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OVER THE PAST DECADE, THERE HAVE BEEN significant advances in understanding the 
antecedents and consequences of online trust in electronic commerce and online 
marketplaces. Building on this research stream, this Special Issue of the Journal of 
Management Information Systems attracted state-of-the-art research that extends the 
limits of knowledge in understanding the nature, antecedents, and consequences of 
trust in online environments. A key criterion in the review process was contribution 
to theory, because, as we explain in more detail in our paper on the research agenda 
in the domain, the study of trust in online environments requires a strong theoretical 
basis. Expanding the frontiers of science on this topic at this stage requires more than 
adding a few new constructs to existing models, considering research has already 
established the structure of online trust (e.g., [14]) and its relationship to informa-
tion technology (IT) adoption [9]. The 10 papers in this Special Issue were selected 
after a three-cycle “review and revise” process from among the 57 papers originally 
submitted. These papers successfully expanded trust theory in the context of online 
environments into the realms of culture and gender, justice, desocialization and trust, 
branding alliances, regulations on privacy, trust building over time, recommendation 
agents, and system characteristics. These 10 papers apply a wide array of research 
methods, including surveys, experimental designs, interviews, analytical modeling, and 
longitudinal experimental scenarios. The papers deal with many topics of importance 
to current and emerging online environments, including e-commerce, infomediaries, 
and mobile commerce. In this collection of papers, we also included “A Research 
Agenda for Trust in Online Environments,” which describes our views on the direc-
tion that research on trust in online environments should take.

Trust and Culture

THE FIRST THREE PAPERS IN THIS SPECIAL ISSUE deal with culture. Trust and culture are 
closely related [4], and probably one cannot be properly understood without the other 
[11]. Expanding trust research, in general, in this direction is important because most 
trust research has been conducted in the United States, and the United States is, to 
some extent, a stand-alone culture with its exceptionally high degree of individual-
ism and low degrees of uncertainty avoidance. Indeed, research in other realms has 
questioned whether findings from the United States can be readily generalized to other 
cultures [2]. This is particularly important in the context of trust, which is at the heart 
of culture. Empirically highlighting this need, the little research that did previously 
examine culture and online trust across cultures came up with mixed results: showing 
consistent relationships among the United States, Israel, and Australia [12], all quite 
similar culturally, or suggesting the need to include culture in the model because trust, 
and its antecedents, changed across cultures [6, 10, 13, 16, 23]. None of this research 
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has made its way into the top journals, and so we are happy to introduce this crucial 
aspect of trust in this Special Issue. All papers on trust and culture highlight the need 
to include culture in the study of e-commerce based on aspects of the cultural dimen-
sions introduced by Hofstede [11].

The culture papers start with a paper by Dan J. Kim. In a paper titled “Self-Percep-
tion-Based Versus Transference-Based Trust Determinants in Computer-Mediated 
Transactions: A Cross-Cultural Comparison Study,” he compares the Korean and 
U.S. consumers, as exemplars of collective, strong uncertainty avoidance, long-term 
orientation, and high-context culture in Korea, on one hand, and individualistic, low 
uncertainty avoidance, short-term orientation, and low-context culture in the United 
States, on the other. The comparison of these two samples is supportive of the need to 
include culture in the study of trust in e-commerce, especially as transference-based 
antecedents of trust were significant in the Korean sample but not in the U.S. sample, 
and privacy concerns of more importance in the United States.

The second culture paper is by Dianne Cyr. In a paper titled “Modeling Web Site 
Design Across Cultures: Relationships to Trust, Satisfaction, and E-Loyalty,” she 
compares samples from Canada, Germany, and China. The trust antecedents here 
deal with information design, navigation design, and visual design. The comparison 
of these samples is also supportive of the need to include culture in the study of trust 
in e-commerce. Again, consistently across cultures, trust had approximately the same 
effect on the outcome variable, but the relative importance of the Web site design 
characteristics—that is, the trust antecedents in this study—differed across cultures.

Expanding the study of culture beyond e-commerce, Anthony Vance, Christophe 
Elie-dit-cosaque, and Detmar W. Straub study online trust in the context of mobile 
commerce in their paper titled “Examining Trust in Information Technology Artifacts: 
The Effects of System Quality and Culture.” They investigate if two system quality 
constructs—navigational structure and visual appeal—would influence trust in mobile 
commerce technologies. They also consider the effect of culture, individually and in 
conjunction with the two system quality constructs, by comparing the trust placed by 
French and American potential users in m-commerce technologies. Both of the system 
quality variables, culture, as well as the interaction of trust and navigational structure, 
influenced users’ trust in IT artifacts. This study is novel in that it contributes to the 
“trust in IT” literature by extending it beyond the commonly studied context of recom-
mendation agents in e-commerce [25, 26] into mobile commerce technologies.

In sum, these three papers conclude that although the importance of trust may not 
vary significantly across cultures, its antecedents do. Among the cultural dimensions, 
collectivism and uncertainty avoidance are the key elements of culture that affect trust 
antecedents in all of these studies, and support the theoretical propositions by Doney 
et al. [4] and the empirical conclusion by Gefen and Heart [6].

Trust and Gender

RELATED TO THIS SEQUENCE ON CULTURE, Neveen F. Awad and Arik Ragowsky examine 
whether gender affects trust and e-commerce based on an expansion of sociolinguistic 
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theory in a paper titled “Establishing Trust in Electronic Commerce Through Online 
Word of Mouth: An Examination Across Genders.” Sociolinguistics holds that com-
municating across genders is sometimes reminiscent of communicating across cultures, 
because men and women communicate and understand communication differently, 
each sex applying and seeking different social messages through communication. 
Men seek to establish social hierarchy, women to create inclusion [24]. With a unique 
sample of over 1,500 survey respondents drawn from the population at large, Awad 
and Ragowsky expand these previous sociolinguistic gender studies about IT adop-
tion [5, 8] and virtual communities [7] to show that gender also affects the trust and 
technology acceptance model [9] as well as some specific trust antecedents in word-of-
mouth systems on retailer Web sites. The authors show that women are more affected 
by trust than men, and, in accordance with sociolinguistic-predicted behavior in other 
settings, that while men value their ability to post more than women, women value 
the responsiveness of others more.

Trust and Justice

EXPANDING THE THEORY OF TRUST in a new direction, Ofir Turel, Yufei Yuan, and Catherine 
E. Connelly, in their paper titled “In Justice We Trust: Predicting User Acceptance of 
E-Customer Services,” develop a model that incorporates trust and perceived justice. 
Using an experimental design, this study makes a unique contribution by showing 
the validity of integrating justice theory into trust theory. Justice theory discusses 
four types of justice—procedural, distributive, interpersonal, and informational—as 
antecedents of behavioral intentions [3]. As the authors show, trust fully mediated 
the effects of all these justice beliefs except for informational justice. Considering 
procedural justice and distributive justice are the main types discussed in the literature, 
this study confirms the central role of trust as conceived in previous research as an 
enabler in e-commerce by casting it as the reason why the fairness of the interaction 
affects behavioral intentions. Combined with other studies where trust mediated such 
antecedents [18], these conclusions support the conclusion that trust is the main driver 
in e-commerce [21]. Considering the importance of culture’s influence on trust, and 
considering the differences in the perception of fairness across cultures and probably 
between the sexes, adding a culture and gender dimension to further studies of justice 
and trust sounds a promising avenue.

Trust and Privacy

THE TOPIC OF TRUST, PRIVACY, AND INSTITUTIONAL governmental guarantees also receives 
attention in a paper titled “Gaining Trust Through Online Privacy Protection: Self-
Regulation, Mandatory Standards, or Caveat Emptor,” by Zhulei Tang, Yu (Jeffrey) 
Hu, and Michael D. Smith. This paper focuses on whether, how, and to what degree 
of effectiveness online privacy protection can be enhanced by consumers’ trust in 
firms and by governmental regulation. Using analytical modeling, this paper shows 
that credible and unambiguous signals can build consumers’ trust in firms, and thus 
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enhance social welfare. Because consumers often find it difficult to precontractually 
identify and select firms that have the ability and willingness to protect consumer 
privacy [20], trust helps overcome online privacy concerns. Interestingly, even 
though governmental regulation also builds consumers’ trust and facilitates online 
privacy protection, it is not optimal in most online environments due to lower profit 
margins and higher prices for consumers compared to trust building. This paper adds 
to the trust literature (e.g., [15, 18]) that has argued that trust acts as a lubricant for 
consumer–firm relationships, and that institutional guarantees may not be as cost-ef-
fective as relationship trust building.

Trust and Auctions

RELATED TO THE STUDY OF TRUST AND ONLINE AUCTIONS, Mohamed Hédi Charki and Em-
manuel Josserand examine the role of online reverse auctions on interorganizational 
trust among buyers and suppliers in the retail industry in their paper titled “Online 
Reverse Auctions and the Dynamics of Trust.” Building on the notion of the spirit of 
the technology and the organizing vision, and using qualitative methodology with 70 
field interviews from buyers and suppliers in the French retail industry, the authors 
show that desocialization associated with the introduction of online reverse auctions 
leads to distrust. The authors also show the destructive role of technical problems 
and rumors on the formation of both trust and distrust, which is posited as a distinct 
construct. This paper relates to the extensive literature that relates to trust and online 
auctions (e.g., [1]), but it extends the literature by going beyond trust to examine the 
formation of distrust. It also relates to the literature on psychological contract viola-
tion in online auctions (e.g., [19]) in the sense that negative incidents and unethical 
perceptions—similar to psychological contract violations—lead to the reduction of 
trust and the formation of distrust.

Trust and Web Site Quality

PAUL BENJAMIN LOWRY, ANTHONY VANCE, Greg Moody, Bryan Beckman, and Aaron 
Read examine how unfamiliar Web sites use branding alliances and Web site features to 
improve their brand image and increase consumers’ trust in their paper titled “Explain-
ing and Predicting the Impact of Branding Alliances and Web Site Quality on Initial 
Consumer Trust of E-Commerce Web Sites.” Building on the literature on third-party 
trust transference (e.g., [18, 22]) and using an experimental study, the authors show 
that branding alliances help transfer positive impressions to unknown Web sites and 
increase initial trust formation. The paper’s interesting finding is that Web site qual-
ity and branding alliances are important constructs in building trust in unknown Web 
sites, while Web site quality affects brand image. Therefore, while trust transference 
from third parties is important, Web site characteristics also affect brand image, thus 
contributing to the information systems (IS) and marketing literature in terms of how 
brand image is enhanced. It also contributes to the e-commerce literature (e.g., [17]) that 
examines how Web site characteristics lead to the success of commercial Web sites.
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Trust and Infomediaries

FATEMEH “MARIAM” ZAHEDI AND JAEKI SONG examine trust building over time in their 
paper titled “Dynamics of Trust Revision: Using Health Infomediaries.” Using a 
longitudinal laboratory experimental scenario, this study shows that the structure of 
trust changes over time. Information quality becomes the most important predictor 
of trust in infomediaries and satisfaction plays an important role in building trust. 
The interesting insight of this paper is that it goes beyond initial trust formation to 
longitudinally examine the dynamics of trust evolution and show that the structure of 
trust changes over time. Specifically, the results show that information quality is the 
single most influential predictor of trust building in infomediaries over time, while 
satisfaction substantially changes customers’ trust beliefs.

Trust and Recommendation Agents

WEIQUAN WANG AND IZAK BENBASAT EXAMINE trust in decision support technologies for 
e-commerce (recommendation agents) in their paper titled “Attributions of Trust in De-
cision Support Technologies: A Study of Recommendation Agents for E-Commerce.” 
The authors investigate the reasons why consumers trust or do not trust decision 
support technologies in their early stages of trust formation. Using an experimental 
study that includes a multimethod approach for collecting quantitative and qualitative 
data (content analysis), the study respondents were asked to explain the reasons for 
trusting (or not) recommendation agents. Most interestingly, the study identifies the 
positive and negative reasons for increasing or decreasing trust, respectively, result-
ing in a comprehensive list of factors that positively and negatively influence trust in 
decision support technologies for e-commerce.
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