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Inexperience and Experience With Online Stores: The
Importance of TAM and Trust

David Gefen, Elena Karahanna, and Detmar W. Straub

Abstract—An e-vendor’s website inseparably embodies an inter-
action with the vendor and an interaction with the IT website inter-
face. Accordingly, research has shown two sets of unrelated usage
antecedents by customers: 1) customer trust in the e-vendor and
2) customer assessments of the IT itself, specifically the perceived
usefulness and perceived ease-of-use of the website as depicted in
the technology acceptance model (TAM). Research suggests, how-
ever, that the degree and impact of trust, perceived usefulness, and
perceived ease of use change with experience.

Using existing, validated scales, this study describes a free-sim-
ulation experiment that compares the degree and relative impor-
tance of customer trust in an e-vendor vis-à-vis TAM constructs of
the website, between potential (i.e., new) customers and repeat (i.e.,
experienced) ones. The study found that repeat customers trusted
the e-vendor more, perceived the website to be more useful and
easier to use, and were more inclined to purchase from it. The
data also show that while repeat customers’ purchase intentions
were influenced by both their trust in the e-vendor and their per-
ception that the website was useful, potential customers were not
influenced by perceived usefulness, but only by their trust in the
e-vendor. Implications of this apparent trust-barrier and guide-
lines for practice are discussed.

Index Terms—Disposition to trust, e-commerce, familiarity, per-
ceived ease of use (PEOU), perceived usefulness (PU), trust, tech-
nology acceptance model (TAM).

I. INTRODUCTION

A TTRACTING new customers and then retaining them is
critical for the success of e-commerce [33], [61]. Cus-

tomer beliefs that an online vendor (e-vendor) can be trusted
play a vital role in both attracting new online customers [25],
[34] and later in retaining existing ones [61]. In particular, the
assessment that the e-vendor can be trusted influences customer
willingness, both among potential and repeat customers, to take
part in e-commerce [34]. While this central role of trust holds
for any commercial activity involving possible undesirable
opportunistic behavior by a vendor [22], [48], [82], it is even
more salient in the case of e-commerce. Customers cannot
gauge trust cues from the e-vendor due to the limited richness
of the web interface in comparison with face-to-face interaction
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[61]. Nonetheless, trust is crucial in an online environment
because of the greater ease with which online customers,
compared with bricks-and-mortar store customers, can be taken
advantage of in an online environment, even without their
knowledge [33], [34], as indeed happened with Amazon.com,
who shared personal customer information with third parties
without requesting customer consent [65], [66].

However, customer trust is not the only factor affecting
e-commerce acceptance and subsequent use. A vendor’s web-
site requires an interaction with the vendor through the web
interface. Thus, as in the case of other information technology
(IT), the decision to adopt and then to continue using the
website [27] also depends on its perceived usefulness (PU)
and indirectly on its perceived ease of use (PEOU). These
two antecedents are at the core of the technology acceptance
model (TAM) [13], [14]. The importance of customer trust in
the e-vendor, on the one hand, and the TAM antecedents of IT
acceptance of a website, on the other, represent two inseparable,
yet complementary, aspects of an e-vendor’s website: as an
e-vendor and as an IT.

The importance of customer trust and of the TAM antecedents
of its website, however, change with experience. In an initial in-
teraction, the assessment of whether another person or organiza-
tion, in general, can be trusted depends, generally speaking, on
a premeeting disposition to trust that develops through lifelong
socialization [52], [67]. Once interaction with the trusted party
takes place, this disposition is mitigated [7], [52]. Likewise, the
relative importance of PU and PEOU changes as people get ac-
quainted with a new IT and learn more of its capabilities [13],
[35], [36]. As repeated use increases user familiarity with a
system, ease of use perceptions should increase because of in-
creased understanding of the interface, and at the same time,
usefulness perceptions should become an increasingly impor-
tant determinant of behavioral intent as the potential benefits
from the system become more obvious with experience [13].

How then does the relative importance of customer trust
in an e-vendor vis-à-vis TAM variables differ between po-
tential e-commerce customers (i.e., new users) and repeat
(i.e., experienced) customers? The objective of this study is
to answer this question by expanding TAM [13] to include
a familiarity and trust aspect of e-commerce adoption [25].
The extended model was tested with 378 potential and repeat
online customers. Based on existing theory,a priori hypotheses
are set forth regarding differences between the two groups.
Potential and repeat customers are likely to differ in their trust
in the e-vendor and in their TAM beliefs. Potential customer
trust, lacking previous interaction, should depend primarily
on their trusting disposition [52], [67], while repeat customer
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trust should depend also on the nature of the relationship
they have had with the e-vendor [25], [61], as it does in other
cases of human interaction [7], [86]. Additionally, the PU and
PEOU of potential customers who lack experience with the IT
should depend only on a superficial acquaintance, while the
PU and PEOU of repeat customers should be based on actual
experience [36]. Consequently, different relationships between
PU, PEOU, and purchase intentions are hypothesized between
the two groups.

As predicted, data analyses show that the potential customers’
decision to purchase from a well-known e-vendor depended on
their trust in the e-vendor. This decision was not influenced by
the PU of the website. This result supports the theoretical ar-
gument that establishing that one can be trusted is crucial in
starting new relationships [7], [48]. It also corroborates the find-
ings of previous research on Internet activity [34], [69]. Repeat
customer decisions, on the other hand, depended on both trust
in the e-vendor and on the PU of the website, indicating that
for ongoing relationships both the usefulness of the website and
trust in the e-vendor influence intended customer behavior.

II. L ITERATURE REVIEW

A. Importance of Trust and Familiarity in E-Commerce

Trust is the expectation that other individuals or companies
with whom one interacts will not take undue advantage of a de-
pendence upon them. It is the belief that the trusted party will
behave in an ethical [31], dependable [40], and socially appro-
priate manner [86] and will fulfill their expected commitments
[48], [67] in conditions of interdependence and potential vulner-
ability [53], [68]. Trust is crucial in many business relationships
and transactions [12], [22], [23], [30], [41], [56], [82]. This be-
lief, in fact, determines the nature of many business and social
relationships [7], [22], [48], [82].

This belief that the vendor can be trusted is also central to
e-commerce [25], [38], [61] because of the absence of any prac-
tical guarantee that the e-vendor will not engage in undesirable
opportunistic behaviors, such as unfair pricing, violations of pri-
vacy, conveying inaccurate information, unauthorized tracking
of transactions, and unauthorized use of credit card information,
to mention a few [25], [38], [61]. Such cases are not unheard
of even among well-known e-vendors [65], [66]. Indeed, it has
been noted that people would rather disengage themselves com-
pletely from those whom they do not trust [7], [48], an obser-
vation that also applies, apparently, to e-commerce customers
[34], [61].

The need to trust is crucial in many economic and social trans-
actions because of the ingrained need of people to understand
thesocialenvironment in which they live, that is, to know what,
when, why, and how other people with whom they interact will
behave. Yet understanding this social environment is exceed-
ingly intricate because all people are, in essence, free agents
whose behavior cannot necessarily be predicted or understood,
and whose actions and motives are not necessarily always ra-
tional. Faced with this overwhelming social complexity, on the
one hand, and with a need to understand the behavior of others,
on the other, people adopt a variety of social complexity reduc-

tion strategies. In the absence of a legally enforced regulated en-
vironment, trust and familiarity are among the most important of
these social complexity reduction strategies [48]. Trust reduces
social complexity by assuming away undesirable future behav-
iors in which the trusted party could, conceivably, indulge. It is
a belief that the trusted party will behave appropriately, as ex-
pected [48]. The same logic applies to the Internet. Customers
need to trust the e-vendor, i.e., assume that the e-vendor will
behave in an ethical and socially acceptable manner. Otherwise,
customers face an overwhelming social complexity that might
hinder their ability to analyze the situation and consequently
may refrain from purchasing [25].1 A second and closely re-
lated strategy for reducing social complexity is familiarity, that
is, prior experience with the what, who, how, and when of the
interaction of interest. Familiarity reduces social complexity by
creating an understanding of thepresentand what is happening.
Contrariwise, the belief that the other party can be trusted re-
duces social complexity by assumptions about thefuture be-
havior of the trusted party [48]. In the case of an e-vendor,
customer familiarity relates to an assessment of how well one
knows the e-vendor and understands the current website proce-
dures, such as when and how to enter credit card information,
while trust deals with beliefs concerning the vendor’s future in-
tentions and behavior [25]. Research has shown that familiarity
with the e-vendor and trust in it are distinct beliefs, and that
each has an independent effect on purchase intentions from an
e-vendor through its website [25].

Luhmann’s theory [48] and empirical work based on his
theory [25] show that when the trusted party isa priori
trustworthy, familiarity with the trusted party builds trust. This
is because familiarity creates the appropriate context within
which the behavior of the trusted party is interpreted and within
which beliefs about the trusted party’s future conduct can
take place [48]. In the case of online purchases, for example,
familiarity with the e-vendor and with how to use the website
increases trust in the e-vendor because familiarity puts trust
into a context of what behavior to expect and when to expect it
[25]. Assuming the e-vendor is indeed trustworthy, familiarity
also reduces misunderstandings about what the e-vendor is
doing through the website and, thus, reduces perceptions of
being unfairly taken advantage of, which are beliefs that would
otherwise reduce trust in the e-vendor [25].

Trust, in general, is likewise the result of a disposition to
trust. This disposition is created through a lifelong socializa-
tion process that results in a tendency to, or not to, have faith
in other people and to trust them [51], [52], [67]. When people
enter a new relationship, i.e., before they have time to form an
assessment of whether they can trust the other person or organ-
ization, this disposition is a major determinant of their trust. As
the relationship matures and people have appropriate opportu-
nities to assess whether they should trust the other person, the

1Trust is the product of many beliefs concerning the trusted party. Research
has identified three primary beliefs that lead to this assessment: integrity, benev-
olence, ability [24], [29], [49], [50], and in some cases, predictability [52], [54],
although not all these beliefs are necessarily applicable in all business scenarios
[24]. In the case of new e-commerce customers, however, there is little basis for
consumer assessments about the e-vendor’s integrity, benevolence, and ability,
if only because the lack of previous interactions makes such assessments im-
practical [25]. Accordingly, as in the familiarity and trust model of e-commerce,
this study focuses on trust, rather than on the beliefs that lead to it.
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importance of this disposition in determining trust diminishes
[52].

In their theoretical work, McKnightet al. [52], expanding on
Rotter [67], suggest that this disposition is composed of two
closely related beliefs: 1) a faith in humanity, which reflects a
person’s belief that others are typically well-meaning and reli-
able (e.g., [64] and [83]) and 2) a trusting stance that reflects
a personal belief that irrespective of whether people are reli-
able or not, one will obtain better outcomes by dealing with
people as though they are well-meaning and reliable [52].2 Sub-
sequent empirical research dealing with e-commerce customers
as well as research carried out by McKnightet al. [52] supports
this proposition. Online customer disposition to trust influences
their trust in an e-vendor while showing that faith in humanity
and a trusting stance are one inseparable construct, at least in
this context [25].

Disposition to trust is especially important for online cus-
tomers. In an interpersonal business setting, as opposed to the
Internet, an individual may feel they can trust others who they
have not yet met based on social cues, such as the sound of their
voice, their appearance, their known reputation, and other vi-
sual and linguistic cues. These cues form an initial impression
of the others’ benevolence, malevolence, competence, or incom-
petence [15]. Such social cues are generally missing in the In-
ternet environment [25], [61], forcing new customers to base
their trust primarily on the e-vendor’s reputation and size [34],
familiarity with the e-vendor [25], and on their socialized dis-
position to trust [25].

Previous research supports the theory. Customer trust in and
familiarity with an e-vendor influence purchase intentions for
buying from that specific e-vendor and both familiarity and dis-
position to trust influence customer trust in the e-vendor [25].

B. Potential Customer Trust Versus Repeat Customer

A closer look at the concept of trust, however, suggests that
there may be reasons to differentiate between potential cus-
tomers and repeat customers. People’s initial trust in others,
that is before they have had the opportunity to interact with
the trusted party, is strongly influenced by the trusting party’s
disposition to trust [52], [67]. Later on, as people interact with
the trusted party, trust is more influenced by the nature of pre-
vious interactions with the trusted party [52], [67], [84]. Per-
haps, needless to say, disposition to trust should be more impor-
tant in the former case because no previous interactions have
occurred [52].

In the case of customer trust in an e-vendor, a logical train of
thought suggests that disposition to trust should more strongly
affect potential customers’ trust, simply because there is little
else on which to base this trust. Repeat customers, on the other
hand, have prior experience with the e-vendor. Their trust, there-
fore, should be shaped primarily by actual experience, making
disposition to trust less important, but, perhaps, still a signifi-
cant predictor of their trust in the e-vendor.

2McKnight et.al [52], in accordance with their definition of trust as a mul-
tidimensional construct dealing with integrity, benevolence, ability, and pre-
dictability, argue that this disposition should, in theory, affect all four dimen-
sions of trust. Building on Rotter [67], McKnightet.al [52] argues that this dis-
position should directly affect trust in the trusted party.

C. TAM and E-Commerce

An alternative theory base for explaining online purchase in-
tentions is an adaptation of Davis’ TAM. TAM [13], [14] is
presently the preeminent theory of technology acceptance in
IS research. Through numerous empirical tests, TAM has been
shown to be a parsimonious yet robust model of technology
acceptance behaviors. TAM has been validated across a wide
range of information technologies (see [27] for a summary of
this literature), across levels of expertise [75], and across cer-
tain countries (e.g., [63] and [72]). Recent studies suggest that
this model also applies well to e-commerce [27].

TAM posits that intention to voluntarily accept and use a new
IT is determined by two beliefs: 1) the perceived usefulness of
using the new IT, which is a measure of the individual’s sub-
jective assessment of the utility offered by the new IT in a spe-
cific task-related context, and 2) the perceived ease of use of the
new IT, which is an indicator of the cognitive effort needed to
learn and to utilize the new IT. According to TAM, PEOU pri-
marily influences intended acceptance through its effect on PU
[14] possibly because PU, rather than PEOU, directly relates to
the primary intended outcome of using the IT [27]. That PEOU
affects IT use through PU has been supported by a majority of
TAM studies including the decision to adopt e-commerce pur-
chase [27].

D. Potential Customers Versus Repeat Customers in
View of TAM

Recent studies comparing new versus experienced users of IT
suggest the need to refine TAM based on the extent of experi-
ence with the focal IT (e.g., [36] and [74]). The applicability of
such an adaptation to e-commerce is discussed next.

1) Perceived Usefulness and Behavioral Intention (Purchase
Intentions): Even though most empirical TAM and TAM-re-
lated studies have found a consistent relationship between PU
and behavioral intent (exceptions include Lucas and Spitler [47]
and Jacksonet al. [32]), empirical evidence examining the rel-
ative importance of perceived usefulness in determining usage
intentions across experienced and inexperienced users is mixed.
This is particularly so in studies that include social considera-
tions such as social norms in addition to the TAM beliefs PU
and PEOU. Some comparative studies found no significant dif-
ferences (e.g., [77] and [80]). In other studies, usefulness be-
liefs were more salient for inexperienced users than experienced
users [75] while in yet other studies, the opposite was found
[36].3

While the underlying causes of these differences are not im-
mediately obvious, some viable explanations for the inconsis-
tencies may include the following:

a) differences in settings and respondents (e.g., the relative
influence of social considerations such as social norms is
typically more prevalent in organizational environments
rather than university settings);

b) differences in focal technologies;
c) differences in the groups compared (e.g., comparing inex-

perienced with experienced users where both groups had

3In the Karahanna [36] study, the effect of PU on intention was through a
formative latent attitude construct.
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Fig. 1. Research model.

direct experience with the target system versus comparing
potential adopters with users where potential adopters had
no direct experience with the target system);

d) differences in the theoretical models employed.

Despite this contradictory empirical evidence, theory pro-
vides a coherent description of how experience moderates the
relationship between perceived usefulness and intended be-
havior. Theory suggests that the relationship between perceived
usefulness and behavioral intent should become stronger as
individuals gain direct experience with the IT. Specifically,
beliefs and attitudes may be formed based on information
concerning past behavior, affect, and cognition [85]. Pread-
option beliefs held by potential users are based primarily
on indirect experience with IT and are thus susceptible to
change. Postadoption beliefs held by experienced users (such
as repeat customers) are based primarily on actual experience.
Empirical evidence suggests that beliefs and attitudes formed
by direct experience are more enduring and predict behavior
better than beliefs/attitudes formed by indirect experience [17],
[18]. Through first-hand experience, users are able to more
readily and confidently assess the efficacy of the IT to meet
their needs. In addition, attitudes and beliefs based on direct
experience are more readilyaccessiblein memory, resulting
in stronger belief/attitude-behavior ties. Thus, in the context
of this research, theory would suggest that the relationship
between perceived usefulness and behavioral intent would
be stronger for repeat (i.e., experienced) customers than for
potential (i.e., new) customers.

2) Perceived Ease of Use and Behavioral Intention (Pur-
chase Intentions):The relationship between ease of use per-
ceptions and intended IT usage is typically mediated by per-
ceived usefulness for experienced users of an IT (e.g., [1], [13],
[27], [37], [73], and [79]). Among web surfers, when the pri-
mary reason for using the website was to purchase products,
perceived ease of use ceased to be a significant predictor of be-
havioral intentions, presumably because it does not contribute

directly to the quality of the main reason the website was used
for, the quality of the product that was being bought [27].4

III. RESEARCHMODEL

As noted earlier, previous research shows that users consider
both information technology and trust in the e-vendor in
their responses to e-commerce. To account for both types of
antecedents and study how their relative weight changes as
a result of actual purchase activity at the site, TAM has been
integrated with a familiarity and trust model of e-commerce
[25] leading to the research model presented in Fig. 1. This
integrated model suggests that vendor websites reflect user
interactions with both e-vendors as an organization and with its
interface as an IT. Combining the two models in this manner
captures the inseparable nature of a website being at the same
time both a means of interaction with the e-vendor and, hence,
the need to trust its vendor, and an IT and, hence, the impor-
tance of its perceived technical attributes. Thus, the integrated
model combines antecedents from both theories with the
objective of better explaining purchase intention from online
vendors. In doing so the model proposes both the TAM and the
familiarity and trust relationships found in previous research,
but focuses on exploring differences in these relationships and
in their interplay between potential and repeat customers of an
e-vendor website.

Our research model proposes that a familiarity and trust
model will take precedence among potential customers. Po-
tential customers are defined in this context as customers who
have not used the e-vendor’s website. This is in accordance
with Karahannaet al.’s [2] definition of new users of an IT.
Arguably, trust should be of greater importance with potential

4Perceived ease of use directly affects behavioral intentions also when the
users are novices to the technology, during initial usage of new technology [13],
with inexperienced users [77], and with potential adopters [36], [73]. This study
dealt only with users who were experienced with the technology itself, as to
whether or not they decided to actually buy from the e-vendor.
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customers because among potential customers there is greater
social uncertainty regarding their interaction with the e-vendor
in the absence of direct experience. Since there is a general
reluctance to participate in economic transactions with others
whom one does not trust (until that uncertainty is reduced via
trust), considerations of how useful or easy to use the website
might be seem of secondary importance. The research model
also predicts that website considerations, such as the beliefs
suggested by TAM, PU, and PEOU, will become important
among repeat customers once actual experience with the vendor
has established that the vendor can be trusted, at least in part.
Once the trust barrier has been assessed by the user, then s/he
can give consideration to detailed website issues such as how
much effort is required to use the website and how useful the
website may be in helping search for, locate, and purchase a
product.

Fig. 1 displays the research model. Paths based on TAM and
on the familiarity and trust model are presented with simple ar-
rows since they have been established in prior research and we
are not presenting them as hypotheses in the present research.
Paths dealing with hypothesized differences between potential
and repeat customers as suggested by the related hypotheses are
labeled.

In the interest of brevity, the hypotheses relating to TAM and
to the familiarity and trust model are not explicated in detail.
Suffice it to say, that TAM suggests, replicating previous re-
search [27], that PEOU will increase PU, and that PU will in-
crease purchase intentions, for both potential and repeat cus-
tomers. The familiarity and trust model suggests, as in previous
research [25], that both trust and familiarity with ana priori
trustworthy e-vendor will increase purchase intentions, and that
this trust will be increased through familiarity and a propensity
to trust. The next section discusses the hypotheses relating to
the effects of the IT acceptance antecedents in both TAM and in
the familiarity and trust model change with experience.

A consistent finding across TAM studies has been that PU
is a significant and important antecedent of intended IT usage
since users make a rational, calculated assessment of the ben-
efits of using a new IT. The strength of these effects should
be stronger with repeat customers because potential customers
base their usefulness perceptions on relatively superficial ac-
quaintance with its features. In fact, some studies using inex-
perienced users found no relationship between PU and intended
behavior [32]. As previously discussed, direct experience with
the website leads to more informed and confident assessment of
the IT capabilities and efficacy in meeting customer needs re-
sulting in a stronger relationship between perceived usefulness
and purchase intentions [17], [18].5 Thus, we propose the fol-
lowing.

H : The link between PU of the website and purchase inten-
tions is stronger among repeat customers than among potential
customers.

The effect of trust also changes with experience. Trust is es-
pecially strong in determining behavioral intentions before ac-

5Even among potential customers who have window-shopped at the website
but have not purchased there, this hypothesis should hold because these cus-
tomers have not been exposed to the primary purpose of the website, that is, to
facilitate online purchase and are thus considerably less informed about its use-
fulness.

tual interactions take place [52]. This is also the case in e-com-
merce because of the greater social uncertainty prior to actual
experience with the e-vendor, which is an experience that might
expose the trusting party to possible opportunistic behavior by
the e-vendor and, hence, the greater need to rely on trust in
the absence of experience based evidence about the e-vendor
[25]. While a degree of trust is needed in any business interac-
tion [22], [82], it is especially needed when the parties involved
have little acquaintance with each other and yet expose them-
selves to possible opportunistic behavior [86], arguably more
the case with potential than with repeat customers who have al-
ready learned that the trustworthy e-vendor can be trusted.6

H : The link between trust in ana priori trustworthy
e-vendor and purchase intentions is stronger among potential
customers than among repeat customers.

According to the familiarity and trust model, trust itself is the
product, among other things, of familiarity with the e-vendor
and with the specifics of the website interaction, on the one
hand and of a more general socialized disposition to or not to
trust in others on the other. The latter antecedent (disposition
to trust) is especially important in the formation of initial trust,
that is, trust before any actual interaction occurs. This is posited
to occur because of the lack of specific trust building cues [52]
and familiarity with the specific party involved [86]. What needs
to be taken into account is that, as previously discussed, repeat
customers’ trust in the e-vendor is also shaped through their ex-
perience, making the disposition to trust of repeat customers a
less important predictor of trust [52], [67], [84] than for poten-
tial customers who have little else upon which they can base
their trust.

H : The link between disposition to trust and trust in the
e-vendor is stronger among potential customers than among re-
peat customers.

In addition to their shared effect on purchase intentions, TAM
and the familiarity and trust model are also related to each other
in that familiarity should also affect PEOU. PEOU specifies how
easy it is to use the IT and how easy it is to learn how to use it
[13]. Familiarity (being knowledge based) refers to one’s level
of knowledge of the e-vendor and of the e-vendor’s procedures
as manifest through its website. Arguably, the latter aspect of
familiarity (familiarity with the e-vendor’s website) should also
increase customer knowledge of how to use it, and so increase
user perceptions that it is easy to use. Accordingly, familiarity
should increase users’ PEOU if only because it is easier to learn
and use a system with which one is familiar. Thus, we propose
that familiarity with a website influences customer ease of use
perceptions.

Repeat customers of the e-vendor, by virtue of their prior in-
teractions with the website, should have much better formed
ease of use perceptions based on hands-on experience. Thus,
their ease of use perceptions are anchored in their increased fa-
miliarity with the website. On the other hand, it is quite pos-
sible that potential customer perceptions of familiarity with the
e-vendor were formed based on second-hand information. Thus,
potential customer ease of use perceptions, in the absence of
extensive hands-on direct experience with the website or its pri-
mary activity, are likely more heavily influenced by their com-

6The study and hypotheses are limited to explicitly trustworthy e-vendors.
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puter self-efficacy [79] than by their familiarity. Thus, we hy-
pothesize the following.

H : The link between familiarity and PEOU is likely to
be stronger among repeat customers than among potential
customers.

IV. RESEARCHMETHOD

A. Procedure

The research design carefully replicated the free-simulation
methodology research design used in Gefen’s e-commerce fa-
miliarity and trust model [25] with the addition to the experi-
mental instrument of the standard TAM scales. In a free-simu-
lation experiment, subjects are exposed to events that simulate
the complexity of real-world scenarios and respond naturally to
tasks before answering questions about beliefs, attitudes, and
observation [21]. In a free-simulation, treatments are not preset,
rather, subjects choose naturally how to behave and respond to
the tasks [21].

The procedure was as follows: M.B.A. and senior undergrad-
uate students taking classes in an Internet-connected computer
lab logged in to the Internet during the class session, navigated
to www.amazon.com, and searched for their textbook. They
went through the process of buying without actually com-
pleting the transaction. Having completed the experimental
task, subjects filled out an instrument. Prior to taking part in
this free-simulation experiment, students were told that the
study dealt with e-commerce and was being conducted as
part of a set of e-commerce studies in the school. Only after
returning all the research instruments were subjects debriefed
about the objective of the study.

The activity was performed during class hours in a computer
lab. All subjects, including those who had never actually used
Amazon.com, were previously aware of the e-vendor. Each stu-
dent had exactly the same hardware and software configuration,
and was connected through the same network. In this way, ex-
ogenous variance relating to hardware issues, network response
time, browser, purchase activity, and so on, was controlled.

Given these procedures, it is perhaps also clear that the
research design controlled for factors not part of the research
model, such as store size and reputation [34]. By using a single,
highly popular website, at the time one of the most active and
reputable in the world [76], the research design avoided vari-
ance on store size and reputation, arguably avoiding confounds
having to do with the e-vendor’s stability and brand name.

B. Pilot Test

The objective of the pilot test was to ensure the validity of the
questionnaire items and the simulation procedure. Specifically,
the pretest verified that the questionnaire items were understood
as intended through class discussions after the questionnaires
were returned and that the scales had acceptable psychome-
tric properties. The pilot test was also designed to determine
whether perceived risk should also be included in the research
model. Previous research has suggested that the effect of cus-
tomer trust on purchase intentions is possibly mediated by per-
ceived risk, at least when the e-commerce activity involves inex-
perienced customers who examine a variety of websites some of

which are not well known [34]. Although an in-depth examina-
tion of perceived risk was not in the scope of the present study,
and although risk is, arguably, of less consequence when using
a well known and established e-vendor such as Amazon.com
[76], the possible mitigating role of perceived risk on purchase
intentions could be and was tested prior to the main experiment.

Using the same procedure as in the final data collection,
a pretest of 49 M.B.A. students working with Amazon.com
showed that while risk and customer trust were distinct con-
structs and significantly correlated, risk and purchase intentions
were not.7 These results support the choice of Amazon.com for
the study in that it represents a suitable environment for testing
our combined theory. If trust and familiarity still turn out to
be important in this low-risk (and low-variance) environment,
then they should demonstrate even stronger effects in a varying
risk setting with a high variance. This result is not surprising
given that there is arguably little real risk and little concern
about risk when conducting commerce with a well-established
e-vendor such as Amazon.com. It is definitely less than with
unknown small websites. Moreover, online book purchase, in
general, is perceived as among the least risky online purchase
activities [6]. Since the risk was thus controlled, perceived risk
was not seen as a confound and not included as a variable in
the main experiment.

C. Instrument Validation

The study used existing validated scales. All items were set in
a seven-point scale ranging from Strongly Agree (1) to Strongly
Disagree (7). Validated measures for familiarity, disposition to
trust (DIS), trust (TR), and purchase intentions (IPUR) were
adopted from Gefen [25] who also used Amazon.com in a
free-simulation experiment (see Table III for instrument items).
Familiarity (FAM) refers to familiarity with the e-vendor
Amazon.com and with its website. Disposition to trust deals
with faith in humanity and the belief that people are generally
trustworthy. Trust relates specifically to customer trust in
Amazon.com. Scales dealing with PEOU and PU were adapted
from TAM [13] using the same adaptation as in previous
research on e-commerce [28]. The PU items combine searching
and purchase activities because purchase at Amazon.com
requires a preceding search. Given that Amazon.com is con-
currently both the name of the website and the name of the
e-vendor, it was inevitable that some of the items from the
adapted scales used Amazon.com as the name of the website
(in the PU and PEOU scales), while others used it as the
combined name of the e-vendor combined with its portal (in
the trust, familiarity, and purchase intentions scales). Because
of this blending of purposes, appropriate headings were added
to each group of items in the experimental instrument to verify

7Perceived risk of doing business with the particular vendor was mea-
sured with four items: 1) “There is a significant threat doing business with
Amazon.com;” 2) “There is a significant potential for loss in doing business
with Amazon.com,” 3) “There is a significant potential for loss in doing
business with Amazon.com,” and 4) “My credit card information may not
be secure with Amazon.com.” The convergent and discriminant validity of
perceived risk, trust, and purchase intentions were verified with an exploratory
factor analysis. The correlation between perceived risk and purchase in-
tentions was insignificant(r = �0:07; t�value = 0:639). On the other
hand, the correlation between trust and purchase intentions was significant
(r = 0:73; t�value<0:001).
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TABLE I
CONSTRUCTMEANS (STANDARD DEVIATIONS)

that the term Amazon.com was appropriately understood.
Accordingly, the PU and PEOU items were grouped separately
with a heading relating them explicitly to the website.

In a confirmatory factor analysis, all items in the above scales
were retained, except for one PU item (PU1) that cross-loaded
highly on the PEOU scale. Since the PLS structural model
(for hypothesis examination) showed an identical pattern of
significant paths and an almost identical set of coefficients
whether PU1 was included or not, the remainder of the analyses
were performed without PU1. Indeed, in other e-commerce
TAM studies, this same PU1 item also cross-loaded on the
PEOU scale [28].

The respondents were mainly in their early twenties (40.1%),
late twenties (32.5), and early thirties (11%). The 317 respon-
dents were 46% women and 52% men, the remainder declining
to report their gender. Respondents who had previously used
Amazon.com had, on average, purchased books seven times,
indicating that the sample group was composed of many
seasoned buyers, on the whole. Based on self-reported use of
Amazon.com, the sample was split between repeat customers
and potential ones. Thus, individuals who have never used
Amazon.com were classified as potential customers whereas
individuals who had previously used it were classified as repeat
consumers.

Descriptive statistics for the research constructs are presented
in Table I. As can be seen from Table I, potential customers
and repeat customers differ significantly on five of the six con-
structs of the study. Potential customers are naturally less fa-
miliar with the e-vendor. Compared to repeat customers, they
view purchasing via Amazon.com as less useful as well as less
easy to use, their trust in Amazon.com is lower, and they have
lower intentions to purchase from it. However, individuals in the
two groups have similar levels of disposition to trust, meaning
that is it probably not disposition to trust that differentiates the
two groups. The last finding rules out a group nonequivalency
threat to internal validity [11].

V. RESULTS

The research models were analyzed using partial least squares
(PLS), with separate models for potential customers and repeat
customers. A latent structural equations modeling technique,
PLS uses a component-based approach to estimation. Because
of this, it places minimal demands on sample size and residual
distributions [8], [28], [45]. Through its confirmatory factor ana-
lytical capability, PLS was used to assess both the psychometric

properties of all scales and, subsequently, to test the structural
relationships proposed in the model.

A. Data Analysis of the Measurement Model

The psychometric properties of scales in PLS were assessed
in terms of item loadings, discriminant validity, and internal
consistency (reliability). Both item loadings and internal con-
sistencies greater than 0.70 are considered to be acceptable [5],
[20]. As can been seen from the confirmatory factor analysis
(CFA) results in Tables IV (potential customers) and V (repeat
customers), all items loaded very well on their corresponding
factors.8 Moreover, the composite reliability scores shown in
Tables II(a) and (b), all exceeded the 0.70 criterion [5].

Discriminant validity is demonstrated in PLS when [8] 1) in-
dicators load higher on their corresponding construct than on
other constructs in the model (i.e., loadings should be higher
than cross-loadings), and 2) the square root of the average vari-
ance extracted (AVE) is larger than the interconstruct correla-
tions (i.e., the average variance shared between the construct
and its indicators is larger than the variance shared between
the construct and other constructs). As shown in Tables II(a)
(potential customers) and (b) (repeat customers), all indicators
loaded more highly on their own construct than on other con-
structs. Furthermore, comparing the interconstruct correlations
and square root of AVE (leading diagonal) in Tables II(a) and
(b) revealed that all constructs share considerably more vari-
ance with their indicators than with other constructs. Tables IV
and V show that each item loads considerably higher on its as-
signed construct than on the other constructs. Collectively, these
results suggest that the scales employed in this study exhibited
discriminant validity and acceptable psychometric properties.

B. Data Analysis of the Structural Model

PLS was also used to test the structural model. Path coef-
ficients and explained variances for the research model of the
study are shown in Figs. 2 (potential customers) and 3 (repeat
customers). Path coefficients in PLS are similar to standardized
beta weights in regression analysis [8], [45].

The analysis shows that potential customer purchase inten-
tions were influenced by their trust in the e-vendor but not by
their perceptions of website usefulness. On the other hand, re-
peat customer purchase intentions were influenced by both their

8To perform CFA in PLS, the following procedure was followed: PLS pro-
vides the loadings for the construct’s own indicators. To calculate cross-load-
ings, factor scores for constructs (provided by PLS) were correlated with all
other indicators to calculate cross loadings of other indicators on the construct.
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TABLE II
(a) CORRELATIONS OFLATENT VARIABLES FOR POTENTIAL CUSTOMERS. (b) CORRELATIONS OFLATENT VARIABLES FORREPEATCUSTOMERS

(a)

(b)

trust in the e-vendor and by their perceptions of the website’s
usefulness. Since, the relationship between PU and purchase
intentions is significant for repeat customers but not signifi-
cant for potential customers, support is provided for H. As
expected, trust in both data sets had significant effects on pur-
chase intentions. The beta is more than twice as strong, how-
ever, with potential customers. Chow’s test [9] of difference
of path coefficients across two samples shows that this differ-
ence is significant, supporting H[F-statistic ,
significant at 0.01]. Also disposition to trust influences trust in
the e-vendor in both datasets but is significantly stronger for
potential customers than for repeat customers, supporting H
[F-statistic , significant at 0.01]. Also as hypoth-
esized, familiarity increases PEOU in both datasets. However,
even though the beta is twice as strong with repeat customers,
Chow’s test [F-statistic , not significant at 0.05]
shows that this difference is nonsignificant. Thus, His not sup-
ported.

VI. DISCUSSION

A. Summary of Results

The critical linkages to purchase intentions provided reason-
ably good explained variance: 27% for potential customers and
22% for repeat customers. The explained variance of PU was
above 50% in both samples. The explained variance for PEOU
was 19% with repeat customers but only 4% with potential cus-
tomers. The marked higher explained variance makes sense in
this case because repeat customers were significantly more fa-
miliar with the website. These results provide reasonably good
support for the theoretical refinements offered in this paper.
However, what exactly do these findings mean?

Trust in e-vendors is emerging as an important aspect of
e-commerce adoption as an increasing number of customers

engage in transactions over the web. However, trust has not
hitherto been a component of the widely employed models
explaining technology acceptance like TAM. The objective of
this study was to develop an integrated model to examine the
role of customer experience on the relative importance of trust
in an e-vendor vis-à-vis the TAM constructs of its website as
customers become familiar with and engage in transactions on
a commercial website.

The empirical findings provide interesting insights. Both trust
in the e-vendor and the perceived usefulness of the website ap-
pear to play an important role in determining purchase inten-
tions on a specific website. However, the relative importance
of the two changes over time. Among the constructs studied,
for potential customers, familiarity and trust are the sole deter-
minants of purchasing intentions while perceptions of website
usefulness were not a significant consideration. This is consis-
tent with prior research that suggests that social factors alone
(e.g., social norms) initially influence potential adopter usage
intentions [36]. As users gain experience with the technology
and the system, however, more cognitive considerations emerge
and gain significance in determining their intended behavior.

The lack of a significant link between perceived usefulness
and purchasing intentions for potential customers contradicts
some prior TAM studies which have found this relationship
to be significant, irrespective of experience [13], [44], [80],
[81] and which have found TAM relationships to hold in
e-commerce [27], [42], [43]. It is quite possible that, while
irrespective of experience and in the absence of additional con-
structs, TAM relationships do hold, the same is not true when
additional constructs are added to the model. Specifically, for
potential adopters or customers, where the level of uncertainty
surrounding the behavior is high, it is possible that uncertainty
reducing constructs such as trust and social norms become
primary considerations. Additional research is required to shed
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TABLE III
CONSTRUCTMEANS (STANDARD DEVIATIONS)

more light on how customer beliefs and perceptions evolve
over time.

More specifically, the results of this study suggest that there
may be atrust-barrier in the adoption of e-commerce separating
potential and repeat customers. The data suggest that it is im-
portant to initially build potential customer trust in the e-vendor,
because trust affects these customers’ purchase intentions while
considerations of website usefulness influence are of less im-
portance to them. On the other hand, trust in the e-vendor is
important even with repeat customers but with these customers
the perceived usefulness of the website is also important.

B. Limitations

Before discussing the implications of the study, some of its
limitations need to be addressed. The study has tested the re-

search model in the context of an arguably trustworthy and well-
known e-vendor Amazon.com. Even though we believe that the
study has provided some valuable insights, generalizability of
its findings might be limited to e-vendors that are, indeed, trust-
worthy. We have posited that actual e-vendor trustworthiness
will moderate the relationship between familiarity and trust in
the sense that familiarity with e-vendor and its website, can
either increase or decrease trust in an e-vendor, depending on
whether the e-vendor is indeed trustworthy. Examining the re-
lationships and the relative importance of the study constructs
across sites that vary in their trustworthiness would be a fruitful
direction for future research.

Another issue is that by splitting the sample based on self-re-
ported use, we created a category of repeat customers by pooling
together customers who had used the website for purchase ac-
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TABLE IV
CONFIRMATORY FACTOR ANALYSIS FOR POTENTIAL CUSTOMERS

TABLE V
CONFIRMATORY FACTOR ANALYSIS FOR REPEAT CUSTOMERS

tivities together with those who only used it for window-shop-
ping. This may have introduced a bias. The two groups were
defined in this way because our focus was on differentiating be-
tween those who were users and those who were not. It is quite
possible that further differentiation of users according to type
of use could result in additional insights. Related to this addi-
tional research, the type and extent of related experiences also
warrants additional research. That is, identifying the types of ex-
periences that contribute to website purchase and understanding

the process underlying the relationship is an avenue worth pur-
suing.

Another topic of interest for additional research and a pos-
sible limitation is the precise multi-dimensionality meaning of
familiarity. This study adopted Gefen’s [25] definition so that
the conclusions could be related to existing research. Hence, fa-
miliarity was defined as one construct containing two related as-
pects that deal with familiarity with the e-vendor and with using
its website. There are, however, many additional aspects of fa-
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Fig. 2. Potential customers

Fig.3. Repeat customers.

miliarity involved, such as familiarity with the Internet, credit
card payments, online security, and many others. Additional re-
search is needed to examine these aspects and to compare their
impact on trust and behavioral intentions as well as how the var-
ious dimensions are interrelated.

There are several methodological limitations to note. MBA
and senior undergraduate students were used as the subjects in
the study. To the extent that these students are typical of online
customers, the results will hold across a more general popula-
tion, as shown concerning advertising and purchase intentions
among the general public [16] and as argued by previous re-
search on e-commerce [25], or, conversely, it may pose a threat
to the external validity of the study. Additionally, since measures
of all the constructs of the study were collected at the same point
in time, the potential for common method variance exists.

Due to the cross-sectional nature of the study, causality
cannot be inferred from the results. Longitudinal research can
provide further insights as to how familiarity, trust, PU, and
PEOU evolve and interrelate over time.

Last, but not least, the model posits linear relationships. It
is quite possible, however, that, at least with regard to customer
trust, the relationships are not linear. It is probable that very high
or very low degrees of trust have a disproportionately strong

influence on behavioral intentions [7], [48]. Additional research
is needed here too.

C. Implications: Theoretical and Practical

The data show that there are two distinct populations: 1) re-
peat customers, i.e., those who have already used the e-vendor
website and 2) potential customers, i.e., those who have yet
to use the website. The two populations have distinctly dif-
ferent beliefs and assessments and related behavioral intentions,
specifically the intention to purchase online. The data suggest
that the two populations are distinct in the relative importance
of trust and of TAM, specifically PU. Recognizing the existence
of two such populations and targeting each population with an
appropriate marketing strategy should be beneficial to firms en-
gaged in e-commerce.

Since a potential customer’s decision to engage in e-com-
merce with an e-vendor depends more on the extent of trust in
the e-vendor, it may be advisable for e-vendors to target this
population by attempting to build trust with the customer and
assist the customer gain familiarity with the e-vendor and its
website. Creating a website where potential customers can learn
easily about the e-vendor, and its procedures might be critical.
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For instance, e-vendor web pages can be customized to pro-
vide different types of information depending on whether the
user is new (e.g., they have created a new user ID) or returning.
For new users, the objective of the web pages could be to fairly
quickly enable the user to gain an overview and familiarity with
the e-vendor and its procedures. For returning users who are al-
ready familiar with the website, it may be important to ensure
that any web site design changes do not alter the fundamental
nature of user interaction with the site. Along the same lines,
the findings also suggest it might be beneficial to highlight more
the trustworthiness of the e-vendor to potential customers, while
highlighting its usefulness to returning ones. To the extent that
the data can be generalized, the study also implies that when ad-
vertising a new service or portal on the Web, e-vendors should
design the software so that it will initially give precedence to
broadcasting trustworthiness, and only once, the customer has
actually started using it to advertise its usefulness.

As a side benefit, increased familiarity should also contribute
to an easier to use site and with it to a heightened sense of per-
ceived usefulness for repeat customers. Sites that are oriented
around what are unfamiliar ordering procedures, for example,
may have appropriate content but may be difficult for novice
users to negotiate. With such sites, lower familiarity may result
in decreased levels of trust and might result in lowered desire to
purchase online.

While the evidence here suggests that perceived usefulness of
the website is not the crucial determinant in the decision of po-
tential customers to purchase online, repeat customers are con-
cerned with the usefulness of the website and should, accord-
ingly, be targeted with a differentiated strategy. After the trust
barrier is overcome and customers start using the website, their
return to the website for repeat purchases hinges on the quality
of the experience they had in terms of trust in the e-vendor and
usefulness of the website. Retaining existing customers is im-
portant since acquiring new customers may cost e-vendors as
much as five times as retaining existing customers [59].

The existence of these two distinct populations is an in-
teresting variation in how technology acceptance is usually
viewed. Previous research has most often supported the propo-
sition that PU is a major determinant of behavioral intentions
with respect to new IT across technologies and cultures.
Additional research is still needed to examine such traditional
aspects of IT acceptance, but the results of this study in the
e-commerce environment are intriguing in that they contend the
traditional interpretation with respect to new users. Apparently,
with regard to potential users, trust in the e-vendor is the dom-
inant factor in behavioral intentions to purchase, supporting
unrelated suggestions by previous research on expert systems
acceptance that the human relations aspects of IT adoption may
be an important addition to TAM [26].

Other factors beside those posited in the model are likely
to influence purchase intentions and increase the explained
variance of the model. The current study portrayed the pur-
chase process as monolithic. However, purchasing from an
e-vendor involves a series of activities each with its own set
of antecedents. Future research should more closely examine
the interrelationships among these activities, how they relate
to purchasing, and how potential customers differ from repeat

customers in their performance of these activities. Further,
additional factors have been shown to influence behavior on a
website. These include individual differences such as computer
playfulness [55] and cognitive absorption [2], additional beliefs
such as product involvement and perceived enjoyment [39],
and web design issues such as download delay, navigability,
information content, interactivity, response time, website
personalization,Internet shipping errors, convenience, customer
relations, informational fit to task, intuitiveness, and visual
appeal [3], [4], [46], [58], [60], [78]. Integrating these findings
into coherent models for potential and repeat customers may
be a fruitful direction for future research.

Another implication worth looking into is that the decreasing
effect of disposition to trust on trust with repeat customers. Dis-
position to trust is acquired through socialization and is, there-
fore, dependent on culture [22] as well as on lifelong personal
experience [67]. That its effect is significantly smaller with re-
peat customers implies that the impact of culture and lifelong
personal experience, while important for potential customers,
has a lesser impact once customers gain experience with the spe-
cific e-vendor. Accordingly, additional research is needed be-
fore any definite conclusion can be reached, the data implying
that while it is important for e-vendors to adapt their websites to
different cultures, the benefits of such an adaptation, at least as
far as its impact on trust is concerned, diminishes once potential
customers start using the site.

VII. CONCLUSION

The study has tested an integrated model of customer pur-
chasing intentions that includes both trust, which has been found
to be one of the major customer concerns with e-commerce [62]
and perceived IT usefulness, which has been shown to be a con-
sistently important predictor of intended IT usage. The study has
placed a cum-temporal lens on the phenomenon, examining how
the relative importance of these two constructs and of their an-
tecedents differs between potential customers and repeat ones.
Findings identified important differences between the determi-
nants of purchasing intentions for potential customers vis-à-vis
repeat customers of an e-vendor.

Several implications for future research and theoretical de-
velopment emerge from the findings. First, given that results of
the study have confirmed the centrality of convincing customers
that the e-vendor can be trusted in shaping online purchasing in-
tentions, future research should replicate this work and investi-
gate additional determinants of this belief as well as examine the
actual beliefs and assessments that lead to it across a variety of
websites. This is particularly important for potential customers
where trust was the sole determinant of their purchasing inten-
tions in this study. In addition to disposition to trust and famil-
iarity, one possible venue may involve examining the relation-
ship between institution-based trust and trust in a specific web-
site. Institution-based trust refers to trust emanating from the se-
curity one feels about the situation because of guarantees, safety
nets, or other structures [51], [70], [86]. On the web, such cues
appear on the web page, and may include seals of approval (e.g.,
the BBBOnLineReliability seal of the Better Business Bureau
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[51], [57]), privacy policies [51], guarantees, affiliations with
respected companies [71], and “contact us” buttons.

Future research may expand the model to include social
norms. Empirical evidence suggests that normative influences
from environment are important determinants of intended
behaviors (e.g., [19]), particularly for potential adopters of IT
[36]. Through informational influence, near-peers, family, and
friends of the potential adopter can inform the potential adopter
of their own personal experience and evaluation of the website
and its e-vendor. This can influence both a potential adopter’s
trust in the e-vendor as well as their purchasing intentions.

Vendors who are engaged in e-commerce will want to en-
sure that their websites lead to a environment that assures cus-
tomers that the e-vendor can be trusted. The more familiar on-
line customers are with a trustworthy e-vendor, the more they
will trust it [25], and so, the more likely it is that they will be-
come loyal customers [61]. This strong, personal connection to
the customer is one of the primary benefits of e-commerce and
strategic managers should be setting their corporate goals to-
ward achieving this connection.
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