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Abstract: The primary purpose of this study is to clarify the nature links of prior experience and trust in 

information source on switching intention. Investigating the relationship among those variables are critical for 

marketers to gain valuable information about consumer decision process to switch. However, the study 

examining and comparing the relation of these variables in service based context are paucity. The present study 

attempts to test alternative competing models which reflect divergent causal processes in context of 

telecommunication business provider in Indonesia. The hypotheses are tested through a Smart PLS2.0 from 287 

respondents in Jakarta, Indonesia. The results provide some evidences that both prior experience and trust in 

information source were significant predictors for switching intention. Trust in information source has 

moderation effect rather than mediation effect of prior experience on switching intention. Theoretical and 

managerial implications are discussed. 
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I. Introduction 
The issues on consumer decision process are the area that interesting to be discussed, including how 

consumers switch from one service provider to another[1]. Switching behavior relies on consumer decision-

making process, and this kind of process is believed to have essential factor to influence enterprises‟ success in 

the market [2]. [3] proposed some factors that could push consumer intention to switch such as satisfaction, 

quality, value, price, commitment and trust. Those factors have been the object of marketing researchers as well 

as business practitioners. This paper only focuses on two factors that are hypothesised influence switching 

intention, namely trust in information sources and past experience. Since in making decision process, consumers 

will utilise the information due to switch from one service provider to another has cost implication that must be 

considered [4].  

Indonesia has the big five telecommunication companies that share the market with millions of 

customer, the players are Telkomsel, Indosat Ooredoo, XL Axiata, Smartfren and Hutchison Tri. The market 

share for all providers can be seen in Figure. 1 below: 

 

 
Figure 1: The Number of Indonesia Cellular Customers 2016 

Source: Nusantara Kini [5] 

 

As the nature of industries, the market players are competing each other to gain customer, they attempt 

to reach more target customers by promoting their services through multichannel. On the other hands the 

customer as a target has many choices of information to make decisions to switch when they found the more 

valuable services. So this industry is suitable as an object to test among variables with some reasons. First, 

telecommunication is credence service so the existence of information and also experiences are essential 
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variables when a customer evaluates the quality of service. Second, since the customers unable to judge the 

quality of the service before consumption [6] than it will provide the dynamic facts how customers combining 

their information sources before making decision. Third, understanding the way customers utilize the source of 

information and their experience in telecommunication context will provide good insights for creating 

innovative communication strategy. 

Furthermore, it able be explained that when searching for information, a consumer will be confronted 

with a variety of options, from own experiences, advertising, peers‟ opinion, direct information from credible 

parties, etc. Since, switching behavior is not a simple process, it is interesting to investigate the way consumers 

trust in information sources that will influence their intention to switch. In the context of consumer decision 

related information, consumer sources can be classified into two main types, internal and external. Both of them 

are used by consumers to get information. Internal search is basically related to consumer‟s memory scan [7] 

which is consumer past experience that stored in his memory will be the first base to get the certain information. 

Hence, before switch to a certain service provider, he will first retrieve internal information that had been 

accumulated from his past experience. However, when he feels lack of it then will rely on the information from 

the circumstances [8]. External information sources can come from individual sources, such as friends, experts, 

salesperson or it will come from impersonal such as in store display and trading reports [9]. [10] argued that 

consumer may combine between past experience and external sources of information during decision making 

process.  

Consumers will consider the sources that are trusted. The trustworthiness of information source refers 

to the level of expertise of information source, it is also associated to how consumer perceived, understand and 

respond the information [11]. To sum up internal source refers to the experience and knowledge which is 

memory as the center, while in external source can be gathered from variety of sources from the environment. 

So it can be explained that when a consumer faces a difficulty, he will scan his memory first to find a potential 

solution. Success in finding a solution depends on the availability or the quality of prior experience in his 

memory.  If a consumer cannot find a solution from internal search he will look beyond his memory from new 

information source to aid him in making decision.  

This current study will investigate how prior experience as internal source and trust of information 

sources as external source will affect consumer intention to switch in telecommunication service sector. To 

examine the link among variables the author proposed three competing model to deepen understanding about 

this issue. It is expected that the findings of this study will contribute to our knowledge of the consumer decision 

process in service context. For the decision makers, and marketers, this study will enrich their perspectives to 

improve information program to help consumers. This study offering covers the answers to the following three 

relevant questions: 

‒ How do prior experience and trust in information sources effects switching intentions?  

‒ Does trust in information sources have a mediating function between prior experience and switching 

intentions? 

‒ Does trust in information sources has moderation effect between prior experiences and switching 

intention? 

 

II. Literature Review and Hypotheses 
Following previous literatures, the authors assume that an individual actual behaviour is affected by 

intention. This argument based on the theory of planned behaviour (TPB) [12] and its extension, such as the 

technology acceptance model (TAM) and the theory of reasoned action (TRA). TPB is the most commonly used 

theory by utilizing its factors as the antecedents of intention. These theories also can be used to capture the 

range of behaviour in various contexts including switching intention in services area. As mentioned above, this 

paper examines the relationship among past experience, trust of information source and intention to switch in 

telecommunication provider in Indonesia. The authors propose three competing model to explore the nature of 

relations among those variables. 

The scholars had been attempted to explain the switching intention with all of its complexity since the 

1940s in which the science of marketing approach adopted scientific of economics to explain the phenomenon 

of buying behavior [13]. As we know a model is an abstraction of reality, it is a schematic that seeks to 

demonstrate the essential elements of a large system [13]. In short, from the models we can gain an overview of 

the theoretical constructs of reality including in explaining consumers' switching decisions. From this 

perspective, [13] explained that a model has at least two major functions in consumer behavior context, namely: 

1) Describing a simple form of the various market parameters that can influence the purchase decision, 2) 

Enabling predictions of the likely outcome from the application of specific marketing strategy. On the other side 

[14] emphasized that a quality model has at least three criteria, namely relevance, comprehensibility, and 
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validity. These criteria can be guidance for the decision maker and researchers in developing models of 

consumer behavior, particularly to avoid the complicated model that difficult to understand.  

 

2.1 The Three Competing Models 

[15] recommended to compare the result of the model that is proposed with other alternatives, while 

[16] and [17] had analysed the mediating function and compared their proposed model with other rival direct-

effects models. For this reason, the authors will examine the three models with different relation among them. 

As presented in Figure 2 below, Model 1 represents testing the direct impact of prior experience and trust in 

information sources on switching intention that the authors expect those variables will have significant effect. 

Model 2 represents the mediating role of trust in information sources. It explains in addition to have a direct 

effect on switching intention, the effect of prior experience on switching intention is also mediated by trust in 

source of information. Meanwhile, Model 3 proposed the argument that trust in information sources will 

moderate the relationship between prior experience and switching intention. 

 

 
Model 1 

 

 

 
Model 2 

 

 

 
Model 3 

Figure 2: Three Proposed Competing Model 

 
There are two main variables that employed as determinant of switching intention in this study namely 

prior experience and trust of information sources. The role of those variables on switching experience will 

explain below followed by hypotheses. 

 

2.2 Direct effect of prior experience and trust in information sources on switching intention 
[3] found that switching intention in service provider has a positive link to consumers‟ past experience. 

This was in line with [18] argued that consumers' past experience will influence their subsequent behavioural 

intentions. Since prior experience becomes one of issues in switching activity [3], particularly in the internal 

search which all experiences in the past that are stored in memory will be recalled when a consumer need to 

obtain the information about certain services provider. When he cannot find the suitable solution, he will refer to 

external sources even if consumers are likely to reduce external search activity since it is quite expensive and 

costly [19], [9]. However, the dynamic and changing in marketplace provide a lot of information, some of them 

are costless with little effort so they do not need to evaluate all of information before they intend to make a 
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choice [9]. That is the reason why prior experience as part of internal sources [20], and source of information as 

external sources have complementary role to influence switching intention. So the authors presented the 

hypotheses as below: 

 

Hypothesis 1: Prior experience and trust in information sources have positive effect on switching intention. 

 

2.3 Mediation effect of trust in information sources on switching intention 

Previous researches have shown that the level of trust on producers affect consumers‟ intention to make 

and use of their products [21], [22],[23]. Naturally, when a consumer recognizes a problem, he begins searching 

for information to find a possible solution. He is able to acquire information from many sources. In other words, 

there are two main sources of information, namely internal and external. Internal search related with consumer‟s 

memory scan [7], it involves retrieving relevant information stored in memory before making decision [24]. 

When a consumer experiences problem recognition, he will seek for information internally first to find the 

relevant answers about the problems. However, the success in finding relevant information on the internal 

search depends on the availability and quality of prior experience that consumers have in memory. When a 

consumer feels lack of information he will seek new information from the environment [8]. It means that, if a 

consumer feels unconfident about their knowledge of the products, they will refer to another source that they 

trusted. In other words, trust can reduce uncertainty that is therefore essential for commerce. Several studies 

have postulated that trust serves an essential role to fascinate consumer decision [25] and it has been known as 

mediating variable in many studies, including in marketing[16], and the service [26]. Then we proposed 

hypotheses below: 

 

Hypothesis 2: Trust in information sources has mediation role between prior experience and switching 

intention. 

 

2.4 Moderation effect of trust in information sources on switching intention 

Previous study has examined the critical role of trust. [21] argued that trust is a complex expression 

because human beings do not recognize what the purposes and intentions of others. While [27] explains that it is 

a probability of individual behavior in the society in where he lives and it can be bestowed by a person, a 

product, a business organization, a government or other professional roles. Furthermore, [28] found that trust 

has a significant influence on repeat purchase intention, and habit as accumulation of past experience exerts a 

negative moderating effect on the relation between trust and repeat purchase intention. In other word their 

interaction shows that there is a trade-off between them. A stronger past experience will decrease the effect of 

trust on repeat purchase intention. In other word the existence of prior experience will reduce the effect of trust 

on intention. Then we proposed hypotheses: 

 

Hypothesis 3: Trust in information sources negatively moderates the relationship between prior experience and 

switching intention. 

 

III. Methodology 
This study applied quantitative approach, with data derived from questionnaires that have been used in 

previous studies [29]. Firstly, the authors prove the hypothesis from several theoretical backgrounds to ensure 

the results were pursued [29]. Furthermore, analysis was conducted with expectation that there will be a new 

finding that could enrich the theory and literature extensively. Self-administered survey method in the form of 

convenience surveys technique was used. The survey was conducted in Jakarta, Indonesia. The voluntary nature 

of the participation was explained verbally as well as being indicated in the survey questionnaire and they could 

return the questionnaires immediately. There are three constructs with a total of 14 items and all questions were 

measured using 7-point Likert scale. First part of the questionnaire is used to collect demographic background, 

and the second part elaborates the independent variables and dependent variable that would be examined in this 

study. A total of 300 sets of questionnaires were distributed during October to December 2018. However, there 

were 13 pieces of questionnaires were considered unusable because they were incomplete. Data processing has 

employed SmartPLS 2.0 to verify the hypothesis based on the three proposed models. According to [29] PLS 

has a powerful technique for measuring a structural model and measurement models due to the minimal 

demands on sample size, residual distribution and also measurement scales. Moreover, PLS is also able to solve 

the issue of formative and reflective indicators, and can be used not only to confirm the theory but also in a 

predictive relationships context. Furthermore, PLS is able to perform a thorough analysis of the measurement 

and the structural model that allows measurement errors in observed variables to be analysed as an integral part 

of the model in a single operation [30]. 
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3.1 Constructs Measurement 

Measurement of the construct defines a construct by providing actual measure, for example, the value 

or number on the scale, so that it can describe a variable [31]. Therefore, a research is necessary to distinguish 

between the constructs and variables, operationalize the constructs to be measured can be done by looking for 

behavioral aspects of these constructs, which are then converted into elements that can be observed and 

measured [29]. Table 1 below describes more detail regarding measurements for each construct used in this 

study, namely prior experience is measured by four indicators which the first two items are adapted from [32] 

and the rest of them from [3]. Furthermore, all indicators for trust in information source are adapted from [33] 

and the three items for Switching Intention are cited from [34]. 

 

Tabel 1. Constructs Measurement 

Variables Definition Measurements 

Prior experience Prior experience as past experience 

that the consumer has with various 

services or at least a perception of 

what the other offerings might 

deliver [35]. 

 

‒ I have switched service provider often in the 

past (PE1) 

‒ I have a lot of experiences in switching among 

service providers (PE2) 

‒ I have often searched for information from one 

service provider to another (PE3) 

‒ I have a lot of experiences searching 

information from one service provider to 

another (PE4) 

Trust in 

information 

source 

 
 
  

Trust in information source is the 

feeling that a person or entity that 

generates, encodes or transmit 

information to receiver will 

accomplish promises [36] 

‒ You think information source is trustworthy 

(TR1)  

‒ You think information source is accurate 

(TR2) 

‒ You think information source is factual (TR3) 

‒ You think information source is truthful (TR4) 

‒ You think information source is 

knowledgeable (TR5) 

‒ You think information source has 

responsibility to provide good information to 

the public (TR6) 

‒ You think information source has a good track 

record of providing information (TR7) 

Switching 

Intention 

Customer switching intention refers 

to the intention of customers‟ 

migration from one provider to 

another [37]. 

‒ I intend to switch the service provider in the 

future (INT1) 

‒ I predict I would switch the service provider in 

the future (INT2) 

‒ I plan to switch the service provider in the 

future (INT3) 
(Likert 7-point scale: 7 = strongly agree, 1 = strongly disagree). 

 

IV. Analysis and Results 
4.1 Descriptive Statistics 

In general, respondents‟ characteristic of telecommunication provider indicates that the majority of 

samples are male (68%), the accumulation of age between 17-34 takes more than 60% of sample. Respondents 

educational status are varied respectively: Vocational qualifications (5%), Bachelor Degree or equivalent (35%), 

Still studying (17%), No formal qualifications (15%), and other (3%). The complete profile can be seen in table 

2 below. 

 

Tabel 2. Respondents characteristic of telecommunication provider 

Characteristic Freq. % 

Age 17-24 84 33% 

25-34 71 28% 

35-44 57 23% 

45-54 34 13% 

55-59 27 11% 

60-64 10 4% 
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65+ 4 2% 

Gender Male 171 68% 

Female 116 46% 

Qualifications     A. Vocational 13 5% 

B. Bachelor Degree or equivalent 89 35% 

C. Vocational qualifications 98 39% 

D. No formal qualifications 37 15% 

E. Still studying 43 17% 

F. Other 7 3% 

 

4.2 Measurement Model Assessment 

The analysis carried out in two stages of testing such as the measurement models followed by the 

structural model assessment. The following are the stages of testing measurement models that include individual 

item reliability test, internal consistency test, and discriminant validity test: 

 

4.2.1 Individual item reliability test 

Initial input path diagram produced by Smart PLS2.0 corresponding with the research model produces 

output with only one indicator‟s value lower than 0.70, whereas it is recommended greater than 0.70 [34]. So 

that the indicator of TR2 removed from the model for the next process. Table 3 below describes the final results 

of all items with factor loadings greater than 0.70 indicating a good correlation between the indicators and the 

factor grouping they belong to. 

 

Tabel 3. Outer model (weights of loading) 

Indicators 

Prior 

experience 

(PE) 

Trust in information 

sources (TR) 

Switching 

intention (INT) 

‒ PE1 0.7102   

‒ PE2 0.7652   

‒ PE3 0.7864   

‒ PE4 0.7111   

‒ TR1  0.7599  

‒ TR3  0.8326  

‒ TR4 

 

0.8368  

‒ TR5 

 

0.7928  

‒ TR6 

 

0.8257  

‒ TR7 

 

0.7601  

‒ INT1 

  

0.8616 

‒ INT2 

  

0.8106 

‒ INT3. 

  

0.7525 

  

4.2.2 Internal Consistency Test 

Internal consistency was calculated using composite reliability and Cronbach's alpha. Composite 

reliability relies on the actual loadings to construct the factor score. In Table 4 below the entire values of 

composite reliability for all constructs > 0.70, so they can be accepted [38]. Also, the value of Cronbach‟s Alpha 

meets the standard of reliability that be suggested the minimum cut-off score 0.70 and higher [34]. 

 

Table 4. Internal Consistency Test 

Construct 
Cronbach 

Alpha 

Composite 

Reliability 

PE 0.8957 0.8978 

TR 0.8919 0.9729 

INT 0.9841 0.9115 

   

4.2.3 Discriminant Validity Test 

Discriminant validity describes the diversity of two factors are statistically different [30]. The first 

prerequisite to be met in this test is the value of average variance extracted (AVE) should be greater than 0.50 

[38]. The AVE value higher than 0.50 indicates that more than 50% of the variance of the measurement items 

can be explained by the construct [39]. In Table 5 shows that all value meets the criteria of higher than 0.50. 
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Table 5. Discriminant Validity Test 

Correlation of Latent Variables and AVE values 

 PE TR INT AVE 

PE 0.826   0.682 

TR 0.716 0.744  0.554 

 INT 0.630 0.710 0.756 0.571 

Diagonal values are the square root of AVE, these values should exceed the value of inter construct correlations. 

 

The next requirement for discriminant validity is by examining the correlation between variables whether are 

lower than the square root of the average variance extracted [39]. In the Table 4 shows that all values of the 

square roots of each AVE values are greater than the value of the other variable correlation.  

 

4.3 Structural Model Assessment 

The measurement model test has been shown that the model has been sufficient to meet the 

requirements. The structural model assessment was employed to look that proposed hypothesis are whether or 

not accepted in this research. Furthermore, the measurement of the structural model contains estimating path 

coefficient and R Square value which is those values indicate the model fit [40]. The Table 4 below shows the 

description of the path coefficient, level of significance and the value of R square. It shown that most of the 

research hypotheses are significant, it means that the independent variable has an influence on its dependent 

variable. R Square value reflects how well of the variance in each construct is explained by independent 

variable, for instance R
2
-square value of Model 1 = 0.408 shows that 40.8% of the variance INT can be 

explained by changes in the variable PE and TR, which is Model 1 values have a higher value than others. To 

sum up, direct effect of prior experience and trust information sources (model 1) and the interaction prior 

experience and trust information sources on switching intention (model 3) were accepted, while mediation affect 

(model 2) was rejected. 

 

Table 6. Structural Model Assessment 

Latent Model 1 Model 2 Model 3 

PE  INT 0.491** 0.491** 0.439** 

TR  INT   0.316 ***  0.256 ** 0.265** 

PE  TR            0.031  

PE*TR  INT   0.289** 

INT R
2
        0.408           0.325                    0.241 

    ***p<0.001; **p<0.01 

 

V. Discussion and Conclusions 

This study employed three comparative model for understanding how prior switching experience and 

trust of information source influence switching intentions. From three proposed model direct effect (model 1) 

and moderation effect (model 3) were accepted, while mediation effect (model 2) was rejected. It appears in 

Model 1 that prior experience and trust in information source have complementary role with prior experience to 

influence switching intention, this result is different with [30] [21] that found both familiarity as accumulation 

of experiences and trust have strong predictor for purchase intention. Meanwhile, there are not significant 

mediation link among variables as proposed in model 2. This finding is different with previous research, for 

example study that conducted by [41] that found a mediation role of trust in purchasing context between 

purchasing experience and intention to purchase. Furthermore, in model 3 indicates the existence of moderation 

effect between prior experience and trust in information source on switching intentions. This finding in line with 

[28] that found habit as moderator the link between trust and repeat purchase intention. 

Furthermore, examining the link between prior experience, trust and intention in three different models 

with empirical data, this study provides several contributions. First, the finding relation between prior 

experience and trust in information source upon switching intention need to consider the nature of service. Since 

telecommunication provider as a kind of credence service [42] that difficult to evaluate even after consumption, 

our finding shows that a consumer tends to use both their prior experience and source of information. The logic 

of this finding is since credence-based service associated with higher perceived risk, a consumer more likely to 

combine personal based information and external information rather than only rely on personal experience or 

information from external sources. This argument is in line with [10] study which indicated that buyers of pure 

services prefer and use personal information more than buyers of product with low service attributes. Likewise, 

[18] emphasised that consumers' past experience behaviours will influence their subsequent behavioural 
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intentions, and to reduce risk in service, consumer can seek additional information about or service [43] from 

the relevant sources.  

Second, the appearing of moderation effect (model 3) is interesting since trust serves as threshold 

variable [44], [45]. It means that trust of information source is still the main factor in stimulating consumer‟s 

intention to switch. On the other hand, when the prior experience is weak, then the information sources will 

dominate the influence on switching intention. Third, service provider switching intention can have a significant 

impact on a company [3], so understanding the relation and effect among variables presented, will give 

marketers some opportunities to design more effective information for their consumer. For instance, developing 

an innovative acquisition program or providing information in different range of alternatives.  

 

VI. References 
[1] P. Gerrard and J. B. Cunningham, “Consumer switching behavior in the Asian banking market,” J. 

Serv. Mark., vol. 18, no. 3, pp. 215–223, 2004. 

[2] X. Peng, Y. Chris, and Q. Zhu, “Computers in Human Behavior Investigating user switching intention 

for mobile instant messaging application : Taking WeChat as an example,” Comput. Human Behav., 

vol. 64, pp. 206–216, 2016. 

[3] H. S. Bansal, S. F. Taylor, and Y. S. James, “" Migrating " to New Service Providers : Toward a 

Unifying Framework of Consumers ‟ Switching Behaviors,” J. Acad. Mark. Sci., vol. 33, no. 1, pp. 95–

115, 2005. 

[4] R. Vazquez-Carrasco and G. R. Foxall, “Positive vs . negative switching barriers : the influence of 

service consumers ‟ need for variety,” J. Consum. Behav., vol. 379, no. August, pp. 367–379, 2006. 

[5] “Nusantara Kini.pdf.” Nusantarakini.com, Jakarta, 2017. 

[6] Z. H. Almutawa, N. Muenjohn, and J. Zhang, “Article Information,” Int. J. Qual. Reliab. Manag., vol. 

35, no. 3, pp. 656–677, 2018. 

[7] J. G. Lynch, Jr. and T. K. Srull, “Memory and Attentional Factors in Consumer Choice: Concepts and 

Research Methods,” J. Consum. Res., vol. 9, no. 1, p. 18, 2002. 

[8] D. R. Lehmann and W. L. Moore, “Validity of Information Display Boards: An Assessment Using 

Longitudinal Data,” J. Mark. Res., vol. 17, no. 4, p. 450, 2006. 

[9] J. D. Lindquist and M. J. Sirgy, Shopper, Buyer, and Consumer Behavior: Theory, Marketing 

Applications and Public Policy Implications. Cincinnati, OH: Atomic Dog/Cengage Learning, 2009. 

[10] K. B. Murray, “A Test of Services Marketing Theory: Consumer Information Acquisition Activities,” 

J. Mark., vol. 55, no. 1, p. 10, 1991. 

[11] A. R. Fragale and C. Heath, “Evolving Informational Credentials: The (Mis)Attribution of Believable 

Facts to Credible Sources,” Personal. Soc. Psychol. Bull., vol. 30, no. 2, pp. 225–236, 2004. 

[12] I. Ajzen, “The Theory of Planned Behavior,” Organ. Behav. Hum. Decis. Process., vol. 50, pp. 179–

211, 1991. 

[13] P. Chrisnall, Strategic business marketing. New Jersey: Prentice Hall, 1995. 

[14] D. Westwood, D. Beazley, and T. Lunn, “The trade-off model and its extensions,” Mark. Res. Soc. 

Journal., vol. 39, no. 1, pp. 1–18, 2018. 

[15] R. P. Bagozzi and Y. Yi, “On the evaluation of structural equation models,” J. Acad. Mark. Sci., vol. 

16, no. 1, pp. 74–94, 1988. 

[16] R. M. Morgan and S. D. Hunt, “The Commitment-Trust Theory of Relationship Marketing,” the 

Journal of Marketing. pp. 20–38, 1994. 

[17] M. P. Pritchard, M. E. Havitz, and D. R. Howard, “Journal of the Academy of Marketing Science 

Analyzing the Commitment-Loyalty Link in Service Contexts,” J. Acad. Mark. Sci., vol. 27, no. 3, pp. 

333–348, 1999. 

[18] J. Ganesh, M. J. Arnold, and K. E. Reynolds, “Understanding the customer base of service providers: 

an examination of the differences between switchers and stayers,” J. Mark., vol. 64, no. July, pp. 65–

87, 2000. 

[19] K. Trantopoulos, G. Von Krogh, M. W. Wallin, and M. Woerter, “External Knowledge and 

Information Technology: Implications for Process Innovation Performance,” MIS Q., vol. 41, no. 1, pp. 

287–300, 2017. 

[20] C. C. Bienstock, “Understanding buyer information acquisition for the purchase of logistics services,” 

Int. J. Phys. Distrib. Logist. Manag., vol. 32, no. 8, pp. 636–648, 2002. 

[21] D. Gefen, E. Karahanna, and D. W. Straub, “Inexperience and experience with online stores: The 

importance of TAM and trust,” IEEE Trans. Eng. Manag., vol. 50, no. 3, pp. 307–321, 2003. 

[22] D. Gefen and D. W. Straub, “Consumer trust in B2C e-Commerce and the importance of social 

presence: Experiments in e-Products and e-Services,” Omega, vol. 32, no. 6, pp. 407–424, 2004. 



International Journal of Latest Engineering and Management Research (IJLEMR) 

ISSN: 2455-4847  

www.ijlemr.com || Volume 04 - Issue 07 || July 2019 || PP. 18-26 

www.ijlemr.com                                                       26 | Page 

[23] P. A. Pavlou and D. Gefen, “Building effective online marketplaces with institution-based trust,” Inf. 

Syst. Res., vol. 15, no. 1, 2004. 

[24] R. Blackwell, C. DSouza, M. Taghian, P. Miniard, and J. Enge, Consumer behaviour: an Asia Pacific 

approach. South Melbourne, Vic: Thomson, 2006. 

[25] B. C. Rozich, J. B. Kenworthy, A. Voci, and M. Hewstone, “What‟s past is prologue: Intergroup 

emotions and trust as mediating the links between prior intergroup contact and future behavioral 

tendencies,” TPM - Testing, Psychom. Methodol. Appl. Psychol., vol. 25, no. 2, pp. 179–191, 2018. 

[26] D. Sirdeshmukh, J. Singh, and B. Sabol, “Consumer Trust, Value, and Loyalty in Relational 

Exchanges,” J. Mark., vol. 66, no. 1, pp. 15–37, 2002. 

[27] B. Barber, The Logic and Limits of Trust. New Brunswick, NJ: Rutgers University Press, 1983. 

[28] C. M. Chiu, M. H. Hsu, H. Lai, and C. M. Chang, “Re-examining the influence of trust on online repeat 

purchase intention: The moderating role of habit and its antecedents,” Decis. Support Syst., vol. 53, no. 

4, pp. 835–845, 2012. 

[29] U. Sekaran, Research Methods for Business: A Skill Building Approach. USA: John Wiley and Sons, 

2005. 

[30] D. Gefen, D. Straub, and M.-C. Boudreau, “Communications of the Association for Information 

Systems Structural Equation Modeling and Regression: Guidelines for Research Practice,” Commun. 

Assoc. Inf. Syst., vol. 4, no. 1, pp. 1–77, 2000. 

[31] G. Ghauri, “Designing and Conducting Business Studies in International Business Research,” pp. 1–18, 

2009. 

[32] A. C. Y. Hou, C. C. Chern, H. G. Chen, and Y. C. Chen, “„Migrating to a new virtual world‟: 

Exploring MMORPG switching through human migration theory,” Comput. Human Behav., vol. 27, 

no. 5, pp. 1892–1903, 2011. 

[33] L. J. Frewer, C. Howard, D. Hedderley, and R. Shepherd, “What determines trust in information about 

food-related risks? Underlying psychological constructs.,” Risk Anal., vol. 16, no. 4, pp. 473–86, 1996. 

[34] V. Venkatesh, M. G. Morris, G. B. Davis, and F. D. Davis, “User Acceptance of Information 

Technology: Toward a Unified View,” MIS Q., vol. 27, no. 3, pp. 425–478, 2003. 

[35] M. Kalamas, M. Laroche, and A. Cézard, “A model of the antecedents of should and will service 

expectations,” J. Retail. Consum. Serv., vol. 9, no. 6, pp. 291–308, 2002. 

[36] J. A. Alexander, L. R. Hearld, R. Hasnain-Wynia, J. B. Christianson, and G. R. Martsolf, “Consumer 

trust in sources of physician quality information,” Med. Care Res. Rev., vol. 68, no. 4, pp. 421–440, 

2011. 

[37] D. H. Shin and W. Y. Kim, “Forecasting customer switching intention in mobile service: An 

exploratory study of predictive factors in mobile number portability,” Technol. Forecast. Soc. Change, 

vol. 75, no. 6, pp. 854–874, 2008. 

[38] C. Fornell and D. F. Larcker, “Evaluating Structural Equation Models with Unobservable Variables 

and Measurement Error,” J. Mark. Res., vol. 18, no. 1, pp. 39–50, 1981. 

[39] D. J. Kim, D. L. Ferrin, and H. R. Rao, “A trust-based consumer decision-making model in electronic 

commerce: The role of trust, perceived risk, and their antecedents,” Decis. Support Syst., vol. 44, no. 2, 

pp. 544–564, 2008. 

[40] John Hulland, “Use of partial least squares (PLS) in strategic management research: A review of four 

recent studies,” Strateg. Manag. J., vol. 20, no. 2, p. 195, 1999. 

[41] J. Weisberg, D. Te‟eni, and L. Arman, “Past purchase and intention to purchase in e-commerce: The 

mediation of social presence and trust,” Internet Res., vol. 21, no. 1, pp. 82–96, 2011. 

[42] K. Mitra, M. C. Reiss, and L. M. Capella, “An examination of perceived risk, information search and 

behavioral intentions in search, experience and credence services,” J. Serv. Mark., vol. 13, no. 3, pp. 

208–228, 1999. 

[43] K. E. Crocker, “The influence of the amount and type of information on individuals‟ perception of 

legal services,” J. Acad. Mark. Sci., vol. 14, no. 4, pp. 18–27, 1986. 

[44] H. Van Der Heijden, T. Verhagen, and M. Creemers, “Understanding online purchase intentions: 

Contributions from technology and trust perspectives,” Eur. J. Inf. Syst., vol. 12, no. 1, pp. 41–48, 

2003. 

[45] D. Johnson and K. Grayson, “Cognitive and affective trust in service relationships,” J. Bus. Res., vol. 

58, no. 4, pp. 500–507, 2005. 
 


