-Commerce refers to selling and buying either goods or service through the internet (Ferraro 1998). Anyone can 

make use of e-Commerce with another party regardless space and time. World Wide Web (WWW) is the most 

popular media in e-Commerce activities. The endless improvement of internet service offered by e-Commerce 
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web system is likely to bring about great impacts on the level of sale and customers satisfaction (Aberg and 

Shahmehri 2000).  

 

Trust 

Trust is a foundation in conducting business activities. Broadly speaking, business transactions between two 

parties or more can only occur if they trust each other. Like a catalyst, trust serves to smoothen satisfactory 

transactions as expected by those parties (Yousafzai et al. 2003). Many disciplines have their own definitions 

about trust (Mukherjee and Nath 2003) especially in the field of psychology in the early periods. However, later 

trust draws the attention of other sciences (Kim and Tadisina 2003; Murphy and Blessinger 2003; Riegelsberger 

et al. 2003), including the object of interest in e-Commerce. In this case, trust is defined as the trait of believing 

in reliability of others who will fulfill all of the obligations as expected.    

 

The Dimensions of Trust 

According to Meyer et al. (1995) there were three factors that give influence on the formation of trust, that is, 

ability, benevolence, and integrity.   

 Ability 

Ability refers to the competency and characteristics of the sellers or organizations in influencing and 

authorizing a certain specific area, including how they provide, serve and keep goods and service safe from 

being interfered by third parties. Kim et al. (2003) stated that ability consists of competence, experience, 

legal institution, and knowledge. For this study, it is hypothesized that: 

Hypothesis 1: Vendors’ ability has a direct positive influence on the trust of Indonesian e-Commerce 

customers. 

 Benevolence 

Benevolence refers to how much the sellers wholeheartedly are willing to give beneficial goods and service 

to their customers and themselves.  As such, they can not only increase profit sale but also improve their 

customers’ satisfactory level. Furthermore Kim et al. (2003) said that benevolence consists of attention, 

empathy, belief and acceptance. So, it is therefore hypothesized that:    

Hypothesis 2:  Vendors’ benevolence has a direct positive influence on the trust of Indonesian e-

Commerce customers.  

  Integrity 

Integrity is related to sellers’ attitude and habit in running their business.  Kim et al. (2003) stated that the 

integrity can be seemed from the following perspectives such as fairness, fulfillment, loyalty, honesty, 

dependability, and reliability. Therefore, it is hypothesized that:      

Hypothesis 3: Vendors’ integrity has a direct positive influence on the trust of Indonesian e-

Commerce customers.    

 

RESEARCH DESIGN AND METHODOLOGY 

Population, Sample, and Sampling Technique  

The population of this research includes the entire number of Indonesian internet users who get involved in e-

Commerce transactions via the internet. In fact, such data are reported to be unavailable so far. For that reason, 

the sampling technique purposively selected in this research is non-probability sampling (Cooper and Schindler 

2003; Sekaran 1992). With this technique sample size is determined according to Structural Equation Model 

(SEM) covering about 100-200 samples (Hair et al. 1998). In this research about 236 are previously made the 

respondents, and then out of this total number only 198 respondents can be regarded to have met the criteria of 

the proper samples.   
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Instrument and Data Collection Method  

Questionnaire is the primary instruments used in this research. Data collection is carried out by the following 

methods: (1) the library research and (2) the field research. During the survey questionnaires were sent to some 

mailing-list (a group of discussion in the internet). Some previous researches using the same method were done 

by Corbit et al. (2003), Mukherjee and Nath (2003), Ridings et al. (2002), and Tung et al. (2001). After filling in 

the questionnaires, respondents send them back to the researchers’ email address.   

 

Data Analysis 

All variables were rated on a five-point Likert scale from strongly agrees to strongly disagree. Confirmatory 

factor analysis was used for testing the goodness-of-fit of the data set. To assess of the impact of ability, 

benevolence and integrity on trust, structural equation modeling (AMOS) was employed. The structural model of 

the variables measured in this study is below: 
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Figure 1: Structural Model of the Variables Studied  
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RESULTS 

Validity Test 

Valid indictors building a construct can be seen through its loading factor value. A model can be said to be fit if 

its loading factor value is more than 0.50.  

Table 1. The Loading Factor Indicator Values after being Re-Estimated  

Construct Indicator Code Loading Factor 

Ability Competence   X1 0.53 

 Experience X2 0.69 

 Knowledge  X3 0.61 

Benevolence Attention X5 0.87 

 Willingness to Share  X6 0.90 

 Expectancy X7 0.95 

Integrity Fulfillment  X8 0.55 

 Honesty  X9 0.67 

 Reliability X10 0.68 

Trust Convenience  Y1 0.77 

 Satisfaction Y2 0.82 

 Responsibility  Y3 0.56 

    

Reliability Test  

Table 2. Construct Reliability Values in every Construct  

Construct Construct Reliability Remark 

Ability 0.64 Acceptable  

Benevolence 0.93 Good 

Integrity 0.67 Acceptable 

Trust 0.76 Acceptable  

   

Based on the table above, no construct reliability value is below 0.60. For that reason, all constructs are 

considered adequate to be used in the model.  
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Goodness and Fit Criteria for Further Evaluation  

With regard to the evaluation on data normality, such factors as outlier, multicollinearity and singularity, 

goodness of fit criteria indices, and causality test have fulfilled the conditions of SEM. 

Table 3. The Estimation Results of Goodness of Fit Indices 

Criteria Model Critical Value Remarks 

Chi-Square 85.028 Small  Good 

Probability 0.329 ≥0.05 Good 

RMSEA 0.020 ≤0.08 Good 

GFI 0.934 ≥0.90 Good 

AGFI 0.902 ≥0.90 Good 

CMIN/DF 1.063 ≤2.00 Good 

TLI 0.992 ≥0.95 Good 

CFI 0.994 ≥0.95 Good 

 

Hypothesis Test  

The results of hypothesis test are described as follows   

Table 4. The Results of Hypothesis Test   

Hypothesis Independent Dependent Coefficient (P-value) Remark 

H1 Ability Trust 0.027 (0.796) Not significant  

H2 Benevolence Trust 0.153 (0.095) Not significant 

H3 Integrity Trust 0.518 (0.000) Significant 

 

         

DISCUSSION 

The Background of the Respondents  

The sample is dominated by male respondents. The fact that females seem to be less participative in e-

Commerce than their male counterparts could be closely related to their nature of being cautious in conducting 

business across the net (Kolsaker and Payne 2002). Moreover, e-Commerce is basically business transactions via 

an imaginary world and hence is prone to fraud.      

Regarding age, the most dominant group of age respondents involved in the use of e-Commerce is from 26 to 35 

years old. In addition, the smallest age group is below 18. Respondents with undergraduate degree can be said to 

be the most dominant users of e-Commerce and the lowest are people with doctorate degrees. It is obvious that 

occupation also serves as an important factor in decision making processes. In addition to occupation, the 

majority of Indonesian e-Commerce customers work in private companies. While seen from an income 

perspective, people with income from 2.5 to 5 million rupiahs (about US$ 243 to 486) are the dominant group of 

e-Commerce users.   

 

The Use of the Internet by the Respondents  

That someone puts his trust in a particular media greatly depends on how long he interacts with such media. The 

research findings affirm that the longer people interact with the internet, the more positive they respond to such 

media for transactions. This finding is compatible with Fishbein and Ajzen’s theory of reasoned action (TRA) 

(as cited in Song and Zahedi 2003) where about 47% of Indonesian e-Commerce users have been interacting 

with the internet for more than four years.      
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The Vendors’ Abilities and e-Commerce Customers’ Trust   

The research finding affirms that vendors’ abilities have a direct positive influence on Indonesian e-Commerce 

customers although it is not significant. This finding is different from that of Aubert and Kelsey (2000) who 

finds that the ability variable has significant positive influence on the trust variable. In fact, this difference can be 

attributed to Indonesian cultural and philosophical backgrounds that are likely to influence local people’s 

attitudes. This research finding shows that especially for Indonesian respondents vendors’ abilities are not solely 

the most important factor to engender trust in many transactions through e-Commerce.  

 

The Vendors’ Benevolence and e-Commerce Customers’ Trust    

Our research finding shows that vendors’ benevolence variable has a direct positive influence on Indonesian e-

Commerce customers. This finding contradicts that of Aubert and Kelsey (2000) who found otherwise. 

Nevertheless, both this research and Aubert and Kelsey’s find that the benevolence variable insignificantly 

influences the trust variable.   

Like the ability variable, despite the fact that benevolence has positive influence on trust, these influences are not 

significant and hence benevolence is no longer important to Indonesian e-Commerce customers.  

  

The Vendors’ Integrity and e-Commerce Customers’ Trust 

Another research finding shows that vendor’s integrity variable has a significant and direct positive influence on 

Indonesian e-Commerce customers. This finding is in accord with that of Aubert and Kelsey (2000).  

In other words, the higher vendor’s integrity the more people put their trust in a vendor. Based on this finding, 

the integrity variable becomes the most important aspect to consider for Indonesian e-Commerce customers 

especially in building their trust in suppliers.  

 

Recommendation for e-Commerce Businesses 

Amid all variables investigated in this research, only the vendors’ integrity variable has positive and significant 

influence on trust. Based on this finding, it is recommended that e-Commerce businesses in Indonesia need to 

consider the following aspects:     

 to give fair and open information to customers as for example product specification, price, after sales 

service, etc;   

 to maintain the reputation of vendors by for example prompt delivery, to follow up of complaints, etc;  

 to provide customers with a user friendly interface for making transactions;  

 to offer satisfactory service to customers in transactions by for example delivering what was promised; and  

 to provide the best possible security for every transaction with customers.  

 

 

LIMITATIONS 

This research has some limitations as it did not include all variables of trust and participation as proposed by 

previous researchers. Although sample size has met the requirement for SEM, a larger sample is still needed to 

make generalizations. In addition, this study was located in Indonesia which is still in the development stage of 

use of e-Commerce.  

 

DIRECTIONS FOR FUTURE RESEARCH 

In order to enrich the model proposed in this research, it is recommended that other researchers include more 

variables or indicators of trust. In so doing, the results may improve and the conclusion gained might vary. 

Besides that, future research should enlarge the sample so that the results become more representative and hence 

can be generalized, especially if studies are undertaken in other countries.   
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