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ABSTRACT 

 

 

One of the reasons that customers do not make purchases from online merchants is because they do not trust them, 

which is a response that is frequently given by customers. It is more difficult to build reliability with clients in the 

setting of the online environment since there are no physical clues and there is no physical link between the parties 

involved. Therefore, it is crucial for businesses to obtain the information necessary to effectively manage the 

confidence that customers have in online buying. This trust is essential for businesses to maintain. In spite of this, 

it might be challenging for online vendors to acquire the trust of customers through the utilization of the internet. 

In order to acquire a more in-depth knowledge of the amount of confidence that clients have in online buying, this 

dissertation was created with the purpose of attaining that comprehension. The identification of major factors that 

lead to the growth of customer trust in online commerce was something that we were interested in. We carried out 

an empirical study with the purpose of evaluating how customers perceive the significance of several aspects that 

were chosen in order to make them feel trustworthy enough to make transactions online. The research investigation 

that we conducted revolved around these aspects as its foundation. The fundamental information was acquired by 

means of a questionnaire, and we made the decision to carry out our investigation by means of a survey as our 

method of inquiry. When we made our discovery, we found that there are a great many factors that contribute to 

the construction of trust. These factors are essential for clients to take into consideration when they are making 

purchases utilizing the internet. It is crucial to provide clients with a sense of security and privacy features in order 

to assure them that they will be able to make transactions online with complete assurance. Companies are unable to 

directly alter the level of trust that their customers have in them since there is no opportunity for them to do so. To 

accomplish this, all that is required of them is to fashion circumstances that motivate individuals to feel trusting of 

one another. A marketplace has the potential to be trustworthy; yet, in order for the marketplace to be trusted, the 

participants on the marketplace must first feel trust in order for the marketplace to be trusted. 

Keywords: consumer trust, e-commerce, online shopping, website security, social proof, transparency, 

customer service. 

 

INTRODUCTION OF THE STUDY 

 

The history of the dissertation is discussed in the first chapter of the dissertation in question. The objective of the 

research as well as the problem are discussed. In conclusion, the outline of the dissertation is presented, after which 

the constraints and research topics are determined. New technological advancements, such as the Internet, have 

brought about changes in the market. These changes have been brought about by the changes. The Internet 

provides a global network that connects millions of individuals and organizations, so establishing a global 

marketplace that offers enormous prospects for commercial enterprises. A growing number of businesses have 

realized the benefits of utilizing the Internet as a communication tool, which allows them to reach customers at any 

time and from any location. Additionally, this makes it possible for customers to conduct online searches and 
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obtain information about various items and services. E-commerce is a term that encompasses all transactions that 

take place online. The subject of our research is going to be electronic commerce, often known as e-commerce, and 

throughout this dissertation, we are going to talk about the trust that customers have in online commercial 

transactions. The phrase "business-to-consumer" (B2C) refers to the process by which a company or organization 

sells its goods or services to individuals for the purpose of personal consumption through the use of the internet. In 

today's world, business-to-consumer (B2C) encompasses not only online retailing but also services such as online 

banking, travel services, online auctions, health information, and real estate websites. Internet use is becoming 

increasingly ingrained in the routine activities of consumers on a daily basis. The World Wide Web provides 

customers with increased control over a variety of aspects of their life, including their time, information, 

communication, financial decisions, personal satisfaction, and contentment with their lives. Internet suppliers 

ought to make it possible for customers to exercise control. In order to meet their needs, consumers require 

products, services, systems, and ways of living that are convenient and save themselves time. To cite just one 

example, the online store must to be simple to access. 

 

Trust is given a high level of importance when it comes to the utilization of new technologies, such as the World 

Wide Web and online shopping. Uncertainty is a common emotion that people experience when confronted with 

novel approaches to completing tasks. Trust is a factor that is usually considered to be significant in the majority of 

social interactions that involve ambiguity and dependency. One of the reasons that customers do not make 

purchases from online merchants is that they do not trust them, which is a common response. As a result, there is a 

requirement for activities that foster trust and confidence on the internet. Consumers view concerns over their 

privacy and security as obstacles that prevent them from shopping online. Due to the fact that they are concerned 

about being a victim of online fraud, they insist that their identity and other personal information be kept hidden. 

When dealing with individuals or organizations that they have faith in, individuals are more likely to take risks. As 

a result of the anonymity, distance, and absence of physical interactions, the potential danger associated with 

online business is significantly higher. In the context of an online environment, many aspects of personal 

connection that are utilized in the offline environment, such as facial expression, gesture, and body language, are 

either lost or rendered irrelevant. When it comes to buying, many customers value the opportunity to physically 

touch objects and try them on before making a purchase. Therefore, it is essential to do research on online trust in 

order to figure out the reasons why people engage in or do not engage in activities related to e-commerce. 

 

In order for a transaction to take place, trust is a vital tool, and this holds true whether the transaction takes place 

offline or online. Both the websites of online retailers and the websites of those retailers themselves can serve as 

sources of trust in the context of online commerce. Therefore, it is essential for businesses to acquire the 

knowledge necessary to effectively manage the trust that customers have in online shopping. Despite this, it can be 

difficult for online suppliers to earn the trust of customers through the use of the internet. We believe that it would 

be fascinating to find out which characteristics are vital for creating consumer trust in the environment of online 

purchasing because of this reason. Our goal is to identify significant elements that contribute to the development of 

trust in online transactions by conducting a literature review on the subject of customer trust in e-commerce. 

Following the conclusion of our theoretical framework, we intend to provide a summary of the most significant 

elements that were discovered, as well as a summary of examples of what we refer to as trust establishing 

subfactors that are associated with each of the main components. We are going to make an effort to select a few of 

them to serve as a foundation for our empirical research, in which we plan to investigate how customers perceive 

the significance of the elements that have been chosen in order for them to feel confident enough to make 

purchases online. 

 

Consequently, in this paper, we will not only study the components of trust in the online world, but we will also 

provide an overview of the fundamental idea of trust. There are many reasons why it is challenging to describe the 
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concept of trust, one of which is that trust is always situation-specific. When academics talk about characteristics 

that can help to establish a sense of trustworthiness or that can decide whether or not customers will trust an 

Internet vendor or its website, they use a variety of phrases interchangeably. Some examples of these terms are 

elements, underlying dimensions, and determinants. Researchers in the field have not been able to come to an 

agreement on clear definitions of the terminology, which is the reason why such a wide variety of names are being 

used. 

 

RESEARCH OBJECTIVES 

Listed below are the research objectives that serve as the foundation for the dissertation:- 

 

✓ From the point of view of the consumer, how significant are particular aspects that the consumer must consider in 

order to feel confident about making an online purchase? 

✓ In order to gain insight into the purchasing patterns of clients who use the e-commerce portal. 

✓ In order to discover the current state of the e-commerce industry. 

✓ For the purpose of determining how customers feel about online shopping. 

✓ With the purpose of determining the extent to which clients are satisfied with various aspects of online shopping. 

✓ In order to determine the level of trust that customers have in online shopping 

 

RESERCH METHODOLOGY 

In the following section, the methodology that was chosen will be presented. It is discussed how the research 

methodology, philosophy, and strategy were developed. The process of collecting data, both primary and 

secondary, is finally described here. This includes both primary and secondary data. 

Within the context of the current generation, technology, in addition to the interests and preferences of customers, 

plays a function that is of considerable significance. A collection of different ways that are applied in order to 

assemble a variety of information concerning the various market segments of various items is referred to as 

"research methodology." The word "research methodology" refers to a collection of different approaches. For the 

purpose of gaining knowledge about their products and services, it is essential for each industry to have a research 

technique in place. 

The purpose of this study was to acquire a more in-depth understanding of the amount of trust that customers have 

in doing their purchasing online. We wanted to uncover elements that are vital for developing customer confidence 

in e-commerce, and we also wanted to examine how significant certain factors are for consumers to feel trusting 

enough to make purchases online. Both of these goals were important to us. As a result, the creation of any new 

theory or model was not considered to be our primary purpose. We conducted a search and analysis of the literature 

on consumer trust and Internet commerce in order to determine the factors that are pertinent to the establishment of 

trust. This was done in order to find the pertinent factors. The empirical research that we conducted was directed 

by the factors that were discovered to be relevant. In the course of the empirical inquiry, we were interested in 

identifying the degree to which particular features are significant from the point of view of the consumer. In order 

to acquire a clear picture of the thoughts that customers have regarding the topic, it appeared to be the most 

appropriate method to carry out a survey in the form of a questionnaire regarding the subject matter. A lot of 

studies have been conducted to explore the degree of trust that customers have in a specific online shop and the 

website that they use. However, the objective of our survey is to investigate the level of trust that customers have 

in e-commerce in general. 
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Research Design : 

Exploratory and descriptive Research. 

 

Sampling Design: 

Non Probability sampling- Convenience sampling 

 

Sample Size: 

200  Customers 

 

 

RESEARCH APPROACH 

The deductive and inductive research methodologies, which are the two basic research methods, can both be 

utilized to fulfill the goal of a study. Both of these methodologies are considered to be research methodologies. As 

an illustration of a deductive approach, consider the process of identifying hypotheses and concepts through the 

usage of the literature, which are then validated by the utilization of data. In a word, what it represents is the 

process of testing theory. Within the scope of this discussion, quantitative data is often utilized, which is the 

antithesis of an inductive procedure, which typically entails the utilization of qualitative data. If you want to 

develop ideas by examining the data that you have gathered, then you are employing an inductive approach to the 

problem that you are trying to solve. After you have established theories, you will subsequently compare them to 

the body of literature that is already available. To put it another way, it is a reference to the standard of 

construction. If you are using this technique, it is not as important to generalize as it is when you are using the 

deductive approach. If you are using this strategy, you should not generalize as much. It was determined that the 

deductive technique was the most appropriate one to use in order to guarantee that we were able to achieve the 

goals that we had set for ourselves with regard to our research. To put it another way, we started by doing a 

literature review in order to determine the factors that were significant. These factors were then put through 

empirical testing by means of the collection of quantitative data. The inductive technique was not relevant because 

we did not plan to construct a new theory. This meant that we could not use it. 

 

When it comes to the process of acquiring new information, researching philosophy refers to the manner of 

thinking that is involved. The researcher's perspective on the world is the matter at hand. Positivism, research 

realism, and interpretivism are the three most popular approaches of research philosophy. In the positivistic view, 

the researcher is viewed as an objective observer of the social world, and it is possible to draw broad 

generalizations based on the investigations that have been conducted. The researcher who strives for realism holds 

the belief that what the senses reveal is the accurate representation of reality. Real life exists in a manner that is not 

dependent on the human mind. According to Saunders et al. (2007), the interpretivistic researcher is of the opinion 

that the social world is too complicated to be able to draw general conclusions. Furthermore, the interpretivistic 

researcher believes that it is necessary to comprehend the differences that exist amongst humans in terms of our 

roles as social actors. As part of our investigation, we have taken a positivistic point of view. In other words, we 

have made an effort to maintain our impartiality and avoid having any impact or being influenced by the topic that 

we are investigating. On the other hand, it is impossible for us as researchers to avoid incorporating some of our 

own personal values. To a certain extent, the results of our investigation might be applicable to a wider range of 

situations. 
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ANALYSIS  

 

The results of the survey are analyzed in this chapter. In the beginning of the chapter, the findings of the 

questionnaire are shown, and then the chapter concludes with a discussion of the results. 

To obtain our primary data, we implemented a research approach that consisted of conducting a survey through the 

use of questionnaires. The objective of our questionnaire was to collect data regarding the manner in which 

customers evaluate the significance of particular aspects in order to establish a sense of confidence in their ability 

to make purchases online. Some of the factors that were discovered in our literature analysis served as the basis for 

the questions that were included in the questionnaire. Because we utilized convenience sampling, we maintained 

the selection procedure until we obtained the required sample size of 200 replies. We distributed the questionnaires 

in person and continued the process until we reached that point. Our ability to process and analyze the data that we 

gathered through the questionnaire was made possible by the fact that it was quantitative. We are going to present 

and talk about the results of the questionnaire in the parts that follow. 

Provides an indication of the attitudes held by the respondents with relation to the utilization of the Internet as a 

medium for shopping. For the purpose of providing the respondents with a range of choices, we presented them 

with three predetermined alternatives: a favorable opinion, a negative view, and no opinion at all. According to 

what was mentioned in our theoretical framework, the consumer's perspective on the ease of making purchases is a 

reflection of his or her attitude toward buying online. According to Chen and Dhillon (2003), this may be judged 

based on the degree to which consumers embrace the Internet as a new form of buying venue and the degree to 

which they find it particularly beneficial. In other words, the Internet offers consumers a new way to shop. The 

following is the background information that explains why we posed this question in the first place. 

 
 

Sixty-two percent of those who participated in the survey had a positive attitude toward the subject matter, whereas 

seventeen point five percent of them did not have any opinion on the matter. This illustrates that individuals have 

diverse viewpoints regarding the employment of the Internet and other forms of new technology. In view of the 

fact that 59% of the people who responded to this question were between the ages of 18 and 39, we believe that 

this may have been a factor that contributed to the outcome of this question. The people who fall under these age 

brackets are thought to have a more positive attitude about the Internet and online shopping, according to our firm 

belief. As a result of the overwhelming majority of positive opinions, we have arrived at the conclusion that 

shopping online is a kind of purchasing that is relatively acceptable throughout the world. 

 

124

41

35

Positive

Negative

No opinion
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Functionality is regarded as one of the most significant aspects by the majority of respondents (46.5%), and 38 

percent of respondents regarded it as being vital. In spite of this, the bulk of comments for "very important" are not 

particularly impressive. 

LIMITATIONS 

 

Irrespective of the fact that there are other methods of conducting business online, we have made the decision to 

focus completely on business-to-consumer e-commerce exclusively. Taking all of this into consideration, this is 

one of the constraints. B2C e-commerce, also known as business-to-consumer e-commerce, is a vast subject that 

can be investigated from a variety of other points of view. Our area of concentration has been limited to investigate 

the degree of trust that consumers have in the process of shopping online. Due to the fact that trust is a multifaceted 

concept, it is possible to experience it in a variety of different ways. 

We were needed to impose the restriction that we would only look at sources of literature that explore the topic of 

customer trust in relation to online shopping because this was the reason why we were forced to carry out this 

restriction. Furthermore, it is obviously difficult to cover all of the literature that is currently accessible on the 

issue. This subject is currently being researched. It was only possible for us to conduct the survey in a particular 

geographical area, which was the National Capital Region (NCR) of Delhi. This was due to the fact that we were 

limited in both time and money respectively. 

 

CONCLUSIONS 

 

 

One of the reasons that customers do not make purchases from online merchants is that they do not trust them, 

which is a common response. As a result, there is a requirement for activities that foster trust and confidence on the 

internet. In order for a transaction to take place, trust is a vital tool, and this holds true whether the transaction takes 

place offline or online. Trust is a multi-faceted concept that is difficult to accurately define. Every person has a 

unique level of trust that must be established before they are willing to take the plunge and engage in financial 

transactions online. The concept of trust is difficult to define because it varies from person to person. Individuals' 

histories, experiences, and expectations can all play a role in shaping their perceptions of trust, which can be 

altered by these factors. When it comes to online shopping, there are Internet sellers and their websites that have 

the potential to be trustworthy sources in and of themselves. Therefore, it is essential for businesses to acquire the 

knowledge necessary to effectively manage the trust that customers have in online shopping. Despite this, it can be 

difficult for online suppliers to earn the trust of customers through the use of the internet. 

2 1
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  Not important at all

Less important

Pretty important

Important

Very important

No opinion
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As a result of the anonymity, distance, and absence of physical interactions, the potential danger associated with 

online business is significantly higher. The online environment does not provide the same physical cues that are 

present in the traditional purchasing environment. These physical clues include the appearance of the store and the 

direct interaction with sales personnel, both of which have an impact on the consumers' sense of trust. Because of 

the absence of physical clues and the absence of physical connection in the online world, it is more difficult to 

develop trust with the customers. On the other hand, this presents a significant obstacle for businesses that are 

involved in online trade. For this reason, it is essential to identify the characteristics that contribute to the 

establishment of consumer confidence in online commerce. There is no way for companies to directly influence the 

level of trust that their customers have in them. All they need to do is create situations that inspire individuals to 

feel trusting of one another. There is the potential for a marketplace to be trustworthy; yet, in order for the 

marketplace to be trusted, the participants must first experience trust. When it comes to developing consumer trust 

in the context of online buying, we found it interesting to learn which criteria are vital to consider. This dissertation 

was written with the intention of gaining a deeper comprehension of the level of confidence that customers have in 

online shopping. The purpose of this study was to identify significant elements that contribute to the establishment 

of trust in online transactions by conducting a literature review on customer trust in e-commerce. We chose a few 

particular characteristics from these, and they served as the basis for our empirical research. Our goal was to 

investigate how customers perceive the significance of the factors that we chose, so that they would feel confident 

enough to make purchases online. 

It felt like the most appropriate technique to be able to acquire a picture of the many opinions that customers have 

on the problem, and that strategy was to conduct a survey in the form of a questionnaire. Gathering information on 

how customers assess the importance of various trust elements was the goal of the questionnaire that was 

distributed to them. Using the factors that were discovered in our literature research, we formulated the questions 

that were included in the questionnaire. However, the purpose of our survey was to investigate customer trust in e-

commerce in general, as opposed to the numerous earlier studies that focused on consumer trust in relation to a 

particular Internet vendor and the website of that vendor. 

 

When it comes to making purchases online, we have discovered that there are a great number of variables that 

contribute to the establishment of trust, which are important for the customers. In our opinion, the aspects that are 

significant for developing trust are contingent, to a certain extent, on the circumstances that are now occurring and 

the problems that customers are experiencing at all times. Concerns around one's personal safety and privacy are 

frequently cited as obstacles to internet shopping. Based on the findings of our survey, we were able to see that the 

subfactors that fall under the category of security, as well as those that fall under the category of privacy, received 

a significant number of responses on the option "Very important." This demonstrated that customers place a high 

level of priority on the safeguarding of their personal information and the protection of their privacy when making 

purchases online. In order for customers to feel trust in a website, the factors, information, and style of the website 

were not considered to be particularly crucial. We would like to emphasize that the objective of our dissertation 

was not to develop any new theory or model; rather, it was to get a deeper comprehension of the trust that 

customers have in online shopping. 
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