
 
 

 
 
 
 
 
 
 
 
 
 

Anna Hveem & Josefine Szasz  
 

 
Third-party certifications 
influence on online trust  

 
A quantitative study of the Swedish customers 

perspective 
 
 
 
 
 

Business Administration 
Bachelor’s Thesis 

15 ECTS  
 
 

 
 
 

Term: Fall 2018 
Supervisor: Bertrand Pauget  



 
  



Acknowledgements 
As a starting point of this Bachelor’s thesis, we would like to express our sincerest 
gratitude to all the people who have helped and supported us along the way.	
	
First, we would like to extend our thanks to our supervisor Professor Bertrand 
Pauget for his encouragement when things got challenging. We also appreciate his 
invaluable advice and useful feedback to help us develop our Bachelor’s thesis.	
	
Secondly, we also want to thank all the participants of the self-completion 
questionnaire for providing us with the necessary data to successfully carry out our 
thesis. In addition to the participants, we want to extend our appreciation towards 
the participants of our seminars for providing us with helpful feedback and 
comments.	
	
Finally, we would like to say a big thank you to our friends and family for 
supporting us while writing this thesis, for being willing to share our survey on their 
social media, and for providing help when needed.	
	
Karlstad Business School January 2019,	
	
	
	
	
______________________ _______________________	
Anna Hveem   Josefine Szasz	
 
  



Abstract 
The world has become more digitized only in recent decades, and e-commerce is a 
fast growing market. A vital hurdle online vendors has to overcome is lack of 
perceived trust and is a common reason why consumers do not complete their online 
purchases. There are several factors that influence consumers perceived trust but 
this paper examined two technological features, third-party trust seals and third-
party e-commerce payment solutions. The purpose of the thesis was to examine if 
the two trust certification have an influence on consumers perceived trust to 
complement earlier research regarding perceived online trust and e-commerce.	
 
The study was based on previous literature and on data from students and 
employees in Sweden suitable for this subject. The data was collected through an 
online self-completion questionnaire during a period of 1 month. In order to test the 
hypotheses, SPSS was used to conduct multiple statistical tests on the data. It 
resulted in added knowledge regarding the subject of consumers perceived online 
trust and unfamiliar online vendors. The result showed that consumers perceived 
online trust is not greatly influenced by third-party certifications that are provided 
on the unfamiliar online vendors website.	
	
The thesis reached the conclusion that third-party certifications are important in 
themselves and should be used but they do not increase the online vendors 
trustworthiness regarding the theoretical model, which is a contribution to Li et al 
(2014) research about trust assurances in general. Furthermore, because humans 
interpret information provided differently, the stage in which the third-party 
certification is provided may have an impact on the perceived online trust.	
	
Keywords: e-commerce, online trust, online vendors, perceived trust, third-party 
certifications, third-party e-commerce payment methods, third-party trust seals and 
unfamiliar online vendors 
  



Table	of	content	

1. Introduction ..................................................................................................................... 3 
1.1. Background .................................................................................................................... 3 
1.2. Problematization ........................................................................................................... 4 
1.3. Aim ................................................................................................................................ 4 

2. Theory .............................................................................................................................. 6 
2.1. E-commerce ................................................................................................................... 6 
2.2. Trust ............................................................................................................................... 6 

2.2.1. Online trust ............................................................................................................... 7 
2.3. Factors that influence trust ........................................................................................... 8 

2.3.1. Intermediaries & third-party e-commerce payment ................................................ 8 
2.3.2. Third-party trust seals ............................................................................................... 8 
2.3.3. Theoretical model ..................................................................................................... 9 

3. Method .......................................................................................................................... 11 
3.1. Choice of method ......................................................................................................... 11 
3.2. Data collection method ............................................................................................... 11 

3.2.1. Questionnaire design .............................................................................................. 12 
3.3. Data analysis – SPSS .................................................................................................... 12 

3.3.1. Descriptive statistics ............................................................................................... 12 
3.3.2. ANCOVA – Analysis of covariance ........................................................................... 17 

3.4. Ethical considerations .................................................................................................. 17 
3.5. Validity and reliability .................................................................................................. 18 

4. Empirical data & results .................................................................................................. 19 
4.1. Cronbach’s Alpha ......................................................................................................... 19 
4.2. Central tendencies ....................................................................................................... 19 
4.3. ANCOVA analysis ......................................................................................................... 20 

4.3.1. One-way ANCOVA ................................................................................................... 21 
4.3.2. Two-way ANCOVA .................................................................................................. 22 

5. Analysis & implications ................................................................................................... 24 
5.1. Testing the model in context of third-party certifications ........................................... 24 
5.2. Implications ................................................................................................................. 26 

6. Conclusion ...................................................................................................................... 28 
6.1. Limitations and future research .................................................................................. 28 

References ............................................................................................................................... 30 

Appendix ................................................................................................................................. 34 





3 

1. Introduction 

	
This chapter presents the background and research gap for this thesis in the context 
to factors that instill trust in e-commerce.  Thereafter a problematization for the 
research field will be presented, as well as an aim for the thesis with a research 
question that our study aims to answer.	

	

1.1. Background 

People have become digitally connected because of the globalization and the 
digitalization. It could be through social media, searching for information, or 
purchasing products and services. One fast growing industry is the e-commerce 
market, and a lot of people prefer to shop online rather than in a brick and mortar 
store (Borovkov 2017). Borovkov (2017) explains that people prefer online 
shopping because it is possible to reach products and brands that are not available 
in their home city or home country. Rådmark (2011) continues, products are often 
cheaper, and it is more comfortable to purchase online which are seen as additional 
reasons why online shopping is preferred.  
	
According to Statista (2018a) there are different payment methods for online 
shopping and the popularity varies. In March 2017, 42% of the online shoppers 
worldwide still uses their credit card for payment. However, 39% uses some other 
form of electronic payment such as PayPal and Klarna (Statista 2018a). A 
comparison can be made from 2016, were 68% of the online shoppers preferred to 
pay by credit card and 34.6% with electronic payment (Statista 2018b). This means 
that the market for digital payment solutions has increased and the payment 
methods for online shopping are constantly evolving to adapt to consumers’ needs. 
In addition, a characteristic for the society is the increase in volume and the revenue 
is expected to increase in the upcoming years (Finsk Handel 2018). These payment 
solutions increase the accessibility of purchasing online which fits today's 
consumers. Furthermore, these payment solutions are not only a way for consumers 
to complete their payments. The payments are often handled by intermediaries 
which requires the buyer to trust not only the seller, but also the intermediary that 
handles the monetary transaction (Lee et al. 2018). 	
	
Chang et al. (2013), Hong and Cha (2013), Belanger et al. (2002) and Lee and 
Turban (2001) explains that one of the biggest reasons why consumers do not 
complete their purchases online is lack of trust. “Trust deals with the belief that the 
trusted party will fulfill its commitments despite the trusting party’s dependence 
and vulnerability” (Gefen et al. 2003, pp. 54). Pengnate and Sarathy (2017), 
Stouthuysen et al. (2018) and Kim and Byramjee (2014) explains that the majority 
of online vendors, especially newly established or those who lack brand reputation, 
biggest challenge is to establish online trust. Online trust can be defined as “an 
attitude of confident expectation in an online situation of risk that one’s 
vulnerabilities will not be exploited” (Beldad et al. 2010, pp. 860). When making a 
purchase online there are several risks that the buyer might face. The product might 
not be what was expected, it may be of poorer quality. Another risk is that the 
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money and product are not exchanged at the same time, most of the time, the buyer 
has to pay before the seller ships the product. This is the difference from a brick 
and mortar store, which can be considered an “offline purchase” (Utz et al. 2011), 
which contributes to offline trust. Chang et al. (2005) explains that online vendors 
should provide transactions with a small risk for the consumer to encourage the 
customers to try them out. A solution could for instance be to allow the consumer 
to pay on arrival and offer an easy return policy (Chang et al. 2013). A reputable 
third-party e-commerce payment solution can create a symbol of safety for online 
vendors and therefore minimize apprehensive online shopping (Bailey 2018). 
Another way to minimize apprehensive online shopping is by providing third-party 
trust seals on the website (Özpolat & Jank 2015). 
	

1.2. Problematization 

Research indicates that trust affect consumers’ intentions to make a purchase and 
that consumers have different perceptions towards trust in an online environment. 
As Chang et al. (2013), Hong and Cha (2013), Belanger et al. (2002) and Lee and 
Turban (2001) explains, lack of trust is one of the biggest reasons why consumers 
do not complete their purchases online and since e-commerce is a fast growing 
sector it is challenging for online vendors to instill online trust towards their 
consumers. 	
	
Existing research mostly describes how online trust is important in e-commerce and 
that there are different factors that enhance online trust in e-commerce. Li et al. 
(2014) researches the impact of general trust assurances and specific trust 
assurances on online trust but it lacks information about how consumers perceives 
online trust when specific trust assurances such as third-party certifications are 
used. The focus of Li et al. (2014) is towards the general aspects of online trust. 
However, this thesis is more focused towards two specific variables and their 
impact on perceived online trust, which is not something that has been covered in 
previous research. It focuses on the importance these variables have in the process 
of making an online purchase. Because of the rapid development of the use of third-
party certifications, there is a lack of available research about it as factors that 
enhance how consumers perceives online trust and therefore the reason why those 
factors are a relevant area of study for this thesis.  
 

1.3. Aim 

The initial idea is to analyze the relation between perceived online trust and e-
commerce. Statistics show that the use of e-commerce is increasing and according 
to previous research the primary hurdle for online vendors is lack of online trust. It 
is important for the customer to feel safe when making an online purchase, 
otherwise they might not complete it. Therefore, it is important to gain knowledge 
about what makes them feel safe and not. Perceived online trust is one reason why 
consumers do not complete an online purchase and therefore it is important to know 
how third-party certifications affect how consumers perceive the trustworthiness of 
unfamiliar online vendors. The third-party certifications will be divided into two 
technical aspects, the third-party trust seals and the third-party e-commerce 
payment methods. With this thesis we provide a greater understanding of the 
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relation between online trust and e-commerce and that it contributes to previous 
literature on how third-party certifications influence consumers perceived online 
trust. This information is relevant for both marketers and for online vendors.	
	
Research question for the thesis:	

• What influence does third-party certifications have on perceived online 
trust? 

  



6 

2. Theory 

	
The theoretical research aims to describe present previous research situation that 
are suitable for the thesis. The chapter includes E-commerce, Trust and factors that 
influences trust. 	

	

2.1. E-commerce 

Rådmark (2011) claims that e-commerce lacks a real definition but could be defined 
as when someone purchase or sell goods and services online. E-commerce became 
a new market for trading goods and services in the end of the 20th century. It was 
a market with many technical issues and no one really knew how to act which made 
it difficult for the e-commerce entrepreneur to succeed (Rådmark 2011). Moreover, 
Rådmark (2011) explains that Swedish intermediaries tried to prevent the 
development by prohibit online payments with credit and debit cards, the reason 
was the fear of increase risk of fraud. Since, the beginning e-commerce has become 
a fast-growing market. In 2017, the worldwide sales in retail e-commerce had a 
turnover of 2.3 billion US dollar and have an expected forecast to have a turnover 
of 4.88 billion dollar in 2021 (Statista 2018c). Statista (2018c) explains that one of 
the most popular activities worldwide during 2016 was online shopping. 	
	
Even though, e-commerce is a promising and growing market it carries massive 
risks for both retailers and consumers. Consumers trust businesses with financial 
and personal information when conducting an online purchase and thereby assign 
them to prevent data spread (Valdivia 2017). Valdivia (2017) claims that BDO´s 
statistics confirms the cited risk due to the study the company conducted. The result 
explains that 100 percent of risks in e-commerce is associated with security 
breaches. The outline strengthens by several of studies that explains that a large 
number of internet users have privacy concerns and e-commerce primary hurdle is 
to instill trust in order to increase growth (Belanger et al. 2002).	
 

2.2. Trust 

As is stated in the introduction chapter, trust can be defined as “Trust deals with the 
belief that the trusted party will fulfill its commitments despite the trusting party’s 
dependence and vulnerability” (Gefen et al. 2003, pp. 54). When it comes to e-
commerce, research has shown that trust has a positive impact on consumers 
intention to make a purchase. People are also more likely to share personal 
information if they trust the website they are using (Seckler et al. 2015). Even 
though the security has been greatly improved during the last decades, research 
indicates that consumers are still hesitant to provide personal information, such as 
credit card numbers or birth date, when making a purchase online (El Haddad et al. 
2018). Previous research has shown that trust plays a significant role on a 
consumers purchase intentions. Which means that it is important for e-commerce 
companies to promote trust, since this is what will turn a potential consumer into 
an actual customer that is willing to make a purchase (Oliveira et al. 2017).	
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Figure 1: Buyer’s trust in an intermediary and seller in an e-commerce transaction. (Lee et al. 
2018, pp. 6). 
 
Figure 1 shows the relationship between the trustor, which is the buyer, and the 
trustees, which are the intermediary and the seller, and how these are correlated. 
When making an e-commerce purchase, the buyer has to trust two parties, both the 
intermediary and the seller. The trust relationship between the seller and the 
intermediary is something that should be perceived as positive by the buyer. For 
example, if one of the trustees is lesser known than the other, the trust can be 
transferred from one to the other, thus helping the trustor to trust both parties (Lee 
et al. 2018). 
	

2.2.1. Online trust 

Online trust can be defined as “an attitude of confident expectation in an online 
situation of risk that one’s vulnerabilities will not be exploited” (Beldad et al. 2010, 
pp. 860). The elements of online trust are the same as with traditional trust. The 
trust relationship in e-commerce is between two parties, the trustor and the trustee. 
The trustor is the consumer, the buyer, and the trustee is in most cases a website 
that provides an e-commerce system (Seckler et al. 2015). The trustor takes a risk 
when they are making a purchase online, thus they have to be able to trust the 
trustee. This is because the transaction takes place in advance of the consumer 
receiving the product or service they have bought (Bauman 2016). There are two 
main perspectives of online trust. One looks at trust as an aspect of consumers’ 
perceptions, which means that the consumer believes that the purchase made online 
will result in satisfaction, leading to them being willing to shop using e-commerce. 
The other perspective examines how consumers are aware of the risks when making 
a transaction online, but they still believe that e-commerce is safe (Ke et al. 2016). 
Ke et al. (2016) explains that another factor that is important when it comes to 
online trust, is that the consumer is familiar with the brand. If the consumer sees a 
familiar brand when surfing online, they are more likely to make the purchase. The 
familiar brand may inspire a sense of trustworthiness (Ke et al. 2016).	
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2.3. Factors that influence trust 

2.3.1. Intermediaries & third-party e-commerce payment 

An intermediary is “a person or organization that makes business or financial 
arrangement between companies or organizations that do not deal with each other 
directly” (Cambridge dictionary 2018b). In e-commerce, the intermediary is what 
enables buyers and sellers to carry out safe transactions. To be able to do this, the 
buyer must place their trust in the intermediary (Lee et al. 2018). To be able to trust 
the intermediary, it is common for the consumers to use one that they have formed 
a “relationship” with. By using an intermediary known to them, they reduce the 
perceived risk of making an online monetary transaction (Kozlenkova et al. 2017). 
The intermediaries are i.e. what can be considered third-party e-commerce payment 
methods. Today there are multiple available third-party e-commerce payment 
options available, these include PayPal and Klarna. As a contrast to direct payment 
with e.g. credit card, these third-party e-commerce payment methods offers several 
advantages. Such as the option for the buyer to have control over their payment 
with being able to pay the bill at a time that suits them (within a certain timeframe). 
It also has the advantage of the buyer to not exposing their credit card information 
since they instead purchase the product or service using a third-party e-commerce 
payment method. This type of payment method is now used by many online vendors 
(Chen 2018).	
 

2.3.2. Third-party trust seals 

As outlined, it is important for online vendor to promote and optimize the use of 
security, privacy and trustworthiness elements to enhance growth in e-commerce. 
A way for companies to increase their trustworthiness is through trust seals. Trust 
seals can be defined as an independent third-party that verifies a company's 
reliability and where an online vendor can instill trust through placing a seal logo 
on their website (Özpolat and Jank 2015). 	
	
Hu et al. (2010) proclaims that trust seals can be divided into three categories: 
privacy seals, business identity seals and security seals. Business identity seals 
confirms the online vendors identity and advocates that it is a trustworthy business. 
Privacy seals reassure the consumer that online vendors have a privacy policy and 
process private information with confidentiality whereas security seals gives a 
certification that transmitted data between the website and the consumer is secured 
by SSL technologies (Hu et al. 2010). Furthermore, trust seals can instill trust in 
two ways. First, online vendors that are enlisted with a trust seal are often perceived 
with a higher level of reputation which enhance an online vendors trustworthiness. 
As a result it increases the consumers trust and the likelihood for completing the 
purchase is higher (Stewart 2003). Second, according to Özpolat and Jank (2015) a 
trust seal can lower the consumers perceived risk and could serve as an institutional 
trust building mechanism.	
	
Third-party trust seals such as TRUSTe and BBBOnLine enable an opportunity for 
businesses to participate in programs to display their commitment to privacy and 
security (Belanger et al. 2002). TRUSTe conveys that when a consumer notices a 
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TRUSTe seal they can be assured that their personal information are protected. 
Business that joins the program are allowed to post a third-party privacy seal as an 
indication of participation (Belanger et al. 2002). Newsbytes (2002; cited in 
Belanger et al. pp. 250) explains that recent studies found that 91 percent felt more 
comfortable in usage of sites with third party verification and 62 percent reckon that 
privacy concerns would be reduced by third-party privacy seals. Harris (2001b; 
cited in Belanger et al. 2002, pp. 250) follows the same path, consumers consider 
privacy seals as important and are willing to enlighten more information on a 
website with a third-party verification. 	
	
Belanger et al. (2002) continues with that third-party privacy symbols are designed 
to build a trustworthy image and enhance the level of online trust. While Lee and 
Turban (2001) say that online purchasing decisions does not only involve trust 
between the online vendor and the consumer. It also regards trust between the 
consumer and the computer systems that executes transactions.	
 

2.3.3. Theoretical model 

 
Figure 2: Theoretical framework. (Özpolat and Jank, 2015, pp. 51). 
 
Previous research has compared third-party certifications contribution to online 
trust but only separately without studying if there is a relationship between third-
party e-commerce payments and third-party trust seals. It is difficult to predict if 
one of them is more important to a consumer or if they are seen as equal. The 
research hypotheses suggest that the presence that third-party certifications 
positively contributes to online trust.	
	
Hypothesis 1. Perceived trust positively contributes to online trust.	
Hypothesis 2. Third-party trust seals positively contributes to online trust.	
Hypothesis 3. Third-party e-commerce payment methods positively contributes to 
online trust.	
Hypothesis 4. Third-party certifications positively contributes to online trust.	
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Building on the theory and the hypotheses, the relationship between certification 
and online trust is examined and portrayed in Figure 2. The figure is based on 
Özpolat and Jank’s (2015, pp. 51) theoretical model but has been modified to fit 
this thesis hypotheses and research question. Özlopat and Jank (2015) researches 
different third-party trust seals in relation to online trust which is corresponding 
with our research question and therefor are their model suitable for this study. The 
model provides a way to organize the importance of third-party certifications and 
the relationship to the consumers perception of online trust that is tested in 
Hypothesis 1-4.  
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3. Method 

	
The chapter present the method used in this paper, which includes choice of method, 
data collection method, data analysis and vital measurements such as ethical 
considerations, reliability and validity to strengthen the conducted research.	

	

3.1. Choice of method 

When deciding which research method to use, there is a choice between a 
qualitative and a quantitative method. Since this thesis deals with perceived trust it 
requires a measurement which does not work with a qualitative study (Bryman & 
Bell 2011), therefore the choice of method is a quantitative study. A quantitative 
approach allows for the collection of numerical data (Bryman & Bell 2011). Since 
this thesis aim to examine the relation between third-party certifications and online 
trust, there is a need for data from a large number of individuals. Furthermore, the 
quantitative method that is best suited for investigating this thesis is a self-
completion questionnaire. A digital self-completion questionnaire is preferred 
because they are cheap, quickly distributed and easy to administer (Hagevi & 
Viscovi 2016) which is a suitable choice for this thesis due to time limitations. 	
 

3.2. Data collection method 

The data collection method was conducted through a self-completion questionnaire 
whereas the result is the primary data used for this thesis (Appendix 1). There are 
various reasons and advantages that support the choice of method. Self-completion 
questionnaires can consist of both open and closed question the former is not as 
common as the latter. Since, the questionnaire is duplicated from an article by Li et 
al. (2014) only closed questions were used. The reason why the Li et al. (2014) 
article was chosen to be used as a frame of reference for this thesis was because 
they researched consumers perceived trust in a similar manner to what this thesis 
aimed to do. Because the questions are based on Li et al. (2014) questions, the 
measurement of perceived trust can be considered valid.	
	
A vital factor that strengthens the choice of a self-completion questionnaire is the 
risk elimination of biased participants, due to lack of a present interviewer there 
will be no contact between the interviewer (Bryman & Bell 2013) and the 
interviewee which will increase the comparability of the collected data. Lastly, 
Bryman and Bell (2013) explains that this type of questionnaire is less time-
consuming compared to other research method and may therefore result of a higher 
number of respondents.	
	
As outlined, self-completion questionnaires have disadvantages such as lack of an 
appropriate answer for the respondent or misunderstanding questions because of 
lack of assistance to explain uncertainties (Bryman & Bell 2013). To receive a 
higher completion Bryman and Bell (2013) advocates the importance of conducting 
a pilot study to secure a questionnaire that not require explanation or assistance 
from a present interviewer. A pilot study with 5 respondents was conducted to 
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determine the understandability of the self-completion questionnaire. Furthermore, 
the given feedback was used to modify the questions which will be elaborated in 
the validity and reliability paragraph (3.5).	
 

3.2.1. Questionnaire design 

The self-completion questionnaire is designed to be easy to understand to avoid 
confusion from the respondents. To maintain the respondent’s interests throughout 
the survey the self-completion questionnaire should be short (Bryman & Bell 2011). 
As can be seen in Appendix 1, this is the case with this thesis survey which consists 
of only 13 questions. The questions in the questionnaire are written in English since 
this is the language of the study and to avoid misunderstandings on the main 
concepts e.g. key phrases. The self-completion questionnaire is based on Li et al. 
(2014) research questions which covers participant characteristics and trust. 	
	
Response format: The self-completion questionnaire consists of two types of 
response formats: multiple choice and Likert-scale. To receive information about 
the respondents’ demographics and their internet activities a multiple-choice format 
was used. These questions were duplicated from Li et al. (2014) to be able to 
describe the sample. The choice of questions is strengthened by Bryman and Bell 
(2013) who describe that when asking questions about demographics and the 
respondents’ behavior, a Likert scale response format is unsuitable. The second part 
of the survey is about consumers perceived trust and the questions used were 
designed using a Likert scale response format which is more suitable to evaluate 
respondents attitudes toward different statements (Aaker et al. 2004). Aaker et al. 
(2004) continues, that it is used to indicate a degree of agreement or disagreement. 
It is a popular research method when using a self-completion questionnaire because 
it is easy to collect and analyze the data (Bryman & Bell 2013). To evaluate the 
opinion of the respondents, a five-point Likert-scale is applied where 1=totally 
disagree or not important at all, and 5=totally agree or very important. These 
questions were once again based on Li et al. (2014) but modified to suit the 
hypotheses.	
	
First, two questions were eliminated when asking about disposition to trust and 
perceived trust. These questions were about religion which do not suit the Swedish 
culture. Swedish people tend to care less about religion compared to other countries. 
In addition, the remaining questions about third-party certifications and the online 
vendors trustworthiness were adjusted to meet the specific requirements to answer 
the hypotheses. 	
 

3.3. Data analysis – SPSS 

3.3.1. Descriptive statistics 

To create the self-completion questionnaire the program Survey and Report, 
provided by Karlstad University, was used. The program can transfer its data to the 
software program Statistical Package for Social Sciences (SPSS). After the self-
completion questionnaire was closed, the collected data was transferred into SPSS 
version 25. In total there were 104 respondents to the online survey. All respondents 
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completed the survey without missing values and could therefore be analyzed in the 
SPSS. The initial plan was to send it out to students at Karlstad University through 
an “education online platform”. However, due to reconstruction that opportunity 
was no longer available and therefore the respondent number was lower than 
expected but still high enough to reach the requirements for this thesis. The self-
completion survey was therefore distributed on social media, more specific on 
Facebook, from mid-November until mid-December of this year, to reach as many 
participants as possible. The survey was therefore answered by a slightly different 
sample than planned. However, because of this the sample is narrow as a result of 
it being distributed through personal social media accounts.	
 

 
Figure 3: Gender distribution. 
 
Figure 3 describe descriptive statistics of the gender distribution of the respondents 
whereas 39 (37,50%) of the participants were male and 65 (62,50%) were female 
based on the surveys 104 respondents. 
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Figure 4: Occupation distribution. 
 
Regarding the distribution of occupations, displayed in Figure 4, describes that that 
the variation in occupation can be seen as well balanced between being employed 
or a student. 53 respondents (50,96%) were students whereas 49 respondents 
(47,12%) were employed. Only 2 (1,92%) respondents were unemployed.	
	
The typical lifestyle variates between the different occupations which might affect 
some answers on the survey, such as the frequency of internet shopping in the last 
three months and if it increased compared to last year. 
	

 
Figure 5: Age distribution. 
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Figure 5 displays the variation in age distributed into four categories: 18-29, 30-49, 
50-64, 65-85. Based on the result 76 (73,08 %) respondents were between 18-29 
years old, 12 respondents (11,54%) were aged between 30-49, 15 (14,42%) of the 
respondents had an age between 50-64, and only one (0,96%) respondent was aged 
between 65-85. 	
	
The majority of the participants in this study were younger than 30 years old 
(73,08%). Since the survey was distributed through different social platforms, 
mainly Facebook, it might have attracted a larger number of young people due to 
the shift in technology over the last decade. Elderlies are a generation that are not 
as familiar with the use of internet and technology as the digital native that are born 
i.e. people who grew up in the digital age.	
	
Thus, it is likely that the respondents have completed at least one purchase online 
and therefore been exposed to technological features that instill trust in an online 
environment since the majority of the respondents were digital natives. Another 
assumption that can be made is that females might be more aware and interested in 
online shopping (Figure 3) and therefore could the topic of the survey be more 
appealing to them and therefore leading to a variance in gender distribution. 
	

3.3.1.1. Additional information about the respondents 

The internet usage and internet shopping pattern of the respondents gives an 
indication as to how comfortable they are with using the internet for various 
purposes. Table 1 presents the statistics of how many hours per week the 
respondents spent surfing on the internet. From the total 104 respondents, a total of 
52 respondents (50%) use the internet 10-20 hours per week. 35 respondents 
(33,7%) indicated that they spend more than 20 hours per week surfing the internet, 
and the remaining 17 respondents (16,3%) spend less than 10 hours per week on 
the internet. 
	
Table 1: Hours per week surfing on the internet. 
 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Less than 10 hours 17 16,3 16,3 16,3 

 10-20 hours 52 50,0 50,0 66,3 

 More than 20 hours 35 33,7 33,7 100,0 

 Total 104 100,0 100,0  

 
Table 2 presents the statistics over how often the respondents shopped online over 
the last three months. Out of the total 104 respondents, only 7 respondents (6,7%) 
replied that they did not make any online purchases in the last three months. 47 
respondents (45,2%) stated that they made 1-3 online purchases in the last three 
months. 30 respondents (28,8%) made 4-6 online purchases in the last three months, 
and 20 respondents (19,2%) made more than 6 online purchases in the last three 
months.	



16 

 

Table 2: Frequency of internet shopping in the last three months. 
 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Never 7 6,7 6,7 6,7 

 1-3 47 45,2 45,2 51,9 

 4-6 30 28,8 28,8 80,8 

 More than 6 20 19,2 19,2 100,0 

 Total 104 100,0 100,0  

 
Table 3 shows the statistics regarding if the respondents internet shopping has 
changed from the previous year. 35 respondents (33,7%) answered ‘Yes’ on the 
question if their internet shopping had increased compared to last year, 35 
respondents (33,7%) answered ‘No’ on this question. 34 respondents (32,7%) stated 
that their internet shopping has remained the same compared to last year. 
 
Table 3: Did it increase compared to last year? 
 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 35 33,7 33,7 33,7 

 No 35 33,7 33,7 67,3 

 It is the same 34 32,7 32,7 100,0 

 Total 71 100,0 100,0  

 
The questionnaires control variables aim to control the sample characteristics so 
that the result is relevant for this study. Thereafter, the independent variables (TC 
and PT) aim to search for a significant correlation with the dependent variable (OT) 
through an ANCOVA analysis. Lastly, the independent variables DT are used as 
covariates in the ANCOVA analysis. The choice of analysis follows the literature 
by Li et al. (2014). 
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Table 4: Abbreviations 
	
Construction Abbreviation 

I believe in the information that online vendors provide me with PT1 

I trust that online vendors keeps my best interests in mind PT2 

I generally trust other people DT1 

I feel that people are generally reliable DT2 

Third-party trust seals TC1 

Third-party e-commerce payment methods TC2 

Online vendors trustworthiness OT 

	
The remaining results from the self-completion questionnaire are further explained 
in chapter 4. 

3.3.2.  ANCOVA – Analysis of covariance 

To test the hypotheses different versions of ANCOVA analysis have been done. An 
ANCOVA analysis consider initial individual differences that could not be 
randomized. The score of dependent variable is adjusted by one or more covariate 
that not only correlate with the dependent variable but also are measured 
beforehand. The self-completion questionnaire is based on Li et al. (2015) and 
therefore the statistical analysis was conducted in the same manner. Therefore, the 
collected data is analyzed through a one-way ANCOVA and a two-way ANCOVA 
to answer if the hypotheses are supported or not. Hence, the result and hypotheses 
are therefore tested and analyzed more accurately and are therefore more 
trustworthy. 

3.3.2.1. Covariate: Disposition to trust (DT) 

The covariate/s in an ANCOVA can either be one or many characteristics that can 
be excluded in an experiment. According to Teo and Liu (2007) research show that 
the disposition to trust (DT) differ between individuals and that the disposition is 
often positively related to online trust. Hence, disposition to trust is therefore a 
covariate in the assessment of the hypotheses as Li et al. (2014) did since their 
questions is the foundation to this thesis self-completion questionnaire. 
 

3.4. Ethical considerations 

There are ethical considerations that needs to be taken into account before 
conducting an online self-completion questionnaire. According to Bryman and Bell 
(2011) there is an obligation to inform the respondent of the purpose of the self-
completion questionnaire. There is also the issues of confidentiality and anonymity 
that need to be considered. When it comes to quantitative research it is fairly easy 
to keep the records anonymous (Bryman & Bell 2011).  
 



18 

3.5. Validity and reliability 

Reliability is something that is especially important when it comes to quantitative 
research. It is connected to whether the results can be repeated or not. It shows if a 
measure is stable or not (Bryman & Bell 2011). There are several different variables 
that can influence the quantitative study’s results reliability, such as sample size 
and the questionnaires design. A sample size can be limited to that not everyone in 
every nation have access to a device and have the technical ability to respond to an 
online self-completion questionnaire. However, the sample group in this study is 
Swedish inhabitants, where the majority have access to e.g. a computer and have 
the technical ability, i.e. the collected data can be seen as reliable. The reliability is 
also tested by measuring Cronbach Alpha. A number greater than 0,7 confirms that 
the collected data is reliable (Nunnally 1978).	
	
In addition, Bryman and Bell (2013) also explains that stability is a commonly used 
factor to examine a study's reliability. It measures how stable the result is over time 
(Bryman & Bell, 2013). Due to time limitations there will not be a retest to measure 
the stability consistency. However, the conducted research study is based on 
previous research about factors that instill online trust and could therefore be seen 
as relatively stable. The e-commerce is a rapidly growing market whereas trust 
assuring factors will be needed in the near future. Therefore, the study's overall 
reliability is relatively high.	
	
Validity is greatly focused on the integrity of the results that come from the research 
conducted, if the questions asked will give the answers needed. Validity connected 
to quantitative research mainly refers to if the measure of a concept actually 
measures that concept (Bryman & Bell 2011). According to Bryman and Bell 
(2011), the best way to establish face validity is to ask other people if the measure 
seems to be related to the concept concerned. Face validity was in this study 
established by, as explained in the data collection paragraph (3.2), conducting a 
pilot test with 5 respondents. Aside from the pilot test, the self-completion 
questionnaire was also evaluated by this thesis supervisor to determine if it was 
correspondent with the theoretical framework presented. The data’s validity was 
also measured through Average Variance Extracted (AVE) which measure the 
validity. A result greater than 0,5 confirms that the data was acceptable (Fornell & 
Larcker 1981).	
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4. Empirical data & results 

	
This chapter presents the collected data and its results to the research study. The 
result was tested by using different statistical measurements. The testing of the 
hypotheses is also presented in regard to the results. 	

	
Throughout this thesis, three independent variables and one dependent variable has 
been tested. The three independent variables are perceived trust (PT), third-party 
trust seals (TC1) and third-party e-commerce payment methods (TC2). These have 
been tested with the dependent variable which is online vendors trustworthiness 
(OT). OT was chosen as the dependent variable to see if variables such as PT, TC1 
and TC2 have an effect on how trustworthy an online vendor is perceived by 
consumers. The results are presented below.	
 

4.1. Cronbach’s Alpha 

To measure the validity and reliability of the collected data, Cronbach’s Alpha was 
assessed as a reliability measurement and Average Variance Extracted (AVE) as a 
validity measurement on perceived trust (PT) and disposition to trust (DT). A 
Cronbach’s Alpha above 0,6 is acceptable (Bryman & Bell 2011) and when 
Cronbach’s Alpha is above 0,7 it suggests that the tests are reliable (Nunnally 
1978). As shown in Table 5, Cronbach’s Alpha was above 0,80 on both PT and DT 
which confirms that the test was reliable. The AVE has values greater than 0,5 and 
are therefore seen as acceptable. It confirms the results validity. 
	
Table 5: Cronbach’s Alpha 
 
 Cronbach’s Alpha N of items 

DT 0,841 2 

PT 0,829 2 

 

4.2. Central tendencies 

Central tendency measure is common to use when analyzing descriptive statistics 
(Bryman & Bell 2011).  The most common measurements used are means and 
standard derivations of both dependence and independent variables. In Table 4, all 
abbreviations used for the variables in the following chapters are listed. 
 
The following table (Table 6) displays the central tendencies of the questions where 
the Likert-scale was applied. A low mean indicates a low level of online trust 
whereas a high mean indicates a high level of online trust. 
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Table 6: Central tendencies to trust 
 

 
The collected data show that the mean varies between 2,66 (PT2) and 4,45 (OT). 
The most widely spread is the variable PT which had a mean variation between 3,21 
and 2,66. The mean of PT show that the means are lower than all other variables 
and it is possible to assume that the participants do not see online vendors as 
trustworthy as other trust assuring factors or the participants beliefs in other people. 
The variation of TC has the smallest variation compared to the other variables.  The 
mean varies TC with a mean that varies between 4,00 and 4,16 and assumedly one 
of the most important variables to instill online trust. The DT variable is quite 
similar with a range between 3,69 and 3,55. The dependent variable OT has a mean 
of 4,45 which indicated that online trust is important when conducting an online 
purchase. 
	
Bryman and Bell (2013) describes the standard derivation (SD) as a number that 
shows the mean average fluctuation. Regarding the surveys result the SD varies 
between 0,637 and 1,020 where the dependent variable has the lowest fluctuation. 
The independent variables SD do not vary that much but the highest SD is the item 
PT2 but PT1, TC1 and TC2 do not fall far behind with SD between 1,014 and 0,900. 
The dependent variable OT has the lowest SD compared to the independent 
variables, with a SD of 0,637.	
	
Likert-scales expresses an opinion and by using mean as a central tendency can be 
misunderstood. As a complement or a replacement mode is a central tendency 
suitable for a Likert-scale. Both TC and OT had a mode of 5, DT had a mode of 4 
which numbers contributing to positive associations to trust. What was interesting 
was that PT1 had a mode of 3 and PT2 mode of 2 which explains that consumers’ 
trust toward online vendors is pretty low.	
 

4.3. ANCOVA analysis 

Firstly, an ANCOVA analysis was conducted to examine if the independent 
variable perceived trust (PT) influenced the dependent variable online vendors 
trustworthiness (OT) with disposition to trust (DT) as a covariate. 
 
  

  PT1 PT2 DT1 DT2 TC1 TC2 OT 

N Valid 104 104 104 104 104 104 104 

 Missing 0 0 0 0 0 0 0 

Mean  3,21 2,66 3,69 3,55 4,00 4,16 4,45 

Median  3,00 3,00 4,00 4,00 4,00 4,00 5,00 

Mode  3 2 4 4 5 5 5 

Std. Deviation  ,900 1,020 ,801 ,811 1,014 ,986 ,637 
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Table 7: ANCOVA analysis using perceived trust. 
 

Source Type III Sum 

of Squares 

df Mean Square F Sig. Partial Eta 

Squared 

Corrected Model 4,135a 16 ,258 ,598 ,878 ,099 

Intercept 48,673 1 48,673 112,548 ,000 ,564 

DT1 ,014 1 ,014 ,032 ,857 ,000 

DT2 ,841 1 ,841 1,944 ,167 ,022 

PT1 ,703 4 ,176 ,407 ,803 ,018 

PT2 ,983 4 ,235 ,542 ,705 ,024 

PT1 * PT2 1,630 6 ,272 ,628 ,707 ,042 

Error 37,625 87 ,432    

Total 2103,000 104     

Corrected Total 41,760 103     

a. R Squared = ,099 (Adjusted R Squared = -,067) 
 
As shown in Table 7, the p-value is greater than 0,05 and PT is not statistically 
significant (F(6,87)=0,628, p=0,707). Therefore Hypothesis 1 - Perceived trust 
positively contributes to online trust, is rejected. Online vendors perceived trust do 
not have a positive effect on online trust. Even if examining the PT variables 
separately the p-value is greater than 0,05 which strengthens the assumption that 
PT is not statistically significant. PT as a variable was tested as an extension to Li 
et al. (2014) research to figure out if trust assurances actually are needed. As the 
result showed, the perceived trust towards online vendors do not influence the 
online vendors trustworthiness.	
 

4.3.1. One-way ANCOVA 

A one-way ANCOVA examines an independent variable influence on a dependent 
variable by excluding the effect of a covariate. Two versions of a one-way 
ANCOVA was conducted. First, the presence of trust seals (TC1) effect on online 
vendors trustworthiness (OT) with disposition to trust (DT) as a covariate was 
tested (F(4,97)=2,2696, p=0,035). Therefore Hypothesis 2 - Third-party trust seals 
positively contributes to online trust, is supported. The presence of trust seals effect 
on initial trust are therefore seen as statistically significant as shown in Table 8. The 
sample group perceived the unfamiliar online vendor to be more trustworthy when 
trust seals are displayed. Second, the presence of third-party e-commerce payment 
methods (TC2) effect on online vendors trustworthiness (OT) was tested 
(F(3,98)=5,919, p=0,001). Hence, Hypothesis 3 - Third-party e-commerce 
payment methods positively contributes to online trust, is supported. The presence 
of third-party e-commerce payment methods are also statistically significant which 
accounts for the same conclusion as for the third-party trust seals also shown in 
Table 8. The test group believe that third-party e-commerce payment methods 
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contributes positively to online trust. Partial η2 is larger for TC2, meaning that TC2 
has a larger impact on OT than TC1. Online vendors need to establish online trust 
especially if the online vendor is unfamiliar or newly established. TC2 clearly 
shows that the presence of third-party e-commerce payment methods contributes to 
the perception of a safer online environment for the consumer and online vendors 
enhance the possibility that consumers consider them as trustworthy. Furthermore, 
TC1 is also an important variable to instill online trust. Similar to TC2, TC1 
influence OT as shown by looking at the result of its p-value. Both variables 
contributes positively to online trust.  
	
Table 8: The presence of third-party certifications on online vendors trustworthiness. 
 

Source Type III Sum 

of Squares 

df Mean Square F Sig. Partial Eta 

Squared 

DT1 ,680 1 ,680 1,828 ,180 ,018 

DT2 1,778 1 1,778 4,779 ,031 ,047 

TC1 4,012 4 1,003 2,696 ,035 ,100 

Error 36,088 97 ,372    

       

DT1 ,315 1 ,315 ,909 ,343 ,009 

DT2 1,316 1 1,316 3,799 ,054 ,037 

TC2 6,151 3 2,050 5,919 ,001 ,153 

Error 33,949 98 ,346    

 

4.3.2. Two-way ANCOVA 

By conducting a test with OT as a dependent variable and TC1 and TC2 as 
independent variables with DT as a covariate a two-way ANCOVA was created. 
The test was statistically significant with an interaction between the two third-party 
certifications and showed that the presence of both TC1 and TC2 generated a 
positive effect on online trust for the sample group (F(9,85)=2,042, p=0,044) as 
shown in Table 9. Therefore Hypothesis 4 - Third-party certifications positively 
contributes to online trust, is supported.	
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Table 9: Two-way ANCOVA with third-party trust certifications as independent variables. 
 

Source Type III Sum 

of Squares 

df Mean Square F Sig. Partial Eta 

Squared 

Corrected Model 16,079a 18 ,893 2,957 ,000 ,385 

Intercept 48,924 1 48,924 161,933 ,000 ,656 

DT1 ,001 1 ,001 ,002 ,962 ,000 

DT2 ,312 1 ,312 1,031 ,313 ,012 

TC2 6,209 3 2,070 6,851 ,000 ,195 

TC1 4,701 4 1,175 3,890 ,006 ,155 

TC2 * TC1 5,554 9 ,617 2,042 ,044 ,178 

Error 25,680 85 ,302    

Total 2103,000 104     

Corrected Total 41,760 103     

b. R Squared = ,385 (Adjusted R Squared = ,255) 
 
Three out of four hypotheses were supported, only H1 was rejected. TC2 
contributes strongest regarding contributing positively to online trust if used 
separately which can be seen by looking at partial η2 in Table 8. There is a two-way 
integration effect by displaying both TC1 and TC2 when purchasing from an 
unfamiliar online vendor and displaying both TC1 and TC2 has a larger 
contribution to online vendors trustworthiness. This can be seen by comparing 
partial η2 in Table 8 and Table 9.  Lastly, TC1 has the weakest connection regarding 
contributing positively to online trust but it still does. 

 
Figure 3: Result of hypotheses testing. 
  



24 

5. Analysis & implications 

	
This section presents an analysis of the result that was presented in the previous 
chapter and how it is related to previous literature. Thereafter the differences from 
previous research and the added value are presented and used to explain how 
different factors can instill online trust.	

	
The theoretical framework contributes to additional knowledge about how online 
vendors can increase their trustworthiness by using third-party certifications, more 
specifically third-party trust seal and third-party e-commerce payment options. 
Previous research has not addressed consumers attitude towards online vendors and 
the usages of third-party certifications. The thesis aims to present a new perspective 
on this subject by applying the model presented in Figure 2 by Özpolat and Jank 
(2015) in the context of third-party certifications. As mentioned, the theoretical 
model proved to be suitable for examining what influence does third-party 
certifications have on perceived online trust. This is supported by the Cronbach’s 
Alpha and AVE presented in chapter 4.	
	
E-commerce is a fast growing market and Statista (2018c) forecast an increase in 
turnover in the years to come. According to the collected data, the test group’s 
online purchasing behavior, where 66,4% either increased or stayed the same 
compared to last year which makes this thesis a relevant subject to examine further. 
Furthermore, lack of online trust is a main factor why consumers do not complete 
their purchases online (Chang et al. 2013; Hong and Cha 2013; Belanger et al. 2002; 
and Lee and Turban 2001). The collected data confirms that online trust is an 
important factor when making an online purchase.	
 

5.1. Testing the model in context of third-party certifications 

According to the result from the self-completion questionnaire the model can be 
seen as appropriate for examining third-party certifications’ effect as a trust 
assuring aspect to instill online trust. Both TC1 and TC2 were confirmed as 
significant and therefore explaining that third-party trust certifications contributes 
positively to online trust. 	
	
The statistical testing showed that there was a covariate effect for disposition to 
trust and the result was also supported by Li et al. (2014) research. According to 
this study, the independent variables PT had no significant influence on OT. The 
participants to the study do not reckon perceived trust from unfamiliar online 
vendors as necessary to instill online trust. Hypothesis 1 - Perceived trust positively 
contributes to online trust, was therefore rejected. Which in itself is not that 
surprising since consumers perceived online trust of an unfamiliar online vendor is 
not a trust assuring factor. Online trust is of high importance when purchasing 
online according to the test group. As Seckler et al. (2015) describes, online trust is 
between two parties, the trustor and the trustee. Hence, providing trust assuring 
arguments from the trustor is not enough for the trustee to trust them which Ke et 
al. (2016) mention as one main perspective of online trust, i.e. the consumers’ 
perception of the online vendor. Li et al. (2014) reaches a similar result. The relation 
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between the trustor and the trustee is more complex and other factors besides 
perceived trust might determine if consumers will conduct a purchase from an 
unfamiliar online vendor. Earlier studies show that online vendors can instill online 
trust in different ways, some are examined below.	
	
The independent variable TC1 had a significant influence on OT according to this 
study. The respondents to the survey deem third-party trust seals to contribute to 
the trustworthiness of unfamiliar online vendors. Hence, Hypothesis 2 - Third-
party trust seals positively contributes to online trust, was supported. As Valdivia 
(2017) mention one of the primary hurdles in e-commerce is to instill trust. Hence, 
by using third-party trust seals as a verification of a online vendors trustworthiness 
seems to be successful according to the conducted survey. It is also coherent with 
research from Özlopat and Jank (2015) where trust seals instill an online vendors 
trustworthiness. The independent variable TC2 also had a significant influence on 
OT according to this study. The respondents to the survey consider the presence of 
third-party e-commerce payment methods to contribute to the trustworthiness of 
unfamiliar online vendors. Hypothesis 3 - Third-party e-commerce payment 
methods positively contributes to online trust, was therefore also supported. As is 
stated by Kozlenkova et al. (2017), if there is a presence of a third-party e-
commerce payment method that the consumer has some sort of relationship with, 
they are more likely to make an online monetary transaction because to them the 
perceived risk has been lowered. Therefore, by using third-party e-commerce 
payment methods as an option for consumers to pay, the online vendors help 
increase their trustworthiness towards consumers that are unfamiliar with their 
website.	
	
The two-way ANCOVA contributes to a more specific result on how two specific 
third-party technology features affect unfamiliar online vendors perceived online 
trust instead of where these are placed and in which phase in the purchasing process. 
Both third-party trust seals and third-party e-commerce payments contributes to a 
higher level of trustworthiness no matter what type of assurance. It gives an 
indication that an unfamiliar online vendor without third-party certifications are 
perceived less trustworthy. This means that Hypothesis 4 - Third-party 
certifications positively contributes to online trust, was supported. The result brings 
added value for online vendors on which third-party certification to use. 
Furthermore, the test group consider the presence of both third-party certifications 
enhance the perceived level of online trust compared to an online vendor that only 
uses one of them. It was quite surprising that Hypotheses 2-4 were so loosely 
supported. The idea with third-party certifications existence is to minimize the risk 
for consumers when purchasing online. As Li et al. (2014) states, consumers have 
different preferences regarding online trust. Online vendors can provide consumers 
with different trust assurances to target as many as possible. Hence, using both 
third-party trust seals and third-party e-commerce payment methods might increase 
the level of perceived online trust between consumers and online vendors. The 
technological factors contributes to online trust in different stages of a consumers 
online purchase, therefore the online vendors should use both third-party 
certifications (Li et al. 2014). 	
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5.2. Implications 

A central role of this thesis was to gain knowledge on third-party certifications 
influence on online trust. To provide an insight if third-party certifications are a 
necessity to instill online trust. The presented result show that third-party 
certifications are important for consumers, even though they might not consciously 
think about their existence and can be used as trust assuring elements for unfamiliar 
online vendors to instill online trust.	
	
As Oliveira et al. (2017) explains, trust is an important factor for consumers when 
they are considering making an online purchase. The research in this thesis indicates 
that PT is a key point for many respondents when asked if it is important to them, 
but only when it is considered by itself. From the results, where the p-value is too 
high to be considered significant, it can be seen that it does not have an impact on 
whether the consumers perceive the online vendor as trustworthy or not, e.g. that 
online trust exists. E-commerce is a slightly risky market where trust is a primary 
hurdle for online vendors to overcome (Belanger et al. 2002). As Valdivia (2017) 
states, security breaches is a major concern among online actors and previous 
research show that external and internal factors are important to enhance online 
trust. Li et al. (2014) research only explains that trust assurances such as third-party 
certifications have a larger effect on the perceived trust than for those who do not 
have them. Hence, this thesis adds value regarding two specific third-party 
certifications. Both third-party trust seals and third-party e-commerce payment 
solutions have a small contribution on the perceived online trust. Even though, 
third-party certifications are not important for the model they should still be there 
because they are important when considered by themselves. As mentioned 
previously there are several more factors, besides third-party certifications, that 
have an impact on online trust.	
	
Li et al. (2014) explains that trust assurances increases online trust and the 
importance of the type of third-party certification differ depending on in which 
stage it is displayed. The certification may for some people have the greatest impact 
if it is displayed very visibly on the first page of the online vendors website. When 
for some consumers it may matter the most that it is present in the payment stage 
of the online purchase. It suggests that the presence of more than one third-party 
certification might have a larger impact on online trust (Li et al. 2014). This is 
confirmed by a statistical test conducted on the test group for this study. It explains 
that there is an interaction between TC1 and TC2 in relation to OT as a dependent 
variable. The partial η2 shows that the presence of both TC1 and TC2 have a bigger 
impact on online trust than when only one is present. However, since r squared is 
low it is possible to say that the model is working at a general level, but third-party 
certifications does not have a huge impact on online trust and are not that important 
in the theoretical framework. Moreover, third-party certifications have very little or 
almost no influence on perceived online trust and it can also be concluded that 
technological aspects may not be acknowledged by all consumers. Therefore, third-
party certifications do not influence perceived online trust. In addition, there might 
have been a difference in the result depending on in which stage the third-party 
certifications were displayed.	
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Through all this it is important to keep in mind that this thesis is focused on human 
beings and that they all see and interpret things differently. Which indicates that the 
results of this thesis will differ and may not be easily replicated. Another thing that 
needs to be considered when looking at the implications of this thesis results is that 
the e-commerce market is something that is constantly developing. What can be 
deemed important by consumers today, may be irrelevant in a few years. 
Furthermore, this thesis only focused on two factors, TC1 and TC2, but there are 
several more that can have an impact on the way online trust is instilled with 
consumers.	
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6. Conclusion 

	
The conclusion is based on the previously presented analysis and its implications. 
This chapter also contains the study’s contribution to this subject and the 
limitations as well as suggestions for future research.	

	
Perceived online trust is important for online vendors to increase their 
trustworthiness towards consumers since online trust is a main reason if consumers 
complete their purchases online. There are several factors that can enhance 
perceived online trust but this study researched only two of them (third-party trust 
seals and third-party e-commerce payment methods) to create knowledge regarding 
if they are important for consumers perceived online trust. 	
	
The outcome of testing perceived trust, third-party trust seals and third-party e-
commerce payment solutions was that Hypothesis 1 was rejected. Perceived trust 
has no influence on online vendors trustworthiness. Hence, the perceived trust is 
not enough for consumers to view online vendors as trustworthy, but it is important 
in itself as a technical aspect. Furthermore, Hypotheses 2-4 were supported. Third-
party certifications contributes positively to online trust and there is an interaction 
between third-party trust seals and third-party e-commerce payment methods which 
means that they have a greater influence when used together. Even though 
Hypotheses 2-4 were supported, third-party certifications effect on the online 
vendors trustworthiness trust is relatively small. That hypothesis 1 was rejected was 
not an unforeseen outcome. However, that hypotheses 2-4 only were loosely 
supported was somewhat unexpected.	
	
As was concluded in the previous analysis, the model used was appropriate when it 
was applied on a general level of online trust. However, the third-party 
certifications do not have a significant impact on the online trust model. It is 
important that they are present, because if they are not, it can have negative 
consequences for the online vendors, but they do not have a great importance in 
terms of consumers perceived trust. The result contributes to Li et al. (2014) 
research about trust assurances in general and adds value for marketers and online 
vendor about how specific third-party certifications affect consumers perceived 
trust. 	
	
In conclusion, the contribution this thesis has is that third-party certifications are 
not that important, but they still need to be present for the consumer to feel trust 
towards unfamiliar online vendors. It can also be concluded that technological 
aspects may not be acknowledged by all consumers. Therefore, third-party 
certifications do not influence perceived online trust. Lastly, humans interpret 
information differently and the stage in which the third-party certification is 
displayed might influence the perceived online trust.	
 

6.1. Limitations and future research 

A limitation to the study was the number of respondents. The study had 104 
participants which was sufficient for this type of study. However, if given more 
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time, data could have been collected on a larger population rather than the scope of 
a student project which would have led to a larger sample size. Additionally, the 
sample would have been more randomized and therefore the distribution of the 
respondents might have been more realistic. Moreover, instead of one test group 
several test groups could have been targeted to gain a larger insight in consumer 
behavior and online trust in order to understand if the data can be duplicated or not. 
The sample consisted of a majority of young people, who may not be as concerned 
with the third-party certifications on the website they are using as older people may 
be. If the sample would have had a more balanced age distribution the results would 
have been different. It would have been interesting to have conducted the study 
using a sample with only people over 35 years of age to see how they perceive 
online trust and third-party certifications role in it all. 	
	
Something to be kept in mind is that e-commerce is a market that is constantly 
developing. Which means that what consumers deem to be important today, may 
be irrelevant in a few years. Because of this, further research needs to be done 
continuously over the years as the market continues to change. One aspect would 
be to research how the third-party certifications work from the merchants point of 
view, if they deem them to be important and have an impact on their business. 
Furthermore, the research can be expanded by looking at more factors that influence 
online trust, such as customer reviews and vendor specific guarantees. This thesis 
research was also restricted to a certain country, Sweden, and its culture. In the 
future it would be interesting to expand it to several countries and cultures to see 
which factors influence how consumers perceive online trust and if it is something 
that is important in general.	
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