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Abstract
The trust for online vendors is something that is really important for e-commerce to function. For a 
long time the user interface has long been thought of as the main solution for solving the problem with 
unprofitable online stores. Even though a better usability for a online store will improve it and perhaps 
lead to some success. Usability will not alone be the one solution to the problems that a online store 
might have. However the low credibility for Web sites doesn't stop us from going online and making 
transactions with online vendors. In this thesis it is shown how a cross media concept could enhance 
the trustworthiness for e-commerce and online vendors. Based on the findings form two empirical 
studies and literature, four elements are presented that I believe would assist in making e- commerce 
feel more safe and secure.

1 Introduction
Online trustworthiness was chosen to try and understand how trust  in e-commerce can be enhanced 
with the help of using a cross media perspective. Today, many still don ́t shop online due to trust 
issues against online vendors. Ang et al. (2001) says that it can be due to the lack of secure e-
commerce indicators on the vendors website, a complicated interface and also bad reputation. And 
with today´s technology, e-commerce is expanding in an enormous rate and it  would be interesting 
to see what the effects would be when using a multi-channel perspective in e-commerce. Using that, 
we might improve the trustworthiness for online vendors even more. By using the cross media 
perspective, this could help enhance the trustworthiness for a online vendor, and might even lead to 
people ”shopping online” more then what is done today. That said, the aim is not to create a cross 
media vendor and have it tested against  a target-group, but instead take peoples thoughts on the 
subject into consideration by using a questionnaire and then discuss and interpret  those thoughts 
with Web-developers and see what the next step  could be when creating online vendors. So the aim 
of this thesis is to find out, if by using a cross media perspective in e-commerce, if that  would 
increase trustworthiness for online vendors?

1.1 Background

User interfaces has for a long time been thought of as the main solution for solving the problem 
with unprofitable online stores. Even though a better usability  for a online store will improve it  and 
perhaps lead to some success. Usability  will not alone be the one solution to the problems that an 
online store might have, because it doesn't matter how usable or nice your online store is, nobody 
will spend money  on a online store that doesn't reflect trustworthiness. Trust is an important factor 
that consumers need to have before they  make purchase decisions, (Lanford and Hübscher, 2004). 
Which factors can then imply trust and trustworthiness to consumers online? Understanding the 
concept of the words ”trust” and ”trustworthiness” must first be understood and how trust online 
works. First we need to define what trust is. According to Toma (2010), trust is a way of 
expectations which we as trustees are expecting from the ones that are the trustor. Based on the 
actions in an uncertain environment, will therefore require trust when there is a risk involved. 
Another possibility where trust is needed is when the trustees are in a position of vulnerability, and 
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must rely on the trustee. Trustworthiness on the other hand is only  a distinct concept to trust, as trust 
requires a person to put his or hers trust in another person, the trustee. Trustworthiness also requires 
that people will judge you but then they decide if they want to trust you.

According to Fogg (2000), trust  is an indication of positive belief in another person, object or 
process. Shneiderman (2000) also indicates that trust is a way to help and reduce complexity when 
there are incomplete information about unknown factors, which will promote the probability  of 
having consumers taking a risk online. Taking these aspect into account when it comes to  
trustworthiness for online vendors, it comes down to a judgement call made by the users and is 
based on past experiences of being a consumer and the perception of the online vendor. (Sisson, 
2000). Some implies that the elements from these definitions, which can be the user ́s ”good will”, 
peoples rationality, interpersonal skills, a psychological state and expectations that determents the 
trust and trustworthiness in others. Keen. et al. (2000) says that  for online vendors, trust  is an 
important variable for them to get e-commerce to work. During online transactions at online 
vendors, customers are extremely vulnerable, because of the less controllable environment. Factors 
like this means that customers need to feel safe and secure when making transactions online, in 
other words, they need to trust  the online vendor. Online vendors job, is then to make sure that their 
customers receive that trust. Turning the trust-establishment into a crucial factor for online vendors, 
where the creation of trust between themselves and their consumers can mean the difference 
between them losing customers and money. (Gefen, 2002). Today online vendors have the 
possibility to incorporate different symbols and indications that can enhance the feeling of trust  but 
also safe and secure e-commerce. Online vendors can themselves incorporate this to there Web site, 
but it can also be done by using customer´s reviews or by a third party. (Kim and Benbasat, 2010). 
24mx is a good example of using these elements on a online vendors Web site. See Figure 1.1

Figure 1.1 Shows how the site 24MX, make use of three different elements to incorporate trust into 
there visiting customers.
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24mx is a online store that sells motorcycle gear and when entering the site, you are going to see 4 
indications that help imply for a safe and secure e-commerce, and these are:

1. Promise list to you as a customer, containing promises as free shipping when shopping over 
a certain amount, try  what you buy  at home service, interest-free down payment and lowest 
price guarantee. See Figure 1.1 

2. Symbol for safe e-commerce in Sweden. Distributed by  the Swedish ”Distanshandel” or 
SDh. Online vendors can use this symbol to clarify  that they are qualified by a third party to 
run e- commerce on there Web site. SDh ́s requirements for using their symbol, can also be 
regarded as a indicator for a safe and secure location for e-commerce. Consisting of a total 
of 12 requirements that online vendors need to live up to. (Tryggehandel, 2012)

3. Incorporating the use of social media to show that others like their online store and the 
products they sell. Giving new visitors a chance to see others discussing the items. 

4. Indications of well known payment methods, that they have to your disposal. Giving the 
customer an opportunity to choose the payment method he/she feels safest  to make a 
transaction with. 

Indication to how trust needs to be designed for online vendors in the future and how we should 
create future e-commerce is the aim to this thesis, without having to risking the trustworthiness. 
Instead, the thesis shows how the use of different media-channels might enhance the 
trustworthiness for online vendors and by that increasing the use of e-commerce.

1.2 The Cross media perspective in e commerce
So how can cross media be used in e-commerce today? It needs to be said that cross media doesn't 
just mean web-based or TV-based branding or experiences. Cross media refers to all media 
platforms used today. And to name a few, they  can be magazines, radio, books, games, web, TV, 
newspapers etc. So you have the possibility to work with a lot of different mediums. So what 
makes a brand successful? There are certain aspects a brand must fulfill in order to even 
have a chance to be successful. Which are;

A brand have to:

• See to it that there message is clearly delivered. 

• See to it that the brands credibility is confirmed and received by the customers 

• Connect with your target group emotionally. 

• Motivate your target group when they buy your brand 

• Reinforce the users loyalty.

Department of Informatics 2012-09-20
Mikael Vemmenby

3

https://www.tryggehandel.se/?sida=krav
https://www.tryggehandel.se/?sida=krav


These are just a few crucial touch-points that  a brand needs to look into, and then find out if they 
have a clear view of these aspects. Understanding the touch-points, it  will not only  help 
understanding the needs and wants of your prospectors and customers, but it will also help integrate 
these strategies into the company. When a company manage to succeed with the different touch-
points, and the company gives the customers a good experience, they will start  to perceive the 
company as a good thing. Hopefully become loyal customers, which then makes a strong brand 
invaluable in the battle for the customers. Therefore, time spent researching and defining the brand 
during the building of a brand is important. After all, by giving a promise to your customers, this 
will be the fundamental piece in your marketing communication and this is something you don ́t 
want to be without. (Adamson and Kirkpatrik, 2008) (Franzen and Moriarty, 2009) 

So in order to understand how cross media can be used, the concept of branding is crucial to 
understand. And a brand is the idea or image of a specific product  or service that consumers connect 
emotionally with, by identifying the name, logo, slogan or design of the company who owns the 
idea of image. So branding in itself is when that idea or image is marketed in such a way that more 
and more people recognize it, and can identify  themselves with it. No mater how many  other 
companies offers the same product, it is yours they  choose to buy. This is because you have 
penetrated the social wall and your brand have now begun to have a more emotional connection 
with the customers. (Adamson and Kirkpatrik, 2008) (Franzen and Moriarty, 2009) By  using 
branding or cross media, it becomes a way for companies to get an important asset within the brand 
or company, which is good reputation or ”Goodwill”. When there is no reputation or the reputation 
isn ́t very  high, branding becomes a way to help the companies change that factor. With the help of 
branding the companies can build up an expectation about the company  and about the product or 
service they  provide and with this, at the same time get the company to maintain that expectation, or 
better yet, exceed them. Bringing better products and services to the market. (Adamson and 
Kirkpatrik, 2008) (Franzen and Moriarty, 2009) When we then take a look at  digital branding we 
can today see that digital branding is an important part of the whole and helps the companies build 
up there reputation as well as expand beyond the original product and service. However, when 
using digital branding you have more to think about. If we take a look at using the Internet  as a way 
of branding. You have to but in a lot of work just in order to co-ordinate domain names and brand 
names to keep visitors and clients. And if it is a new brand, it becomes easier for visitors to easily 
discover the new brand if you have manage to solve this problem.  (Adamson and Kirkpatrik, 2008)

The explosion of technology over the past few year has not changed the rules of how to build a 
powerful brand, but it  has changed the market. By using cross media or multichannel marketing, the 
tools and tactics within branding has just  magnified everything we know to be true about managing 
and creating brands. (Adamson and Kirkpatrik, 2008) In marketing, you need to have an insight to 
what consumers think and how they feel and experiences the brand or company. With digital 
branding or cross media, this gives the companies more insight to consumer behavior. Digital 
branding also lets the consumers gain insight to what the brands actually  do and doesn't do, so 
digital branding is also a way  for companies to find out what the competitors are up to and why 
consumers chooses the competitive brand instead of there own. When talking about market 
communication and digital branding, consumers can let the world know instantly whether or not a 
brand has meet their expectations and if the brand keeps ”there end of the bargain” so to speak. The 
technology that exist today  lets consumers magnify, amplify  and share there opinions and 
experiences about how they perceive the brand and there brand promise. So when brands are using 
digital branding or cross media, they can create larger experiences that are engaging and more 
memorable. Using todays technology it becomes more interactive and gives the consumer a more 
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compelling and memorable and hopefully a more positive relationship  to the brand or company.  
(Adamson and Kirkpatrik, 2008) (Franzen and Moriarty, 2009) So by using a cross media 
perspective, the company can hopefully  succeed within creating a bond of trust  between themselves 
and there costumers.

1.3 Scope of this study
The scope for this thesis work are as follows:

• Focus on trying to understand how people perceive trustworthiness for online vendors, and 
what helps in enhancing the trustworthiness.

• Trustworthiness for online vendors, can it be enhanced by implementing a cross media or 
multichannel perspective to e-commerce and in doing so rase the sense of security.

2 Related Works
Trust in e-commerce and for online vendors is discussed in this thesis but  also how a cross media 
usage could enhance the sense of trustworthiness. Multiple fields have a lot of different definitions 
of trust. Some definitions of trust are constructed and reflected below.

Rousseau et al. (1998) Says that [..] ”regardless of the underlying discipline of authors, confident 
expectations and willingness to be vulnerable are critical components of all definitions of trust”. 
This is a similar conclusion to the definition of trust as Mayer et al. (1995) says [...] ”The 
willingness of a party to be vulnerable to the actions of another party based on the expectations that  
the other will perform a particular action important to the trustor, irrespective to the ability to 
monitor or control that other party,” (p. 712).

Related work of how to build trust  for e-commerce, Shneiderman (2000) talks about a certain set of 
guidelines that needs to be fulfilled in order to promote trust in e-commerce and e-services. And if 
developers learn to understand the explicit and contract-like nature of trust between people and 
organizations, that can lead to a clearer understanding of how to design for trust in e-commerce.

Egger (2001) also talks about how design depends on a large number of factors when it comes to e-
commerce, and what will make that experience successful. In Eggers paper he shows that the 
interface is only  one part of the customer´s experience. And he implies that when designing for 
trust, experience strategies need to look beyond the user interface and pay more attention to more 
general management and marketing issues. 

In another related work to trustworthiness in e-commerce, Araujo and Araujo (2003) discuss about 
trust between customers and online vendors and how customers my feel uncertainty about the 
different steps they need to take during the process of a transaction from a online vendor. Araujo 
and Araujo also try to show guidelines to how best strengthen a customer´s trust to e-commerce and 
makes a suggestion of an automated tool that could be used to improve the trustworthiness of a Web 
site. Developers would then be able to use this tool during development of new Web sites and also 
to evaluate already existing Web sites of their trustworthiness. The idea is that it  would work as a 
form of a checklist.

Department of Informatics 2012-09-20
Mikael Vemmenby

5



Princeton Survey Research Associates (2002) show a study that talks about how the low credibility 
for Web sites don ́t  stop us from going online and making transactions with online vendors. 
Credibility is however a factor that plays an important role together with nine different factors that 
will determine if we make those transactions. Online users in every category, from beginners to 
advanced online users, wants to have clear information provided about the Web site, so that they 
themselves can judge the site´s credibility.

Gefen (2002) means that  trust  is a way for us to accept the aspect of IT (Information Technology), 
and that trust has become especially needed when it comes to transactions between online vendors 
and customers. In his paper he discusses about how trust can be seen as a multi-dimensional 
construction that combines different beliefs that then form behavioral intentions such as trust. His 
study examines three categories to determine trustworthiness, which is integrity, benevolence and 
ability for online consumer trust. Results show that trust and trustworthiness should not be regarded 
as one and the same, but more as different beliefs that influence different consumer behavior and 
intentions. Similar studies are made by Kim and Benbasat (2010) where they also discuss about 
ability, integrity and benevolence of the online merchant. This implies that a very important  factor 
for trustworthiness for online vendors is to improve the trust between customers and internet stores. 
The reason is that, trust is such an important factor in electronic B2C, (Business to Consumer), 
commerce and is vital for the success of online vendors today. Recommendations in the study are 
also pointed out for web-developers that  they think would be useful when designing for trust 
assurance for online vendors. 

From the review of related work, it shows that very  much work has been done to understand the 
role of trust and trustworthiness and how consumers judge the credibility of a online vendors and  
there trustworthiness before a transaction can take place.

3 Method
Section 3 gives a presentation of how the collection of information was conducted. Two empirical 
methods were chosen to help the thesis work give important information to further understand the 
relevant subject of trust. Methods that were used for this thesis was a questionnaire and a focus-
group. These methods were used to gain knowledge about what people think about trustworthiness 
for online vendors but also to gain knowledge about how people within the field of web-
development think that cross media could help e-commerce in the future.

One of the main reasons why a questionnaire was chosen for this thesis was that it would be easier 
to reach out to a larger number of people. Open-ended questions and fixed-response questions were  
both used and the reason for using both was to investigate people´s attitude towards trust online. 
The open-ended questions would help  to scale up an understanding towards people´s attitude 
towards trust and the fixed-responses would give a deeper understanding to what factors would be 
important to consider.

Next was the focus-group  session held with a web-development bureau in Malmö called Odd Hill. 
Reasons why this methods was chosen was that focus-groups are a loosely structured method and 
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the participants have the opportunity to raise awareness to specific questions. (Jordan, P.W, 2000) 
Combined with the people from Odd Hill, that work with web-development, would give a 
interesting insight to how they see the future of trust for e-commerce and how that  can mix with a 
cross media concept.

3.1 Questionnaire
Understanding how people view the concept of trustworthiness for online vendors today, a survey 
was created and sent out via Facebook as a URL link. Enalyzer is a online service, http://
www.enalyzer.com, that was used to create the questionnaire. Using a questionnaire that could help 
to get an understanding of how not only trustworthiness is perceived but also to understand how 
people see the importance of secure online shopping. Helping to better understand if the usage of 
different media channels will enhance the trustworthiness for online vendors. People that 
participated in the survey, varied in age between the ages of 22 up to 56 years old. Questions that 
was used in the survey, were created after reading related articles about the subject on 
”trustworthiness” but also after having collaborations and discussions about the question, together 
with the supervisor during this thesis. To view the questionnaire used, see Appendix 1. Before the 
questions were sent out, a pilot test  was done so that the questions used would be understood and 
perceived the way that was intended. This helped as some words needed to be changed in order to 
produce the right question. Reconstruction of the questionnaire was done and another pilot test was 
performed with the help of the same person as before. This time the questions produced answers 
that helped the study. Meaning that the questions gave answers that gave the participants of the 

survey, the opportunity to elaborate there answers and think about the questions before answering. 
Note: Not all questions were made this way as some questions only allowed one answer to each 
question. (Fixed-responses)
The survey was then sent out with the help of Enalyzer and Facebook, where the URL link was 
posted on to Facebook ́s timeline explaining the situation. The reason for why Facebook was used 
to get participants was to get a large spread of people participating but also by using social media, it 
became easier to find people willing to participate. After people then had chosen to participate, they 
were also asked to share the questionnaire, with the hopes that it would have a larger spread. This 
resulted in 35 people participating in the survey, but only 33 people completed the survey. 
Therefore, the answers of the two persons who did not finish will not be taken into the 
consideration of the study. Collection of the data was done by using the help  of the web-service 
Enalyzer, that provided a function where the questions instantly  were created into diagrams, making 
the answers easy to interpret. Data that was gathered was then evaluated with the help of the 
literature and the open-ended questions was also turned into diagrams and gone through thoroughly 
in order to understand people´s opinions about trustworthiness against  online vendors. Showing 
what people may or may  not think that media helps in giving vendors a larger sense of trust and 
reliability with the help of using different media channels.
A factor that won't be taken into account is the difference between men and women. As this thesis is 
more interested of the more general perception of trustworthiness. 
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3.2 Focus-group (Odd Hill)
Web-development plays a big part when it comes to creating trustworthiness for online vendors, and 
to create a better understanding of how the industry looks at the subject. Odd Hill, which is a web-
development bureau, was contacted in order to help  with the focus-group session, that would be 
held together with their employees. The reasons for choosing this empirical method is that it´s a 
good way to get spontaneous reactions from the participants, and that might give answers that  
weren't expected in the first place. (Wiberg, 2003) Together with Odd Hill a collaboration was 
created, and when the time came for a focus-group to be held, and as agreed, Odd Hill participated. 
The people from Odd Hill where the two co-owners of Odd Hill and two of there Web-developers. 
During the focus-group session, four elements would be discussed that had emerged from the 
literature, which were Control, Make it Fun, Give a good Experience and Be Active. After the 
focus-group was held, the data gathered from it was analyzed by  listening repeatedly on the 
recording made from the focus-group. From the recording and the knowledge gained from the 
literature, results could be found and drawn from the focus-group as could the results from the 
questionnaire.

3.2.1 Environment
Location of the focus-group session was at Odd Hills office in Malmö, and was recorded with the 
help  of Audio note-std, which is a free application from the App store. Participants of the focus-
group were also asked before hand if recording of the session was something they  would give their 
consent to, which they all did.

3.2.2 Structure
Results from the questionnaire were first shown to the participants of the focus-group, in such a 
way that the participants of the focus-group could see peoples attitude and thoughts towards the 
subject of trust online and safe e-commerce. Questions were then asked to the participant to get the 
discussion going and when the first topic ended, another slide was shown to the participants.  
Showing four elements of requirements that has been found repeatedly in the different articles read 
for this thesis. Discussions regarding the four elements were then  analyzed one by  one and the four 
elements that would raise the feeling of trust was control, make it fun, give a great experience and 
be active online.

3.3 The Literature
During this thesis, the literature that was used helped to clarify questions during the study and made 
it easier to interpret results on the subject of trustworthiness and trust for online vendors. So in a 
way the literature worked as a ”navigation-guide” when trying to create the right questions in order 
to get the right answers for the questionnaire. Reading the literature, it  also helped the thesis work 
in order to get a larger understanding in how people perceive trust and whats important when it 
comes to trustworthiness for a online vendor. Giving meaning to why  its so important to create a 
trust between a online vendor and its customers. Understanding that it seamed to make more sense 
to try and understand if that trust could be enhanced by using a multichannel perspective. 
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4 Key findings for How to imply trust to E-commerce

In section 4, the literature and the key findings are presented.

4.1 The way to trust is simple
”The way  to achieve trust is simple, [...] trust is best achieved by  allowing the balance of power to 
shift  toward a more cooperative interaction between an online business and its 
customers” (Hoffman et al, 1999). But is it really  that easy and is that the only way to incorporate 
trust onto online consumers? Key findings on how to promote trust to online consumers will be 
presented below.

Shneiderman (2000) points out that in order to incorporate trust between customers and Web sites. 
Invitations needs to be sent to the customers to make them participate on the Web site. Customers 
are also more likely  to participate in transactions online if they receive a strong assurance from the  
online vendor, and they do that by searching reliability from past  references and truthful statements 
that will give them a sense of future guarantees. So in order to enhance the trust for a online vendor, 
web-developers need to consider a few guidelines.

• Give references from past and current customers. (e.g Reviews and comments) 

• Show patterns from successful transactions

• Show customers certifications from third parties

• Make it easy to locate, read and enforce policies involving privacy and security.

Clarifying what responsibilities you has as an online vendors, is another thing that  will accelerate 
the trust, because as soon as a customer starts to investigate a product, a relationship  is starting to 
form. (Shneiderman, 2000). Important factors in building trust is to not make the customers feel 
resistance towards you and to reduce that risk you should clarify  your responsibilities and 
obligations. Usability of a well designed Web site, with orderly  structure and a good navigation, 
meaningful description of the products and a understandable process for the transaction are some 
things that will have a positive effect on consumers and will make further web-development  
consider these factors:

• Give clarity of each participant ́s responsibility

• Provide clear guarantees with compensation 

• Support dispute resolutions and give mediation service

Disappointed customers will sooner or later complain on your product or service. Making it easy to 
handle these kinds of situations with unsatisfied customers is important, to be able to deal with 
customers that want more than just an apology. Creating good usability in a system is a way  to 
make the unhappy customers feel satisfied and hopefully they can then be turned into more loyal 
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customers because of the positive and quick response they can then get. Organized customer service  
is an important and necessary  issue to have a good solution for, but today  implementations from 
third-party facilitators and mediators are becoming more advisable.

Egger (2001) also discusses usability  and how that will affect the customers sense of control on a 
Web site. Some of those elements that can be important for the costumer are the overall 
architectural layout of information, transparency of terminology and familiarities that lets the 
customers get familiar with the Web site. Helping them to navigate and make the process of a 
transaction easier. Web sites also need to give confirmations on different actions, process feedback 
and constructive error messages, which all help the customers to feel in control of the situation. 
Related to the usability  of the Web site is the reliability, that can be affected by  both inside and 
outside factors, but in a general sense, ease-of-use on a Web site, is perceived by many customers as 
respect and that the company understands and cares about them.

Egger (2001) points to factors that he wants web-developers to think about in order to make this 
happen, which are:

Provide easy access

• Meaning that you should design for cross-platforms and cross-browser compatibility.

• Avoid the need for plug-ins and downloads on the homepage.

• Only use plug-ins if they add value to the content.

• Be customer-centric

• Structure the site in accordance with customers, domain model and expectations.

• Present the information in a way relevant to the customer: e.g. thoroughly test localized 
systems. 

• Minimize click stream for greater efficiency and satisfaction 

• Let the customer be in control 

• Support the browsing behaviors of both novice and expert users. 

• Inform customers about the procedures required to transact: e.g. overview of steps. 

• Provide clear feedback to user actions: allow for easy error management. 

• Allow for customization: e.g. content, language or measurement units.

Results from the survey showed that 64% of the participating people don't want to take an 
unnecessary risk by buying from unknown online vendors. See Figure 5.5. Online transactions then 

Department of Informatics 2012-09-20
Mikael Vemmenby

10



comes down to what can be done to enhance the trust in new customers. According to Egger (2001)  
web-developers need to make it easier to address risk factors directly up-front. They should list 
what measures the online vendors has to take to ensure safe transactions. They  should give the 
possibility to choose from different payment methods and in addition, web-developers also need to 
show the company ́s privacy  policy. Companies today, (not all of them), requires that the user 
register themselves on their Web site and have to create a profile. Clear indications are needed here 
to show how they are handling and using that information you as a customer are asked to give. 
When a personal profile has been created, customers need to have the ability  to modify and 
contribute with new information on that Web site, giving the customers a sense of control. One 
important factor is that registration should be delayed as long as possible for a website. Customers 
shouldn't need to have a profile in order to just browse the Web site. Later if and when they choose 
to register, they  should have a complete overview of the information required in the registration 
form and it should be easy for them to access and modify. Egger (2001). 

Araujo and Araujo (2003) also suggest guidelines to how you should enhance the trust  between 
online vendors and customers and one importance factor is to constructing a good user interface 
design. Even the smallest glitch can have a negative effect on a customer´s trust. So in order to 
enhance the trustworthiness trough a Web site web-developers need to consider:

• Web site navigation - implying that even inexperienced customers should be able to browse 
 the Web site easily. 

• The content - make sure that the information given on the Web site isn ́t offensive and that you 
deliver the right message with it. 

• The product and service descriptions - The Web site should hold clear information about the 
products that are sold and what service the Web site offers. 

Another factor Araujo and Araujo (2003) points out, is the possibility  for customization, where the 
customers should have the possibility to change the content of their information on your Web site. 
Giving the customers a more satisfying experience will lead to a larger credibility  for that online 
vendor. Factors like this can relate to the issue of giving users more control, and because more 
control a costumer feels on a Web site, the more confidence the customers will put  on that Web site. 
Elements that inflict that kind of confidence can then lead to an increase in trust, which are: 

• Give the customers access to information 

• Show all aspects of the vendor-customer relationship - Give all information on how the 
transaction will be performed. 

• Personalization capabilities - Let the costumers have some control
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• Give feedback - Be active to answer both confirmations for actions on the website and 
purchases, but also on incomplete transactions, user mistakes, questions etc. with information 
on how to solve the problem. 

Addition to these findings, similar claims are found in Tsygankov (2004), Angeli and Kyriakoullis 
(2006), Lumsden (2009), Beatty et al (2011), Kim and Ahn (2005) and Lynch (2010).

Another approach is to make the process of online shopping fun and create an experience around it. 
Creating an experience is a way to use the adaptation of cross media communications, where the 
content of a Web site is spread over multiple platforms, where at least two mediums are used. e.g. a 
Web site and a mobile phone. Users are then required to move across the different mediums in order 
to get  the full experience. Concepts like this has until now been used by the marketing, game and 
entertainment industry. Now we are seeing that more and more ”serious” applications and services 
are being used by companies as they are now starting to incorporate the concept of multichannel 
shopping. (Pasman, 2011)

4.2 Give customers a good experience and make it fun
Nielsen says (2002) [...] ”A Web sites that can be designed to engage and empower users, increase 
their enjoyment and encourage them to explore websites in-depth. Once we achieve ease of use, we 
́ll need additional usability methods to further strengthen joy  of use. Giving customers an 
experience during e-commerce and at the same time trying to make it fun is not as easy as it sounds. 

Creating a good experience for customers and by using multichannel shopping or a cross media 
concept, web-developers would have to go beyond the individual disciplines and platforms used 
today  in order to create a fully integrated interactive experience. Transactions from on medium to 
the next  need to be smooth and logical and the boundaries of normal platforms needs to be blurred  
to give way for a new way  of participating in e-commerce. (Pasman, 2011). Considering the use 
multichannel shopping, the content should be clear and suit the purpose as well as it should be 
reflecting high quality. Sometimes all it takes is that  the content is presented in a good way for 
consumers to perceive it  as positive UX, (User experience). (Väänänen-Vainio-Mattila and Wäljas, 
2009). Good cross media concepts should enhance the value of communication towards customers, 
when and if using a multichannel online vendor. By promoting the level of depth in order to get 
more involvement from the customers and get them to want the full experience. Making it more  
personal can create a higher involvement from the customers and therefore it becomes more 
relevant and powerful, which then triggers the curiosity in the customers and leads to a fun 
experience. Especially now when cross media and the whole concept of using different user 
experiences on the Web are becoming more popular. Clearer sets of tools, methods and techniques 
are becoming more and more important for web-developers. (Pasman, 2011)
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4.3 The use of social media to enhance trust
Today people are increasingly using social networks to connect personal and professional 
relationships. Behaviors like this require a considerable amount of trust that's being placed in 
strangers, solely on the basis of their online profiles (Toma, 2010). One of the cornerstones of 
todays Web use, is social media, that helps us structure and enhance the quality  of our Web search 
and information retrieval. Using social media, users help each other make decisions online. Benefits 
for companies when using reputation-based trust, is that  users have the ability to rate the product   
and reach out to a large amount of people in a community, and that can then enhance the 
trustworthiness for new potential customers. (Caverlee et al, 2008).

According to Freitag and Wilde (2011), social media is today used to reach customers and has 
grown extensively in development in the customer process department. Media used for 
communication, marketing and distribution have become a vital resource when it comes to 
interacting with customers. Possibilities to use more then one channel to reach out to different types 
of customers have improved massively. e.g. young people may want to get information via 
innovative media whereas older people may want or prefer personal sales conversations. The 
Internet has evolved and so too have the customers. Today  customers are smart, they like to shop 
convenient and they are mobile. Costumers have the need to live in an easier and more versatile 
world than customers before them. Leading to a multi-optional buying behavior, where customers 
are choosing to switch in-between channels and is known as ”channel hopping”. Leading web-
developers to design more channels for company ́s, so that they  can continue to grow. Purchases 
customers make are often strongly influenced from people they know and have a strong trust  in. 
Customers tend to wait for opinions that  early adopters will give before they  themselves make a 
purchase, all to reduce the risk of buying a new product with possible defects.

Kim and Srivastava (2007), says that  active e-commerce companies in social communities, will 
allow customers to share their personal experience and presumptions about their products with a 
written review, ratings and chatting amongst trusting members. Creating a drive to the retailers site 
and hopefully  that creates a starting point for Web shoppers, and by supporting customers all the 
way through the process of making a decision whether or not they choose to buy a product. It  gives 
online vendors a much bigger potential to increase sales by just supporting there customers through 
the whole process via the use of social influences. Processes like this are often based on data  
captured from different e-commerce interactions as well as customer´s transaction of information. 
Trust  that is formed between users in online communities, are very important when it comes to 
making decisions, and the trust  a customer gets for a online vendor gives a significant advantage 
towards other online vendors. e.g. situations where the quality of the product can ́t  be verified in 
advance. Companies that let ́s a customer make reviews of products onto online communities, will 
have a customer that can refer or share those reviews and they have then provide him/her with trust. 
(Liu et al, 2008)

Today consumers are more concerned of the value of a product than ever before. Using blogs, 
Facebook, Twitter and Youtube to review and comment on products and companies to friends and 
family, but those reviews will also reach the masses and will affect the rust in a positive or negative 
way for an online vendor. Social media networks are now an important source for online vendor 
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customers, where they  read and listen to other customers opinions about the products. Companies 
need to learn to be aware and listen to what they say and interact with them. Consumers still say 
that word-of-mouth is still the Number-One influence when it comes to decision making for a 
purchase online. (Brennan and Schafer 2010)

5 Empirical investigations into trustworthiness
Section 5 will present the results from the two empirical studies used during this thesis. Starting 
with a questionnaire followed by a focus-group held with a web bureau called Odd Hill located in 
Malmö, Sweden.

5.1 Questionnaire
The questionnaire that was sent out via the help  of Enalyzer and Facebook, resulted in 33 completed 
answers. Participating in the survey  showed that, 33% was male and 67% was female. See Figure 
5.1

Figure 5.1 Shows the percentage of male and female participants in the survey.

Because the questionnaire was anonymous, it can ́t be determined what ages fits into which 
category, of male or female. But the questionnaire shows that people between the ages 22 to 56 
participated and answered the survey. See Appendix 2. This gives the study a broader spectrum of  
opinions. When asked if they had bought something from an online vendor  97% of the participants 
said Yes 3% said No. See Figure 5.2

Figure 5.2 Shows how many of the participants that have at one point bought something from a 
online vendor.
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When asked if they had bought something from an online vendor the past month, 70% of the 
participants said Yes and 30% No. See Figure 5.3

Figure 5.3 Shows how many of the participants had bought something from a online vendor in the 
past month.

After that these ”basic” questions was established to know the level of experience from shopping 
online, the questionnaire started to go into more relevant questions for the subject. Questions 
became categorized to give a broader view of how the participants relate to the question. 
Participants of the questionnaire could choose from the following categories; Unimportant, Less 
Important, Neither, Important and Very Important. Choices like these are used for the rest of the 
question as well, except for the open-ended questions. First question was whether or not the 
participants feel that feeling safe and secure online was an important issue. 64% of the participants 
answered that they  feel that it  ́s Very Important to feel safe and secure online. 27% thought it was 
Important and 9% thought Neither. See Figure 5.4

Figure 5.4 Indicates peoples feelings about safety and security online.

Next question the participants was asked if they don ́t want  to feel that they are taking an 
unnecessary  risk by shopping online. 64% of the participants thought that it was Very Important to 
them not to feel that  they took an unnecessary risk by shopping online. 24% said it  was Important, 
9% said Neither and 3% of the participants said it was Less Important. See Figure 5.5

Department of Informatics 2012-09-20
Mikael Vemmenby

15



Figure 5.5 How people feel about not taking an unnecessary risk online.

Participants were then asked if its important to them to be able to see if a online vendor is safe and 
promotes secure online e-commerce. Here 58% of the participants said that it ́s Very Important to 
them, 27% said it ́s Important, 9% said its Neither, and 6% said it ́s Less Important. See Figure 5.6

Figure 5.6 Peoples feelings about the possibility of being able to see if a online vendor is a secure 
and safe place.

Open-ended questions as mentioned before, three to be exact, were then used to give the 
participants the opportunity to elaborate their answers. One of those questions was, if a online 
vendor didn't have any indications for a secure and safe e-commerce, would they still buy the object 
from that online vendor? A scenario implied that the online vendor had a product of interest for the 
participants. After having collected and evaluated the Data, four answers emerge from this question 
which was, No, Maybe, Yes and Yes, BUT. Where the answer, Yes, BUT, has an elaborated answer 
that need to be required before the purchase. These four types of answers were also seen in the other 
two open-ended questions. These weren't answers that  was fixed before the questionnaire, but was 
given by the participants. The Yes, BUT answer, are indications were the participants said that if it 
doesn't involve to much money they could consider to buy  from the online vendor or if only  a friend 
had recommended it. So when asked the question; if a online vendor didn't  have any indications for 
a secure and safe e-commerce, would they still buy the object from that  online vendor? 16 of the 
participant said No, 2 said Maybe, 3 said Yes, and 12 said Yes, BUT. See Figure 5.7
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 Figure 5.7 Shows how people feel about purchasing an item from an online vendor without 
indications for a safe and secure e-commerce.

Another open-ended question, if a online vendor who didn't use any indications for secure and safe 
online e-commerce. But instead used other medias to try to imply  a secure and safe environment for  
e-commerce. 22 of the participants said No, 7 said Maybe, 2 said Yes, and 2 said Yes, BUT. See 
Figure 5.8

Figure 5.8 Shows how people feel about online vendors using other media to indicate a safe and 
secure e-commerce. And if this would lead to a larger trustworthiness for that online vendor and a 

purchase form that vendor.

Participants were then asked if they  thought that it ́s important for company's and vendors to be 
active on different mediums today. Here 6% of the participants think that this is Very Important, 
39% thinks that its Important, 36% of the participants answered Neither, 15% thinks that  this is Less 
Important, and 3% thinks that this is Unimportant. See Figure 5.9

123216

No Maybe Yes Yes, BUT

22722

No Maybe Yes Yes, BUT
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Figure 5.9 The participants thought of the importance of being active on different mediums for 
online vendors and companies today

The last question the participants was asked was if a online vendor or a company is more active 
online. Would they  perceive them as more trustworthy? Here 11 of the participants said No, 6 said 
Maybe, 14 said Yes and 2 said Yes, BUT. See Figure 5.10

Figure 5.10 Shows what the participants thought when asked if a company is more active online. If 
they feel that they are more trustworthy.

5.2 Focus-group
In this section the process and results from the focus-group is presented. The focus-group was 
conducted in collaboration with a company called Odd Hill and they are a web-development bureau 
located in Malmö. When the time came, a invitation via email was sent to the owner/ contact person 
of Odd Hill with a request asking them to participate in a focus-group, which they partook in. 
During the focus-group session the four major findings or four elements that  the literature indicates  
is the way to from trust was discussed.

214611

No Maybe Yes Yes, BUT
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5.2.1 Structure
The session had 5 participants where 4 was male and 1 was female. 2 of the participants were 
employees at Odd Hill, 2 were co-owners of Odd Hill and 1 was a student. See Table 5.1

Gender Age Occupation

Male 27 Project Manager

Male 27 Project Manager

Male 34 Web developer front end

Male 24 Web developer front end

Female 27 Student

Table 5.1 Participants of the focus-group.

5.2.2 Discussion
The questionnaire has show that people thought companies that are more active online, are more 
trustworthy. Discussions started with an open question. If this is true, how can we with the help of 
different media channels raise the trust in people so much that the feeling of trust goes beyond trust  
and into a feeling or sense of security  and safety for online shopping? Or is it  even possible to do 
so? Can it be possible that it is just the safe online markings that  give people the sense of security 
and safety they need to trust?

Discussion started with a statement where one of the participants said that

-”It is important to be seen everywhere, but its also important to have consistency. 
Its the combination of being seen and give a trustworthy impression as well as a 
good feel to your customers. So its up to you to know your target group and use 
the right medium to get new customers”.

Thoughts suggesting that it would be a good thing to use mediums for customer service, which can 
give a indication of good service to customers. Using different mediums for customer service, is a 
smart way to get your company or brand come closer to customers, but will also have the effect that 
your brand will be seen more. Choosing to use different media channels, you start to look at the 
costumer on a more personal level. Giving the customer a feeling of him/ her not being one of the 
”little people” that nobody listens to. One example that came up during the session was how Steve 
Jobs of Apple, used to send personal emails to customers, which made customers feel really 
appreciated.

Discussions then started to talk about how different media channels from an online vendor can both 
enhance the brand but it can also have the opposite effect.

-”If you are at an online vendor you never heard of before and they have no 
indications of safe e-commerce but still have a Facebook account. And you see 
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that there have been no updates in x number of months, nobody are liking it and 
nobody have commented on there Facebook account. Of course is my trust in that 
online vendor radically decrease. But say that they are active on Facebook, then 
for me personally, that would enhance there legitimacy for that online vendor”.

-”People today are followers. And if we see that others care about something or 
discuss a brand. Take a perfume as an example. If 3 people are blogging about 
that product and there is 3 people discussing it, that could lead to an increase in 
sales for that perfume. It doesn't have to be the best or the newest on the market. 
But of people discuss something in detail, you can feel a bit safer in knowing 
approximately what you get. And because of that you will buy it”.

The ”consumer force” has grown so strong that today  it is enough to see if someone have given a 
good review for a product. Good reviews could lead to people buying that product instead even if it 
is not the cheapest one or a brand they knew before and if its an expensive product and many  people 
are liking it, then that product must be doing something right. Using media-channels to give people 
the opportunity to rate and give comment to products can help the online vendors to get people to 
view their products from another point of view. This is a view that the company  might not be able to 
show by themselves. 

Then a discussion followed about where the line is drawn between reading reviews and comments 
from other customers to just looking at  the price and buying the product. Answer to that  question 
was, when it starts to feel as an investment. i.e. when you feel that this is something that you don ́t  
buy everyday. Price tag plays its part of course, but it  also depends on how important the product is 
to you and when the product only  have one purpose the online vendor doesn't matter that much. 
Talking about bigger and more expensive products is another question, you want to feel that you 
have more control, so knowing the online vendor becomes more important.

Today we have more and more online vendors who more or less offer the same kind of products. 
Making it extremely important for online vendor today to start and go down to ground level, and be 
seen on Facebook and other media-channels and market themselves and their products. Doing this, 
people will hopefully start to recognize you and give you and your brand a larger value when 
wanting to buy products similar to the once you provide. Having done this, it  is more likely the 
customers will come and buy from you.

Viral campaigns was also discussed and how they can be something that can enhance a brand. 
Negatively, it can also give an effect  where people start to think of you as a company that  tries to 
hard, ”your a lame company trying to be a serious vendor”. Getting a mark of not being a serious 
online vendor can be hard and take a long time to get rid of. Starting your own Web site, it  ́s not just 
to create a Facebook or Twitter account and think that everything will be solved. When you market 
yourself online you need to think; Why are we going to have this site? How are we going to use it? 
Where online do our ads show up? Who are our ads next to online? Do people get irritated by us? 
Having people to think of you and your company as something irritating or frustrating from the 
beginning can be a attitude hard to change. Every step online is something online vendor needs to 
take in to consideration.

Department of Informatics 2012-09-20
Mikael Vemmenby

20



Look at Apple as an example for a safe online vendor. There brand has manage to build up such a 
big trust  in people that they don ́t need to have indications for safe e-commerce. Your trust them 
anyway and you give them your credit card information without hesitating. Probably  because you 
know them so well and you know what they do. Making you as a costumer not requiring any 
indication for safe and secure online shopping. Because they  have proven time after time again that 
there site works and you as a costumer don ́t  have to worry about anything. Apple has created such 
a big trust in their costumes that they don ́t need to use markings or indications for safe and secure 
e-commerce.

Safe and secure indications for online e-commerce will probably help you, but if you end up at an 
online vendor, who isn ́t active on other media channels and if their Web site looks bad. Online 
vendors can then have all the safe and secure indications they  want. People won't have the same 
amount of trust for that vendor. Feelings of taking a risk and being haggled online increases with 
how poor an online vendors site looks and feels. But if the table was turned, and the online vendor 
has instead a great website, but still aren ́t active on other channels, that would probably give the 
indications of a more sincere and safe online vendor, because if you take care of ”your looks” as a 
online vendor, you will appear more trustworthy. Good looking website is an investment which 
requires money which will give an indication of sincereness and to the customers.

Aspects of payment methods and how they handle your information online was another discussion. 
If an online vendor doesn't give clear indications of how they handle payment, people will lose trust 
for that online vendor. Markings of safe and secure e-commerce is something that the focus-group  
thought has a lot to do with recognition and especially for older people. Younger consumers care  
more about the comments and reviews and maybe in 10 years indications for safe and secure online  
e-commerce might not be enough at all. At that time people might require something else to give 
them the trust they need.

-” I believe that that safe and secure e-commerce markings are probably less used 
now the before. But it ́s of course a factor that plays a big part. Today you have 
these markings, you have word of mouth, the websites quality, social media and 
how they use them and how easy they online vendors are to get in contact with. All 
these aspects have different importance depending on who you are, but all of them 
will somewhere be intertwined to form a perception of the online vendor”.

5.2.3 Discussion
Later in the session, findings from the literature was presented of how to get people to trust online 
vendors. One of them was that people want to have more control when shopping online, (Egger, 
2001) (Shneiderman, 2000). Making the question to what kind of control would that be? And how 
can we provide it?

Designing small functions on a website, you can give a feel of control rather than actual control, as 
actual control would be harder to provide. Giving customers a possibility to control smaller function 

would give a feeling of control and in giving them that possibility  to determine certain outcomes, 
that could give customers a more sense of trust for an online vendor.
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As an example we have Lindex, a Swedish department store that also provides online shopping. 
There you have some choices, like if you want to get the product you bought sent home via normal 
mail or you can choose to pick it up at your nearest store. This is a form of control that they give 
their customers.

Another good example is Steam, http://store.steampowered.com/, where they  have taken 
responsibility for their customers mistakes. (Steam is an online vendor that sells computer games). 
At Steam, they  provide products in a digital form instead of sending you the physical product. And 
after you have bought a product you can download it anytime to any computer you want. Removing 
the risk of a costumer accidentally breaking the product.

Filters for products on an online vendors site gives a great sense of control. Then the customers don 
́t need to feel that they are bombarded with all the products the online vendor has to offer, giving the 
costumer more sense of control of knowing where they are and what they are looking for. During 
the time when customers are attempting to buy  from your company, it  ́s important that you clarify 
for the costumer where they are on the site and what the next action should/will be, so that they 
know what will happen and don ́t feel uncertainty during a payment process. Online vendors today 
has the need to build up a trust with their customers, to make them feel relaxed when shopping 
from you. Making them feel that way, if the customers feel completely  safe and secure, that is the 
moment when they  start dropping the importance of feeling in control and the need for safety 
indications. Manage to do this and you ́ll enhance your brand, giving it a better reputation and 
receiving a reputation of being a safe and more secure online vendor.

5.2.4 Make it fun
Next topic from the literature was to make the process of shopping from online vendors fun, but 
how do we make shopping online fun? First you need to have good functions on your site. Things 
that will help  during the process and your time at the vendors Web site. An example can be  
indication of what previous customers have bought together with the item you are currently  looking  
at. Giving option to the customer, be able to see the product in different colors and different angels. 
Design your own look of the product. (e.g. Being able to color your shows.) Making online 
shopping fun can be to see the product in action. How does it work and how do others use and 
perceive the product. (i.e reviews and comments on the product.)

Make the process of online shopping easy, which can be a fun feeling, easy  makes it fun. One 
important factor that online vendors need to think about, is to have consistency throughout their site 
and don ́t disappoint their customers. Take care of the ones you all ready have and give indications 
of appreciations to the ones that are loyal.

5.2.5 Give a good experience
How do we enhance the experience? By doing small but simple stuff. Giving the customers a ”Aha” 
experience, is a time when online vendors need to be careful. Experiences like this need to be really 
good in order for them to work and have the right response from the customers. Features that would 
be a good experience is when you have the possibility to turn the product, on the online vendors 
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site, in 3D, possibility to listen to what it would sound like and in this way create an experience that 
makes you as a customer come closer to the product.

Service should also be a good experience. Quick and informative, and for first time customers it 
might be a good thing to ”lead them” the whole way. Creating an experience online you also need to 
think of, why  do customers enter into my physical shop? When you start to become an online 
vendor you need to have your site reflect your physical shop  or at least it needs to feel like a 
physical shop. Images you use must be clear, i.e. needs to be good descriptions of the product. 
Things that customers can expect in a physical shop. Relating to a sense of control but also making 
it fun. Create a good experience, and customers will remember that and make a connection between 
your brand and fun. First however, if you are not a well known brand or are in the beginning of a 
startup. Experiences might not be the best  idea to spend your money on as it ́s more important 
during that  time to be seen and get a wide spread with your brand. Trying to implement people the 
perception that your brand is a good one instead, and try  to build a form of trust first. Creating 
experiences is easier for companies that already have a large group of customers, but if you are 
going to do an experience, try not to make it to wired.

-”People aren ́t as smart as we think we are, and customers are definitely not as 
smart. Keep it simple”.

-”There is now need to ”reinvent the wheel”. We try to do it here at Odd Hill 
sometimes, but at the end we all come to our senses and realizes that it can be so 
much better if we keep it simple. So we should not try to make e-commerce into 
something it isn ́t”.

-”As there is a risk that customers might perceive you as a online vendor who 
tries to hard. Instead try to get customers to have confidence in your company or 
brand by offering good quality. For if you don ́t have that, that will show in 
peoples reviews”.

-”Try instead to take the best part of e-commerce and make them better. Find 
where the need for online vendors can be applied”.

-”Today people have a rather set pattern when we do stuff. Even if its really 
circumstantial, people like doing it and continues to do so. Because we like to do 
them in that way”.

5.2.6 Be active online
Getting to the last topic, participants in the focus-group felt that this matter has been included in the 
earlier three. A recap of the subject was discussed and to be more active online is to be seen by the 
customers and met them halfway. Help them with information and give fast service. Hold your  
customers hands, so to speak. Know where you customers are and let  them comment and write 
reviews on your products. Give customers responses on there thoughts and comments.

And with that, the focus-group session was ended.
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6 Conclusion
In this thesis, studies have been made to find out if a cross media perspective in e-commerce would 
enhance the trustworthiness for online vendors. By  reading literature regarding the relevant subject 
of trustworthiness online, and by doing two empirical studies I have found out what can help 
improve the factor of trust between customers and online vendors. From the literature four elements 
were found that I suggest  can be considered to be the cornerstones in a cross media system, in order 
to maintain a trustworthiness online towards customers and in a cross media concept, if 
implemented on to a online vendor. Those four elements are:

• Control - The customers need to have a sense of control

• Make it fun - Usability

• Give the customers a experience - ”Try to modify the wheel”

• Be active towards your customers - You need to be where your customers are. And you need to 
be active towards there needs.

Implementing these four elements into your company, I suggest that this would improve your e-
commerce and it  would also improve your trustworthiness amongst your already established 
customers and it would bring you new ones as well. 

Reasons for choosing these four elements or categories are that these are the once that reappear 
more frequently than others in the literature. When discussing the four elements with Odd Hill, it 
made sense that these would be the cornerstones for building trust. The discussions enhanced the 
four elements as being important factors for building trust. The questionnaire also give indications 
that these four elements would help improve the sense of trustworthiness. 

From the questionnaire the results showed that people do want to be able to see if they  are shopping 
from a safe and secure online vendor and that they would not risk buying from a online vendor that 
does not show any indications of safe and secure e-commerce. People think it ́s important that they 
can see those kinds of indications. The questionnaire does show that people do consider company  ́s, 
that  ́s active online, to be more trustworthy. That shows that the more media-channels you use, the  
more trustworthy you will be. But it is also important to have consistency, and not use all media- 
channels you can, as then you might be seen as someone that is trying too hard. Know your 
customers and be where they are. The company must learn to come to their customers.

During the focus-group  session, four findings from the literature were presented and also answers 
given from the participants in the questionnaire. Those four elements where then discussed and 
evaluated. From the four elements that  is suggested from the literature the most important issue 
seamed to be control. During the discussion it was concluded that giving customers a certain 
amount of control on a Web site, could be a good way to incorporate trust, but it would only be a 
sense of control and not actual control. e.g. being able to sort out products on a online vendors Web 
site. Small indications of control seems to be the best way to go. Continuing the discussion with 
making a Web site fun, it became clear that to make a Web site easy to use, that would also make it 
fun. Thus the question was more about usability issues. Things like the importance of thinking 
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through your design and have content that is of relevance to the Web site. Experience in e-
commerce, that was something that kind of went hand in hand with the issue of fun. Making a Web 
site fun, that  could also give customers a good experience. So drawn from the focus-group and the 
related literature, web-developers and online vendors need to pay a lot of attention to the usability 
of their Web sites.

Last we discussed the importance of being active online and today as the literature also shows, 
people use all different kinds of media-channels to talk about products and give reviews of things 
they  buy and like or dislike. Being active is a way for company ́s to met there customers half way 
and by using multi-channels to get in contact with the customers you can easier give advice, help 
customers solve problems they might have etc. So by being active and letting the customers come 
closer to your company and the products you sell, this will create a stronger bond of trust between 
you and your customers.

Discussions of how e-commerce might change in the future didn't feet like it  would change that 
much in the future. And as Jens Grip from Odd Hill said, it is hard to try and reinvent the wheel 
every  time you want to do something. And yes, I can agree with this. It ́s hard, but we might alter 
the wheel as we go along and after 10 years we might have change the wheel interlay. Again I 
suggest that it will be the small changes in e-commerce that will be the way to go. Small steps will 
also let both the customers and the online vendors keep  up with the changes so new behaviors can 
be but in motion and new needs be created.

So what do I suggest a cross media perspective can do for trust towards online vendors? Well, I 
suggest that by using a cross media perspective you can get a better trust relation towards your 
customers and customers will choose you over other competitors. Because if you give them a sense 
of control they  won ́t feel that you are trying to deceive them and the trust have something to build 
on. Making e-commerce a fun experience, I agree with both the literature and the people from Odd 
Hill. Usability is what makes a website fun, and gives a great experience when it is easy  to use. 
Making usability the first step to create a great experience. Next step is to take the usability and 
make it  transcend borders, but if that can be done for an online vendor is hard to say and if it would  
work today. Perhaps it ́s better to use cross media experiences for making marketing campaigns to 
draw people in, and leave the main Web site with a really good usable interface. Because as both the 
literature and people during the focus-group says; Easy is fun, and fun is an experience in itself.

Regarding the question about being active towards customers on your Web site, both the focus- 
group and the literature indicates that a positive reaction will come from the customers and if and  
when that happens, it will spread to other potential customers. Because people are followers and 
they  will follow others towards things that are considered to be popular and fun. People will see that 
others are active and that will build up  a curiosity that will then continue on to build a trust- 
relationship  between customers and the online vendors. So yes, I do think that  a cross media or 
multi-channel perspective can improve the trust people have towards online vendors, but I don ́t 
think that at the moment it will be enough all on its own. People still need to see indication of 
secure e-commerce in order to help  them decide if they  want to make transactions with that specific 
Web site. Using a cross media perspective will however build more trustworthiness but it won't 
contribute to ”pure trust”, but it is a way to build on it and hopefully it will lead to trust.
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7 Future work
For future work it would be interesting to actually try and do a case study, and build a whole 
systems that is based on a cross media perspective and see if that would create a larger flow of 
customers. Do or create an experience that people would like to have in their daily  life. Use a 
smartphone applications or something that we today can ́t really  imagine. The possibilities are more 
or less endless. The key is to keep the trust and build on that, because if customers continue to trust 
you, you can do almost anything.
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Appendix 1: Questionnaire

1. Kön / Gender1. Kön / Gender

 Man / Man

 Kvinna / Female

2. Ålder / Age

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

3. Har du vid något tillfälle handlat online? / Have you ever bought something online?

(Ange endast ett svar) (Give only one answer)

3. Har du vid något tillfälle handlat online? / Have you ever bought something online?

(Ange endast ett svar) (Give only one answer)

 Ja / Yes

 Nej / No

4. Har du handlat online den senaste månaden? / Have you bought something online in the past month?

(Ange endast ett svar) (Give only one answer)

4. Har du handlat online den senaste månaden? / Have you bought something online in the past month?

(Ange endast ett svar) (Give only one answer)

 Ja / Yes

 Nej / No

5. När och om du handlar online. Är det då viktigt att du känner dig trygg och säker. / When you and if you shop 
online. Is it important that you feel safe and secure?

(Ange endast ett svar) (Give only one answer)

5. När och om du handlar online. Är det då viktigt att du känner dig trygg och säker. / When you and if you shop 
online. Is it important that you feel safe and secure?

(Ange endast ett svar) (Give only one answer)

 Oviktigt / Unimportant

 Mindre viktigt / Less Important

 Varken eller / Neither

 Viktigt / Important

 Mycket viktigt / Very Important

6. Är det viktigt för dig att känna, att du inte tar en onödig risk då du handlar online? / Is it important to you 
that you feel, that you don´t take unnecessary risks when you shop online?

(Ange endast ett svar) (Give only one answer)

6. Är det viktigt för dig att känna, att du inte tar en onödig risk då du handlar online? / Is it important to you 
that you feel, that you don´t take unnecessary risks when you shop online?

(Ange endast ett svar) (Give only one answer)

 Oviktigt / Unimportant
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 Mindre viktigt / Less Important

 Varken eller / Neither

 Viktigt / Important

 Mycket viktigt / Very Important

7. Tycker du det är viktigt att kunna se ifall en webbplats är säker och trygg att handla ifrån? / Do you feel that 
it is important that you can see if a Web site is safe and secure to shop from?

(Ange endast ett svar) (Give only one answer)

7. Tycker du det är viktigt att kunna se ifall en webbplats är säker och trygg att handla ifrån? / Do you feel that 
it is important that you can see if a Web site is safe and secure to shop from?

(Ange endast ett svar) (Give only one answer)

 Oviktigt / Unimportant

 Mindre viktigt / Less Important

 Varken eller / Neither

 Viktigt / Important

 Mycket viktigt / Very Important

8. Om en webbplats inte ger någon indikation till säkerhet eller någon annan information om trygghet/säkerhet. 
Skulle du trots de handla ifrån den webbplatsen? (Scenario antyder att sidan säljer en produkt du gärna vill 
ha)  / If a Web site don´t give any indication of safety or any other information about safety and security. 
Would you despite that, shop from that Web site? (The scenario is that the Web site sells a product that you 
very much would like to have.)

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

9. Om en webbplats inte ger upphov till trygghet/säkerhet, men använder sig av andra medier. Ex: Facebook, 
Twitter etc. Skulle de ge dig ett större förtroende för webbplatsen och då kunna leda till ett eventuellt köp ifrån 
den webbplatsen? / If a Web site don´t give indications to safety and security, but uses other media. Ex: 
Facebook, Twitter etc. Would that give you a larger trust for that Web site and then lead to a possible purchase 
from that Web site?

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

10. Anser du det viktigt att företag idag är "aktiva" och mer tillgängliga på fler än ett medium? / Do you 
consider that it is important that company´s are ”active” and more accessible on other mediums? 

(Ange endast ett svar) (Give only one answer)

10. Anser du det viktigt att företag idag är "aktiva" och mer tillgängliga på fler än ett medium? / Do you 
consider that it is important that company´s are ”active” and more accessible on other mediums? 

(Ange endast ett svar) (Give only one answer)
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 Oviktigt / Unimportant

 Mindre viktigt / Less Important

 Varken eller / Neither

 Viktigt / Important

 Mycket viktigt / Very Important

11. Om företag är mer "aktiva" och mer tillgängliga online. Upplever du dem som mer trovärdiga? / If company
´s are more ”active” and more accessible online. Do you perceive them as more trustworthy?

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _

Tack för din medverkan! Thanks for you co-operation

Stort tack till dig som tagit dig tiden att besvara min enkät. / Many thanks to those who took the time to 
answer my questionnaire.

Med vänliga hälsningar / Best regards

Mikael Vemmenby
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Appendix 2: The participants ages

Participants Age

1 52

2 56

3 27

4 26

5 28

6 37

7 30

8 25

9 27

10 23

11 30

12 27

13 27

14 35

15 26

16 50

17 55

18 26

19 27

20 27

21 27

22 25

23 29

24 27

25 22
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Participants Age

26 24

27 27

28 27

29 45

30 28

31 25

32 39

33 27
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