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Abstract 

 

This study experimentally investigates the effects of vendor-specific guarantees and customer 

reviews (1) on the formation of initial consumers’ trust—separating institutional and 

competence trust—and (2) on first-time consumers’ intentions to buy. In addition, we 

examine how differing levels of online shopping experience moderate the relationship 

between trust and consumers’ intentions to buy. The empirical results of the study reveal the 

relative effectiveness of the two vendor mechanisms, with vendor-specific guarantees having 

a more positive effect on institutional trust and customer reviews on competence trust. While 

our results also show that initial trust is a central concept in explaining consumers’ intentions 

to buy, we find that this relationship is more pronounced for competence trust in case when 

consumers are more experienced with online shopping. Meanwhile, institutional trust seems a 

necessary prerequisite for both experienced and inexperienced online shoppers to actually 

buy from an unfamiliar vendor. Our study provides important managerial implications that 

                                                
i
 This research did not receive any specific grant from funding agencies in the public, commercial, or not-for-

profit sectors. 
ii Corresponding Author, e-mail address: kristof.stouthuysen@vlerick.com 
iii Vlerick Business School, Reep 1, 9000 Ghent, Belgium; Kristof Stouthuysen declares that he has no conflict of 
interest. 
iv
 Vlerick Business School, Reep 1, 9000 Ghent, Belgium; Ineke Teunis declares that she has no conflict of 

interest. 
v Rotterdam School of Management, Erasmus University Rotterdam, Burgemeester Oudlaan 50, 3062 PA 
Rotterdam, The Netherlands; Evelien Reusen declares she has no conflict of interest. 
vi Ghent University, Tweekerkenstraat 2, 9000 Gent, Belgium; Hendrik Slabbinck declares that he has no 
conflict of interest. 



Download English Version:

https://daneshyari.com/en/article/6854073

Download Persian Version:

https://daneshyari.com/article/6854073

Daneshyari.com

https://daneshyari.com/en/article/6854073
https://daneshyari.com/article/6854073
https://daneshyari.com

