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ABSTRACT
Introduction: This study investigates trust's impact on consumer
buying decisions and trust levels within e-commerce, shedding light
on trust antecedents and their role in shaping purchase intentions.
Methods: This qualitative study, conducted on September 21, 2023,
employed a systematic literature review approach. Using the Scopus
database in conjunction with Harzing's Publish or Perish 8 tool, the
study focused on 23 articles concerning trust and online purchases.
These articles were meticulously selected from a pool of 775 papers
published between 2019 and 2023.
Results: E-commerce trust research reveals recurring themes like
reputation, risk, information quality, and utility, along with social
support, subjective norms, fulfillment, trustworthiness, and vendor
reliability. Trust plays a central role by mitigating risk, mediating
relationships, and predicting purchase intent, influenced by content
quality and social presence. These findings emphasize trust's
significance in shaping online purchase intentions.
Conclusion and suggestion: Understanding trust's complexity and its
various antecedents is vital for businesses to tailor effective
strategies, influencing online sales and consumer decisions in e-
commerce. This research enhances trust comprehension in e-
commerce, especially in emerging markets, by identifying key
antecedents and providing a comprehensive framework. However,
limitations include potential exclusions based on title format criteria
and reliance on specific titles from 2019-2023. Future research should
incorporate current publications and explore broader dynamics of
consumer behavior in e-commerce.
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INTRODUCTION

In today's rapidly evolving digital era, e-commerce has experienced substantial
growth, reaching a significant milestone with a projected global market value of $6.3
trillion in 2023 (Forbes, 2023). With the expectation that 24% of retail transactions will be
conducted online by 2026, it's evident that online shopping has transcended being a mere
trend; it's now a well-established consumer preference, as Figure 1 illustrates. This shift
has fundamentally reshaped the business landscape, positioning online purchases as the
favored choice for consumers (Moon et al., 2021).
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Figure 1. The Growth in Retail Ecommerce Sales Worldwide 2021-2026
Source: forbes.com

In this context, trust assumes a central role in influencing consumers' decisions to
partake in online shopping (Hidayat et al., 2021). Their willingness to engage in online
purchases, their perceptions of the value they stand to gain (Karjaluoto et al., 2019), and
their trust in the e-commerce platform, seller, and products are pivotal factors.
Establishing trust and upholding a solid reputation are prerequisites for attracting online
shoppers. Consequently, strategies focused on reinforcing consumer trust are
indispensable for thriving in this dynamic market (Madhani, 2020). Trust encompasses
various dimensions, including trust in the e-commerce platform (Lin et al., 2019), the seller
(Zahara et al., 2021), and products (Wu et al., 2021), underscoring its multifaceted
importance in shaping the online shopping experience.

It is important to highlight the impressive achievements of social commerce
platforms, as documented by Kompas (2023), has enticed many individuals to venture into
this business arena, with celebrities earning billions in sales within mere hours. While it
offers convenience and visually appealing products, concerns regarding fraudulent
activities are significant. Additionally, according to Ekata (2023), losses stemming from e-
commerce online payment fraud amounted to $41 million in 2022, with the projected
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global cost of e-commerce fraud to merchants exceeding $48 billion this year. Even more
alarming for merchants is the forecast that cumulative losses due to online payment fraud
worldwide may surpass a staggering $343 billion by 2027.

In accordance with a report from Tempo (2023), the Director General of Consumer
Protection and Trade Order (PKTN) at the Ministry of Trade revealed a total of 7,464
consumer complaints in 2022. The majority of these grievances were closely tied to
electronic commerce (e-commerce) transactions, comprising an overwhelming 93 percent
of all complaints, totaling 6,911 cases. These e-commerce-related complaints
encompassed a wide range of issues, including challenges in securing refunds,
discrepancies between purchased items and agreements, receipt of damaged goods, non-
receipt of purchased products, and instances of sellers unilaterally canceling transactions.

As e-commerce continues its growth and evolution, understanding the intricate
nature of trust and its multifaceted antecedents becomes paramount for businesses
navigating this dynamic landscape and forging enduring relationships with consumers
(Chawla & Kumar, 2022). This comprehensive literature review aims to shed light on the
pivotal role of trust factors in online purchase intention, providing valuable insights for e-
commerce stakeholders aiming to enhance consumer trust levels and drive growth in this
ever-expanding digital marketplace.

The research literature on trust in purchase intention is essential in current
research because it provides a comprehensive understanding of the evolving dynamics
between trust and consumer behavior, which is vital in today's rapidly changing
marketplace (Ventre & Kolbe, 2020). As consumer preferences and online shopping habits
continue to evolve, staying updated with the latest research is crucial for businesses and
marketers to adapt their strategies effectively (Dubbelink et al., 2021). Such a review not
only offers valuable insights into the factors influencing trust (Siegrist, 2021) but also
highlights emerging trends (Chaudhary et al.,, 2021), providing guidance for the
development of effective marketing (Hulland & Houston, 2020) and customer relationship
management strategies (Gil-Gomez et al., 2020). Moreover, it addresses a noticeable gap
in systematic literature review research (Hulland & Houston, 2020), focusing specifically
on trust and online purchases in the context of e-commerce, thereby contributing to a
deeper understanding of trust's role in shaping consumer behavior in the digital age
(Soleimani, 2022). Therefore this research investigates trust antecedents and their vital
role in purchase intention.

LITERATURE REVIEW
Online Purchase Intention

Online purchase intention can be described as the condition in which an individual
is willing and intends to participate in an online transaction (Nasution et al., 2019).
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Purchase intention, a key marketing concept, signifies consumers' inclination to buy, often
gauged by their actual purchasing actions (Nasir et al., 2021). Purchase intention, in this
context, refers to a consumer's inclination or plan to buy a particular product or brand
based on their evaluation of various factors, but it may not always result in an actual
purchase due to external influences or unforeseen circumstances (Kotler et al., 2023). This
concept spans various products (Zhang & Zhou, 2023) and services (Dou et al., 2021).
Online purchase intention specifically concerns consumers' willingness to use the internet
for shopping (Kasilingam, 2020) or price comparison (Aw et al., 2021). It encompasses
factors such as customer interest (Purwanto et al., 2021), social influence (Sohn & Kim,
2020), and perceived value (DAM, 2020). Furthermore, it reflects consumers' eagerness
to partake in online transactions and build relationships with online retailers (Vakulenko
et al., 2019).

Trust

Trust in online transactions holds immense significance because it represents the
willingness of parties to conduct financial exchanges and trade goods without the need
for face-to-face interactions (Halim & Karsen, 2020). In an era marked by the proliferation
of e-commerce, where transactions occur in virtual spaces, the role of trust becomes even
more critical (Zhang et al., 2023). Consumers must trust that their personal and financial
information is secure (Trivedi & Yadav, 2020), that the products they purchase will meet
their expectations (Giao et al., 2020), and that they will receive adequate support in case
of issues. Likewise, businesses rely on trust to attract and retain customers, ensure repeat
business, and safeguard their reputation in a highly competitive online marketplace.
Therefore, understanding the intricacies of trust in the context of online purchases is
essential for fostering successful, secure, and thriving digital commerce ecosystems.

Previous Study

In the Scopus database, a noticeable gap exists in the realm of systematic literature
review research addressing the role of trust in purchase intention. An examination
conducted on October 3, 2023, utilizing Harzing's Publish or Perish, resulted in the
identification of 116 papers that conformed to the search criteria 'Antecedents of Trust
Literature Review' within either the title (2 papers) or keywords (114 papers). These
papers encompassed research published between 2019 and 2023. From this pool, the
researcher meticulously selected 7 articles through a thorough literature review process.

The research conducted in the current study focusing on trust and online
purchases in e-commerce presents a notable research gap in comparison to the previously
mentioned studies. While Paluri & Mishal (2020) delved into trust and commitment in
supply chain management, Roach (2019) explored adolescent friendship in nursing
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research, Antonytheva et al. (2021) investigated professional intimacy in nursing practice,
and Cheng et al. (2022) examined relationship management in crises, the current research
stands out in its scope and focus. While the prior studies primarily centered around
conceptualizing and defining trust-related concepts within their respective domains, the
current research uniquely explores the direct impact of trust on consumer buying
decisions in the context of e-commerce. This shift in focus signifies a departure from
conceptualization toward a more applied and practical understanding of trust's role,
addressing a critical gap in understanding how trust influences consumer behavior in

online purchase intention, which is of significant relevance in the digital age.

summarized comparison is presented in Table 1.

Table 1. Comparison of Previous Research and Current Research

Number of Studies

Author & Year Research Methodology P Scope Main Trust Focus
Bibliometric analysis Trust and Trust and commitment
Paluri & Mishal followed by a 255 papers from commitment in among supply chain
(2020) systematic review of 1990 to 2019 supply chain 8 supply
. partners
the literature management
Concept analysis using 17 articles from Adolescent Defining attributes of
Roach (2019) Walker and Avant's various disciplines friendship in g

Cheng et al. (2022)

Maune (2021)

Khan et al. (2020)

Current research

method

Review of 131 journal
articles

Literature review

Literature review

Systematic literature
review

from 2008 to 2018

131 published
journal articles from
1997 to 2019.

21 peer-reviewed
journal articles from
2014 to 2019

35 articles from
2007 to 2017

23 articles from
2019 to 2023

nursing research

Relationship
management in
crises

Mobile applications
for competitive
intelligence
Trustin e-
government
services using social
media
Trust and online
purchases in e-
commerce

adolescent friendship

Theoretical and
methodological trends,
themes of relationships

in crises

Determinants of user
behavior regarding
mobile applications

Antecedents of trust
from multiple
dimensions

Impact of trust on
consumer buying
decisions

Source: Scopus Database 2019-2023 (Harzing’s Publish or Perish, October 3, 2023)

RESEARCH METHODS
This qualitative research conducted a systematic literature review using the

A

Scopus database and Harzing's Publish or Perish 8 tool. The study specifically targeted
articles with titles containing phrases such as 'trust in purchase intention' (82 papers),
'trust on purchase intention' (190 papers), 'trust in online buying' (5 papers), 'trust on
online buying' (9 papers), 'trust in online shopping' (31 papers), 'trust on online shopping'
(47 papers), 'antecedent of trust' (130 papers), 'trust in e-commerce' (99 papers), 'trust
on e-commerce' (159 papers), 'trust in purchase decision' (6 papers), and 'trust on
purchase decision' (17 papers). Out of the 775 papers published between 2019 and 2023
and reviewed on September 21, 2023, 389 articles were selected for inclusion in the
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study. These selections were made after excluding duplicates, book chapters, conference
papers, errata, and reviews. Following the evaluation of abstracts and the exclusion of
inaccessible articles, 23 papers remained for full-text examination in the systematic
literature review, as shown in Figure 2.

Identification

Records identified
through title-based
database
searching: n=775

Screening

Records identified
after eliminating
duplicates, book

chapters,
conference papers,

Eligibility

Records identified
after full-text
screening: n=23

Studies included in
the systematic
literature review:

errata, and reviews: n=23
n=389

Excluded records: Excluded records:
n=386 n=366

Figure 2. Methodology design
Source : (lkram et al., 2018; Sulistyowati & Husda, 2023)

RESULT AND ANALYSIS

The findings presented in Table 2 compile insights from a range of studies that
investigate trust in various contexts. Ventre & Kolbe (2020) emphasize trust's capacity to
cultivate positive opinions, mitigate risk, and amplify online sales, all while emphasizing
the intricate interplay among trust, perceived risk, and online purchase intent. Qalati et
al. (2021) underscore trust as a central mediator that influences service quality, website
quality, reputation, and online purchase intentions. Liu et al. (2019) delve into the realm
of social commerce to uncover trust's impact on purchase intent, contingent on the
presence of social interactions. Harrigan et al. (2021) shift their focus to atmospheric cues
and peer communication within social media platforms, shedding light on their influence
on trust and subsequent purchasing decisions. Additional studies explore the multifaceted
aspects of trust, encompassing Tangibilization cues Chang et al. (2019), quantities of
reviews and images (Zhang & Wang, 2021), and perceived benefits (Zhao et al., 2020).

Table 2. Findings from 23 Articles Related to Trust

Study

Function of Trust Findings
Reference
Encouraging positive online opinions can boost trust and drive online
Ventre & Trust encourages positive opinions, sales. Trust inversely relates to perceived risk and positively affects
Kolbe (2020) reduces risk, and boosts online sales. online purchase intent. Perceived risk does not directly impact online
purchase intent.
Qalati et al. Trust mediates service quality, website  Trust plays a significant mediating role in the relationship between
(2021) quality, and reputation's impact on perceived service quality, website quality, reputation, and online

online purchase intentions. purchase intention.
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Liu et al.
(2019)

Harrigan et
al. (2021)

Chang et al.
(2019)

Zhang &
Wang (2021)

Zhao et al.
(2020)

Maia et al.
(2019)

Alotaibi et al.
(2019)

Choi & Lee
(2019)

Liu et al.
(2019)

Song & Shin
(2022)

Furner et al.
(2022)

Varma et al.
(2020)

Yang et al.
(2020)

Sombultawee
&
Wattanatorn
(2022)

Luo et al.,
(2021)

Wu & Yuan
(2022)

Trust in social commerce and site
members influences purchase intent,
moderated by social presence.

Atmospheric cues and peer
communication impact trust in social
media, affecting purchase intention.

Tangibilization cues and regulatory
focus enhance trust and purchase
intentions.

Review and picture numbers positively
affect trust and purchase intention in
online merchants.

Trust and perceived benefits
significantly influence purchase
intentions in C2C e-commerce.

Trust is the primary predictor of
purchase intent in s-commerce,
alongside competitive prices.

Trust, social media influencers, and
feedback link to purchase intent,
influenced by key opinion leaders.

Trust is influenced by skin safety,
impacting domain-specific safety
information.

Social support, perceived utility, and
subjective norms shape trust.

Eeriness affects trust in chatbots,
influencing purchase intent and reuse
willingness.

Trust influences purchase and
recommendation intentions,
influenced by factors like education
and trust disposition.

Privacy, security, and reputation affect
purchase intentions through trust,
vital for e-commerce transactions.

Trust mediates ethics, affecting
purchase intentions and satisfaction in
online retail.

Attitudes towards omnichannel
retailing significantly impact purchase
intention and trust.

Trust dimensions, reputation, system
quality, and benefits influence
policyholders' trust beliefs and
purchase intentions.

User feedback and platform
supervision strengthen trust, affecting
purchase intentions.

Trust in the social commerce site and site members impacts purchase
intention, particularly when influenced by user-generated content
quality (informativeness and persuasiveness). Consumer social
presence also moderates the link between trust in site members and
purchase intention.

Atmospheric cues and peer communication influence the perceived
usefulness and trust in a brand's social media, ultimately affecting
purchase intention, with limited involvement of privacy concerns,
presenting managerial insights for building trust on social media.

When tangibilization cues match regulatory focus, they boost
purchase intentions. Affective trust info is more effective than
cognitive trust info in driving purchases in both promotion and
prevention conditions.

Online product descriptions' perceived effectiveness has limited
impact, but the number of reviews and pictures positively influences
merchant trust and purchase intent, particularly when reviews are
longer and balanced.

In a C2C e-commerce context, both trust and perceived benefit
significantly enhance consumers' purchase intention, with the
identified antecedents for C2C trust and perceived benefit also
exerting significant influence.

Trust is the primary predictor of consumer purchase intent in s-
commerce, alongside competitive prices, and there are key trust-
building factors in the e-commerce context.

There's a positive link between consumer trust and purchase
intention. Social media influencers and consumer feedback boost
trust, influencing intent to buy from Instagram stores, while Maroof
and key opinion leaders directly impact purchase intention.

Skin safety positively influenced trust in domain-specific safety
information.

Trust is influenced by three factors: social support, perceived utility,
and subjective norms.

The feeling of eeriness negatively impacted users' trust in the
chatbot, subsequently affecting their purchase intention and
willingness to reuse the chatbot.

Disposition to trust, education, uncertainty avoidance, and
accommodation type collectively influence trust, impacting both
purchase intention and recommendation intention.

Privacy, security, and reputation significantly influence customer
purchase intention through their impact on trust, highlighting trust as
the primary driver in e-commerce, capable of driving transaction
numbers.

Significant relationships exist between the ethics of online retailers
and consumers' purchase intentions and satisfaction, mediated
through trust and commitment.

Attitudes toward omnichannel retailing had a moderate impact on
consumer trust, while subjective norms, perceived behavioral control,
and time-saving had weaker effects on trust, with time-saving
strongly influencing perceived control.

Trust in two dimensions, ability, and integrity, significantly influences
policyholders' purchase intentions, with reputation, system quality,
cooperation, financial risk, and benefits serving as key factors in
shaping these trust beliefs, with implications for both theory and
practice.

Various mechanisms, such as user feedback, platform supervision,
and product certification, can enhance customer purchase intent by
strengthening trust. Individual trust inclinations also contribute,
providing insights for poverty alleviation through consumption in
China and worldwide.
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Aloqool & Social commerce and trust on social Social commerce and trust on social network sites directly impact
Alsmairat networks impact online purchase online purchase intent, with trust on these platforms serving as a
(2022) intent. mediator between social commerce and online purchase intention
. Perceived utilitarian, hedonic, and social values strongly boost trust in
Values boost trust in streamers and . .
Wu & Huang K ’ . both the streamer and the product, with consumer trust playing a
products, influencing purchase intent . L . . . .
(2023) o ; partial mediating role in the relationship between perceived value
and mediating perceived value effects. . L
and continued purchasing intent.
. . . Highlighting the findings, trust, and website quality strongly impact
Esho & Trust in website quality and vendors g. L . - . . 4 R y e
. . A . online purchase intent. Website quality outweighs vendor trust,
Verhoef impacts online buying intent, with s .
. . L especially in certain markets, where consumers often do not
(2021) website quality often more significant.

differentiate between trust in vendors and website quality.

Perceived risk, technology, and
reputation impact trust and online
purchase intentions.

Perceived technology and trust impact online purchase intentions,
while e-commerce knowledge does not affect consumer trust, and
prior purchase experience does not affect the intention to buy online.

Suprapto et
al. (2022)

Source: Scopus Database 2019-2023 (Harzing’s Publish or Perish, September 21, 2023)

Utilizing the rigorous methodology outlined in the previous sections of this study,
the culmination of our analytical efforts has yielded a comprehensive set of findings that
warrant detailed elucidation. These findings are not merely the product of a cursory
examination but rather the result of an in-depth and systematic exploration of the
intricate interplay between trust factors and online purchase intentions in the dynamic
landscape of e-commerce. This rigorous investigative approach involved synthesizing and
synthesizing data from an extensive array of reputable sources and research studies,
ensuring a robust foundation for our analysis. In the subsequent sections, we delve into
these findings, dissecting them with precision and contextualizing their significance within
the broader framework of e-commerce and consumer behavior. Through this
comprehensive examination, we aim to shed light on the multifaceted nature of trust and
its multifarious antecedents, unraveling the complex tapestry of factors that influence
consumers' decisions in the digital marketplace.

Significant antecedents of trust for customers during engaging in online purchase
intentions

Among the various antecedents of trust analyzed in the literature, certain factors
emerge as particularly prevalent in research studies. Notably, perceived reputation stands
out, with numerous articles (Qalati et al., 2021), (Suprapto et al., 2022), (Varma et al.,
2020), (Maia et al., 2019), and (Luo et al.,, 2021) delving into its influence on trust.
Additionally, perceived risk is a frequent focus, as evidenced by (Zhao et al., 2020),
(Suprapto et al., 2022), and (Luo et al., 2021). Information quality garners attention in
studies such as (Maia et al., 2019) and (Maia et al., 2022), while perceived utility is
mentioned in (Liu et al., 2019). Social support, subjective norms, and fulfillment are also
recurring themes, as explored in (Liu et al., 2019), (Sombultawee & Wattanatorn, 2022),
and (Yang et al., 2020). Moreover, trust-related investigations often address the reliability
of Internet vendors and the concept of trustworthiness itself, as seen in (Esho & Verhoef,
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2021) and (Furner et al., 2022). These antecedents collectively shape the multifaceted
landscape of trust research, as shown in Table 3.

Table 3. Antecedents of Trusts

Antecedents of Trusts Reference

accommodation type
attitudes

benefits

cannot be trusted
consumer feedback
cooperation,

disposition to trust
education

eeriness

e-WOM

financial risk

fulfillment

hedonic

information quality
information search
Internet Vendors are unreliable
involvement in skin safety
non-deception

not keep their promises
peer communication
perceived behavioral control
perceived informativeness

perceived privacy protection
perceived reputation
perceived risk,

perceived security protection,
perceived service quality
Perceived technology

perceived usefulness of online reviews

perceived usefulness
Perceived utilitarian
perceived utility

perceived website quality
perceived persuasiveness
picture number

platform supervision
privacy

product certification mechanism
product delivery

product traceability
regulatory fit

regulatory non-fit
reputation

review length

review number

security

social commerce construct
social media influencers
social support

social value

subjective norms

system quality

trusting is asking for trouble
uncertainty avoidance
user feedback

Furner et al. (2022)

Sombultawee & Wattanatorn (2022)
Luo et al. (2021)

Esho & Verhoef (2021)

Alotaibi et al. (2019)

Luo et al. (2021)

Furner et al. (2022)

Furner et al. (2022)

Song & Shin (2022)

Maia et al. (2022)

Luo et al. (2021)

Yang et al. (2020)

Wu & Huang (2023)

Maia et al. (2019), Maia et al. (2022)
Sombultawee & Wattanatorn (2022)
Esho & Verhoef (2021)

Choi & Lee (2019)

Yang et al. (2020)

Esho & Verhoef (2021)

Harrigan et al. (2021)

Sombultawee & Wattanatorn (2022)
Liu et al. (2019)

Zhao et al. (2020)
Qalati et al. (2021), Suprapto et al. (2022)
Zhao et al. (2020), Suprapto et al. (2022)

Zhao et al. (2020)

Qalati et al. (2021)

Suprapto et al. (2022)

Ventre & Kolbe (2020)

Harrigan et al. (2021)

Wu & Huang (2023)

Liu et al. (2019)

Qalati et al. (2021)

Liu et al. (2019)

Zhang & Wang (2021)

Wu & Yuan (2022)

Varma et al. (2020), Yang et al. (2020)
Wu & Yuan (2022)

Maia et al. (2019)

Wu & Yuan (2022)

Chang et al. (2019)

Chang et al. (2019)

Varma et al. (2020), Maia et al. (2019), Luo et al. (2021), Maia (2022)
Zhang & Wang (2021)

Zhang & Wang (2021)

Varma et al. (2020), Yang et al. (2020)
Aloqool & Alsmairat (2022)

Alotaibi et al. (2019)

Liu et al. (2019)

Wu & Huang (2023)

Sombultawee & Wattanatorn (2022), Liu et al. (2019)
Luo et al. (2021)

Esho & Verhoef (2021)

Furner et al. (2022)

Wu & Yuan (2022)

Source: Scopus Database 2019-2023 (Harzing’s Publish or Perish, September 21, 2023)
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The crucial role of trust in purchase intention

The role of trust in influencing purchase intention in the context of online
commerce is multifaceted and pivotal, as indicated by a range of research findings. (Ventre
& Kolbe, 2020) highlight the significance of trust in mitigating perceived risk and positively
shaping online purchase intent, emphasizing the importance of fostering positive online
opinions. (Qalati et al., 2021) emphasize trust as a mediating force between perceived
service quality, website quality, reputation, and purchase intention, underlining its
intermediary role in consumer decision-making. (Liu et al., 2019) identify trust as a
determinant of purchase intention, with the quality of consumer-generated content and
social presence further influencing this relationship. (Harrigan et al., 2021) shed light on
atmospheric cues and peer communication's role in bolstering trust and perceived
usefulness, thereby impacting purchase intention. (Chang et al., 2019) highlight that trust
is enhanced when tangibilization cues align with a regulatory focus, leading to increased
purchase intentions. (Zhao et al., 2020) emphasize the positive relationship between trust,
perceived benefits, and purchase intention in C2C e-commerce, demonstrating trust's
substantial influence. (Maia et al., 2019) identify trust as the primary predictor of purchase
intent in s-commerce, underlining its pivotal role alongside competitive prices. (Alotaibi et
al., 2019) reveal a positive link between consumer trust and purchase intention, with social
media influencers and feedback enhancing trust and purchase intent. Collectively, these
findings underscore trust's critical role in online commerce, influenced by various factors,
as detailed in Table 4.

Table 4. The role of trust in influencing purchase intention

Research

Key Trust Role

Influence on Purchase Intent

Trust Factors Examined

(Ventre &
Kolbe, 2020)

Mitigating perceived risk, fostering positive
online opinions
The mediating force between perceived service

Positive shaping of online
purchase intent

Online review usefulness,
trust, and perceived risk

Perceived service quality,

alati et al., . ) . ) ntermediary role in ) .
lati et al Int d |
quality, website quality, reputation, and L . website quality,

2021) . . consumer decision-making .

purchase intention reputation
Quality of consumer-
. Determinant of purchase intention, influenced generated content and social

(Liu et al., . . Consumer-generated
by consumer-generated content and social presence influence trust- .

2019) content, social presence

(Harrigan et
al., 2021)

(Chang et al.,
2019)

presence

Bolstering trust and perceived usefulness
through atmospheric cues and peer
communication

Enhanced when tangibilization cues align with
regulatory focus

purchase intention
relationship

Impact on purchase intention

Increase in purchase
intentions

Atmospheric cues, peer
communication

Tangibilization cues,
regulatory focus

(zhao et al., Positive relationship with perceived benefits Substantial influence on . )

K L . . Perceived benefits
2020) and purchase intention in C2C e-commerce purchase intention
(Maia et al., The primary predictor of purchase intent in s- Pivotal role alongside " .

. . Competitive prices
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CONCLUSION

Understanding the complexity of trust and its various antecedents is essential for
businesses to tailor effective strategies that influence online purchase intentions and sales in the
realm of e-commerce. This research significantly enhances our comprehension of trust dynamics
in e-commerce, especially within emerging markets, by identifying crucial antecedents and
presenting a comprehensive framework. The practical implications are extensive, ranging from
encouraging positive online reviews and proactive reputation management to providing high-
quality product information, leveraging social commerce, and addressing security and privacy
concerns. On a theoretical level, this research contributes by offering a comprehensive
framework for understanding trust's role as a mediator between factors like service quality,
website quality, and reputation in online shopping. Nevertheless, it's important to acknowledge
limitations, such as potential exclusions due to title format criteria and reliance on specific titles
published between 2019 and 2023. Future research should strive for greater inclusivity by
incorporating the most recent publications and delving deeper into various aspects of consumer
behavior in e-commerce, including factors like satisfaction, loyalty, and post-purchase behavior,
for a more comprehensive understanding.
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