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ABSTRACT

This study investigates the mediating role of trust-to-mall and
trust-to-transaction as these concepts pertain to consumers’ usage intentions
of an online shopping mall. In addition, the theory of reasoned action (TRA)
and technology acceptance model (TAM) is utilized to explain why
perceived usefulness, enjoyment, perceived risk and subjective norm affect
consumers’ intention to use using structural equation modelling (SEM).
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1. INTRODUCTION

The Korea Consumer Agency', which is the largest consumer rights
protection organizations in Korea, announced an increased number of
consumer claims (2,231 in 2006; 4,076 in 2010; 82.7% increase) about
online transactions in 2010. This trend may cause consumers to distrust
online transactions, as consumer claims decrease the trust to online
shopping®. The motivation through which consumers establish trust
originates in uncertainty when consumers deal with vendors. Since
consumers require cognitive resources causing consumers to desire to build
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up trust to reduce uncertainty and complexity during transactions®, they start
to trust to reduce usage of cognitive resources. In an online shopping
situation, several characteristics of the transactions cause more uncertainty
to consumers® >,

Trust related to an internet shopping mall can be divided into
transactions and the virtual mall itself by adopting idea in retailing research
area®. In this study, we followed Pavlou’s’ definition of trust (p.74,);
therefore, TM and TT are the beliefs that consumers can be vulnerable to
malls and transactions by respectively considering the two types of trust.

We combined TRA and TAM to find antecedents of the model.
Chang and Chen® found a significant effect of trust of a website on purchase
intention.

Hla: TM positively affects INT.
H1b: TT positively affects INT.

We also investigated the effects of PU, ENJ, PR and SN on consumers’
intention through trust. Although many studies have shown that PU, ENJ,
PR and SN closely associated with intention®® ®° in an online shopping
context, other studies argue that trust mediates the effect of seller action on
consumers’ decision- making processes in the relationship marketing
context' 2,

H2: PU positively affects TM(a) PU positively affects TT(b).
H3: ENJpositively affects TM(a) ENJpositively affects TT(b).
H4: PR negatively affects TM(a) PR negatively affects TT(b).
H5: SN positively affects TM(a) SN positively affects TT(b).
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Figure 1. Research model
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2. METHODOLOGY AND FINDINGS

A survey (n =584) was used to investigate the relationships. The items
were based on findings of earlier studies” ' ** **. We verified acceptable
levels of reliability and validity using LISREL8.54. All hypotheses were
provided except for H1b, H2b H3b. This may have been due to differences
in individual preferences as regards transaction. Surprisingly, TT has no
relationship with INT, this may be due to more direct effect of TT on INT.

Table 1. Hypothesis test

Hypothesis Standardized Coefficient Results
Hla 0.51* Yes
H1b -0.01 No
H2a 0.21* Yes
H2b 0.07 No
H3a 0.19*** Yes
H3b 0.19 No
H4a -0.13*** Yes
H4b -0.17** Yes
H5a 0.19** Yes
H5b 0.28*** Yes

Note: ***p < .001, **p < .01, *p < .05; GFI = 0.85, NFI = 0.93, CFI = 0.93,
RMSEA = 0.088

3. Conclusions

The online shopping mall operators should recognize the existence of
two trusts. We revealed the role of trust as a mediator and factors in other
models affect trust we proposed. We concluded that operators have to
configure their malls well to enhance TM rather than to enhance transaction.
Except for SN, PR, all antecedents only affect TT and TM has a significant
effect on INT. However, this does not mean the less importance of a secure
transaction. Due to the development of online transaction security,
consumers may start to focus more on shopping mall. If malfunction
happens, consumers may get back to concentrate on shopping all. The
limitation of this study is no empirical data of other ethnic groups. The
future research may complement the limitation.
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