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Abstract

The e-business is shifting the face of small
businesses and especially online businesses. In the
era of advanced technology, Business-to-Custom-
er relationship has been given a high value. This
relationship can only be strong if there is a high
level of trust present in it. This study analyzes the
antecedents of trust between small and medium
size enterprises (SMEs) and Kazakhstan online
consumers. Those antecedents include commu-
nication, shared value, attraction and opportun-
istic behaviour. 155 Internet users were surveyed
by online questionnaire. The findings show a sig-
nificant strong relationship between trust and its
antecedents. There is a positive relationship be-
tween trust and communication, shared value and
attraction, whereas there is a significant negative
relationship between trust and opportunistic be-
haviour. Recommendation are offered to the SMEs
on how to increase the trust connection with their
Kazakh customers

Introduction

Today, electronic commerce has a great sig-
nificance in every field of trade, from manufactur-
ing to service industries. Similarly, business has a
high degree of value amongst people. The inte-
gration of e-commerce in the operations of small
business has given new meaning to it. The proper
analysis of the impact of the Internet business on
cost saving and increased customer’s convenience
has generated considerable amount of interest in
e-business.

The involvement of the internet in the business
sector has brought considerable changes. For in-
stance, with the increasing number of online users
SME can easily reduce the cost of serving custom-
ers. Similarly, customers can also understand the
business operations more clearly as all the busi-
ness activities is just one click away. Most indus-
tries are influenced by the electronic commerce
in some way or another in Kazakhstan. Today, the
e-commerce models like B2C (Business-to-Con-
sumer) have gained some attention from various
market business players. The findings of Morgan
Stanley internet research concluded that the web
is more important for the retail financial industry
as compared to any other industries (Nath and
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Mukherjee, 2003). Globalisation has given birth to
more competition, as small business is considered
to be the biggest industry in the world which cov-
ers more than 50% of the overall sector of all the
industries. Therefore, the SME across the world
face new challenges and opportunities. Undoubt-
edly people in Kazakhstan are become aware of
the importance of e-commerce in their day to day
life.

There are many definitions of trust by different
authors, as Rempel and Zanna (1985) define trust
as “a generalized expectancy held by customer
that word, promise or statement of the company
can be relied upon. There are many definitions
of trust that are discussed in the review of the
literature.

Literature review

“Trust is a cross-disciplinary concept, incorpo-
rating ideas from economics, marketing, sociol-
ogy, psychology, organisation behaviour, strategy,
information systems and decision sciences”[Nath
and Mukherjee, 2003, p.6]. Similarly, according to
Moorman et al (1992, p. 315) trust is “willingness
to rely on the exchange partner in whom one has
confidence” On comparing both of these defini-
tions, it can be seen that one has considered trust
as a concept behind every activity whereas the
other emphasise on the honesty part, where one
person shares the information on the ground of
trust and honesty.

The most common approach in all of the stud-
ies conducted to find the level of trust in the in-
ternet business till date,is the commitment-trust
theory of relationship marketing given by Morgan
and Hunt (1994). The relationship commitment
and trust in the relational exchange. Therefore,
this model is recognised as the most appropriate
model for the study of trust in any means, so same
has been implemented in this study.

Looking further, the other refined study of trust
in the electronic commerce suggests a very clear
relationship between trust, risks and electronic
commerce. The article links the three compo-
nents as “trust is the calculation of the likelihood
of future cooperation and is a defining feature
of virtual cooperation. As trust declines, people
are increasingly unwilling to take risks and de-
mand greater protections against the probability



of betrayal” (Ratnasingham, 1998). This particular
definition of trust in corporation of e-commerce
and risk, merged perfectly in the online business,
where trust plays an important role. Similarly, on
looking for trust in the different researches, then
it has been found that some of the authors even
relate commitment trust theory with the other fac-
tor, attraction. According to the researcher the cus-
tomer’s trust always influenced by the attractive
services (Kassim et al 2006). The author means by
this that if the website of the business is attractive
and looks prominent than the chances of trading
through it increases. On looking more in the detail
of the theory, undoubtedly internet business is the
fully customer oriented market, therefore, the cus-
tomer is the one who should always be considered.
According to Payne, (1995), the relationship com-
mitment theory comprises of: Focus on Customer
retention,Orientation to customers values,Long
time-scale,High customer serviceemphasis,High
customer contact, and Quality is the concern of all.

Again on looking at these measure scale of re-
lationship theory, then it can easily be conclude
that all these factors can only be achieved if there

Figure 1
Proposed model

is a strong bond of trust and commitment is pre-
sent between the online customer’s and the busi-
ness . There are many studies on the different trust
models in e-tailing of online business has been
noted (Irving et al, 1997). There are many factors
which are focused, but for us the main factor is
their commitment and proper usage of electronic
media or internet business. The Barclays business,
due to its effective two way communication and
commitment to customers, made them able to
maintain a solid trust bond with customer. In the
same literature we have come across the other evi-
dence which again points the whole study towards
trust viz. “The building of long term, royal, com-
mitted and profitable relationships with potential
and existing customers through communication
and the provision of quality goods and services”
(Irving et al, 1997).

Theoretical background

There are many research articles that explained
various models of measuring trust. In all of the
studies different variables have been taken to
measure trust. One of the models is:
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[Source: Nath and Mukherjee, 2003, p.9]

In the above figure trust was mainly measured
by the different antecedents of trust. The paper
stated that trust is a bond of three antecedents’
viz. Shared Value, Communication and Opportun-
istic Behaviour. Again the communication factor

can be seen in the Barclays Business Corporate
Market Programme (CPM). We discuss the differ-
ent antecedents of trust in the later part of the lit-
erature review. In the similar way on looking at the
other research, then some of the similar and some
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different antecedents of trust can be noticed. This
is because every one measure the trust in their
own defined way or rather says looks trust by dif-
ferent means. There are three main antecedents
of trust are identified from relationship commit-
ment and trust theory (Morgan and Hunt, 1994)
viz. Social bond, Opportunistic behaviour and
Communication.

In the other study, the authors give the new fac-
tor to the existing trust-relationship commitment
model. The new antecedent of trust is Attraction
(Kassim et al, 2006). But there is some or the other
difference in all of the above discussed studies, for
instance, some have taken social bond as one of
the antecedents but the other have not. Insipid of
social bond others have given more importance to
the shared value.

The antecedents of trust

In our research we have used four antecedents
of trust: shared value, opportunistic behaviour, at-
traction, and communication.

The reason for choosing all these four anteced-
ents is their bonding with trust. We have left the
one of antecedent viz. Social bond. And in place of
the social bond the shared value has been chosen.
As social bond only reflects the emotional con-
tents and on the other hand shared value com-
prises more of the common beliefs of the business
and the customers.

Shared Value

Shared value in general means when both the
parties has the common beliefs of what goals,
polices and behaviours are important or unim-
portant, right or wrong or appropriate or inap-
propriate (Morgan and Hunt, 1994). As far as the
shared value antecedent in context with the online
business is concern, it exemplifies the degree to
which the customers and the SME share the com-
mon beliefs on the values like ethics, security and
privacy. In other sense all these three critical values
are nothing but the bond of trust.

The critical factors like privacy, ethics and se-
curity are important elements in the internet busi-
ness (Nath and Mukherjee, 2003). Ethical values
determine the chances of business manifesting
or selling the customer information to the third
party or providing the customer with the wrong
information. This always been the major concern
for the online customers. There are also evidences
to suggest that, there are many ethical issues re-
garding to financial services, many of which relate
to the disclosure of information (McAlexander and
Scammon, 1998). In broad sense ethics and hon-
esty are features of good business mortality (Hue-
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mer, 1998). Even privacy as concern is the other
critical issue, as customers generally hesitate from
providing their information and especially when it
comes to the online transaction. There are lots of
vulnerabilities in the information systems due to
which customer never feel safe while online busi-
ness or transaction. Even the increasing amount of
phishing, sophistication of spam, semantic attacks
increasing users’ uncertainty about the results
of their actions and their distrust towards online
parties like SME (Kumaraguru et al, 2007). There-
fore, risk of loss privacy is the significant problem
for the customers which is also considers being
the important factor for building trust (Nath and
Mukherjee, 2003).

Similarly, security is also another critical issue
for the online business customer. The area which
gets affected the most due to the security reasons
is the online transaction. Users always think that
making payments via internet are not secure, thus
this reduces the customers level of trust in the
online business or the transactions (Kassim et al,
2006).

Opportunistic Behaviour

Opportunistic behaviour can be defined as
the “Self-interest seeking with guile” (Williamson
(1975), Nath and Mukherjee (2003) p.8). In the
easy terms, the opportunistic behaviour is some-
thing which one party knows without informing
to the second party. For instance, when business
informs about the new services say, credit card,
but hide some of the key information’s such as any
hidden charges or cost. However, sometimes exag-
gerate the quality of the product and services than
of what it worth. When the customers believes
that the business is engaged in opportunistic be-
haviour, then such impression will affect the trust
bonding by taking it towards negative flow.

As originally suggested by (Clay and Strauss,
2000) and later referred by (Nath and Mukherjee,
2003), that with the high risk of opportunistic be-
haviour by the SME sprouting and inadequately
developed rules and regulations, customers fre-
quently have low levels of trust in online business.
Similarly, in the world of electronic commerce or
online transaction customers can never asses the
quality and services of the business as the contact
will always happen in the virtual environment. In
that case, they have to believe what-ever has been
shown to them in fully designed way, which always
raises the possibility of business attaining the op-
portunistic behaviour.

Opportunistic behaviour is considered the
major antecedent of customer trust in the online
business. Even sometimes, the customer’s percep-



tion about the business taking undue advantage
of the customer lack of knowledge or opportun-
istic behaviour is due to its limited or less tech-
nical knowledge about the system. As customer
trust on an automated system is dependent on the
systems perceived technical competence and per-
formance (Jarvenpaa et al, 2000). Due to this fact
the customer always think negatively even if he
or she is getting the accurate information as they
sometimes unable to explore the whole database
of the business website. This certainly will reduce
the customer trust in online business.

Lastly, due to the lack of adequate regulatory
control and the presence of substantial informa-
tion asymmetries (Bejou et al, 1998), could also af-
fect customer’s trust when engaging in online ac-
tivities such as business. Therefore, the higher risk
of opportunistic behaviour in online business may
result to low levels of trust in the internet business
(Kassim et al, 2006).

Communications

Communication is a major precursor of trust.
It can be defined as the formal as well as the in-
formal sharing meaningful and timely information
between firms (Anderson and Narus, 1984, 1990).
Anderson (1984) also suggested that communica-
tion is positively related to trust in marketing chan-
nels. As suggested by Moorman (et al, 1993) and
Etgar (1979), that communication in internet busi-
ness refers fostering trust by assisting in resolving
issues like “disputes and ambiguities” and further
arranging perceptions and expectations. Further,
Nath and Mukherjee (2003), considered such com-
munication in terms of speed of responses, open-
ness and quality of information. As these are the
parts of social communication, therefore, display-
ing high degree of social communication by the
business on their website, leads to high degree
of customer trust and as a result will increase the
chances of the customer engaging themselves in
the online business and transactions.

Further, Duncan and Moriarty (1998), identified
the factors like accurate, comprehensive and two-
way communication lead to an increase in trust. To
explain this further, they have resembled computer
as a device which allows two-way dialogue that as-
sist in information sharing and creating acquaint-
ances. In the similar way, the information technol-
ogy in the form of the SME website can also prove
to be great support in the communication by
providing all the information under one tree. This
type of information is both ways (Rogers, 1995).
The IT is such tools for the business industries that
can prove to be very helpful for the communica-
tion purpose, which definitely make the commu-

nication bond strong, which again lead it to the
high degree of customer trust. This is because,
once the customer realises that he or she is being
responded in the proper way, they automatically
starts trusting the business. This will increase the
chances of the customer engaging themselves in
the online business and transactions. (Kassim et al,
2006), suggested that favourable communication
environment results in the customer attraction to-
wards internet business. After analysing the im-
portance of the communication in the online busi-
ness, it can easily be said that this is the one of
the most important antecedent in the study, and
which need to be seen very carefully.

Attraction

Attraction means that there is something which
makes the customer interesting to a given service
provider say business, or vice versa (Gronroos,
2001) and (Kassim et al, 2006). Attraction can be
based on the three factors such as financial, tech-
nology and social constructs (Sathye, 1999) and
(Kassim et al, 2006). Attraction is somewhat very
important antecedent in the customer and busi-
ness trust. In this fast growing arena of technology,
every service provider wants to gain the competi-
tive advantage to remain in the race. For instance
take the example of the small business which is re-
garded the toughest industry to remain in. There-
fore, every business wants to take the maximum
benefits of the technology to attract most of the
customers. This can only be possible if the ap-
propriate technology is used for example online
business websites. If the websites are more users
friendly and attractive as well, means easy to op-
erate (Wang et al, 2003). Similarly, in the internet
business relations, comfort of adoption includes
aspects such as the accessibility of information,
functionality and navigation (Dabholkar, 1996). As
suggested by Prahalad and Ramaswamy (2000)
and later posited by Kassim et al (2006), that if cus-
tomer find complicated menus which makes them
annoyed then they might judge the company’s
product by the degree to which a product gives
them the experience they want. This can also be
in terms of the services for what they are paying,
means the customer is fully satisfied with the ser-
vices of the SME or not.

Similarly, if the reputation of the service provid-
er is stupendous then might be there are chances
when the customer gets attracted towards the re-
spective SME online business services. On scruti-
nizing the importance of the antecedent attraction
in the relationship of online business and trust, it
can be relate that, higher is the level of attraction
among the customer towards the business, the
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higher is the level of trust in customer for the on-
line business, or vice versa.

Hypothesis

Based on the review of the literature, a link be-
tween online business and the level of trust in the
customer for it has been developed. The level of
trust in online business among Kazakhs customers
can only be measured by finding out the impact of
the antecedents of customer trust in online busi-
ness viz. Shared value, opportunistic behaviour, at-
traction, andcommunication. For this the hypoth-
esis has been made to measure the impact of the
antecedents of trust in the online business.

H1: There is a positive relationship between on-
line shared value provided by the business and the
customer’s trust in the internet business.

H2: There is a positive relationship between on-
line communication (of speed of responses, open-
ness and quality of information) and customer’s
trust in the internet business.

H3: There is a positive relationship between on-
line attraction and customer’s trust in the internet
business.

H4: There is a negative relationship between
perceived business online opportunistic behaviour
and the customer’s trust in the internet business.

Data collection

The questionnaire has been divided in six dif-
ferent sections. Each section represents one vari-
able. As used earlier in some studies of Kassim et al
(2006), Malhotra et al (2007), where the results are
based on the questionnaire data, the same Likert
interval scale method (Oakshott, 2006) has been
used, where all the items are placed on the five
point rating, ranging from 5 to 1, where ‘1’ refers
least or strongly disagree and '5’ refers to most or
strongly agree.

Before launching the final questionnaire, a
pilot survey was done. The pilot surveys with 30
questions were launched and the sample of 15 re-
spondents was taken. Out of the 30 question, four
of the questions were found to be unrealistic as the
respondents hesitated to answer them. The overall
score of these questions were quite low in compar-
ison with the other question. Therefore, to get ap-
propriate and accurate data, those four questions
have been deleted from the final questionnaire.
Hence this drafted and then amended question-
naire has been selected for the final administration
on the targeted sample of 250 respondents.
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The selection method of the respondents is
again one of most important job in any survey
(Oakshott, 2006). For this study for very limited
sector of people has been targeted. The targeted
group are the computer literate people. To select
such kind of people the simple strategy of se-
lection has been adopted. The professional like
teachers, multi-national executives, students and
others has been selected. Further to reduce the is-
sues and to make the sample as homogeneous as
well, the potential respondents have been selected
by adopting the mentioned criteria:

1. First of all, as according to the Kazakhstan
Constitutional Law Board, the person is only
free to take the independent decisions after
the age of 18 years.

2. Secondly, all the final selected respondents
must be internet business user.

Finally, the link of survey was sent by the means
of social net-working websites, like Face-book and
Google’s Orkut. Further the respondents have
been asked to further distribute the link in their
social circle. In this way the questionnaire has
been circulated and responded by the successful
respondents.

Data Analysis and results

The total numbers of respondents who have hit
or clicked the counter of the survey were 222, but
out of this only 172 have gone through the whole
survey and clicked the survey end button. Out of
172 respondents as well, 17 were such respond-
ents who doesn't fit to the selection criteria of on-
line business user. Out of these 17 respondents,
there were some who are the online business user
but have completed the survey partially. Therefore
such respondents have been deleted from the final
included data for the analysis. Finally the total 155
respondent’s data has been taken into considera-
tion for the further analysis.

As the whole study is based on to investigate
whether there is any relationship or the impact of
the trust antecedents on the trust among the on-
line business customers. Therefore to find out the
relationship, the Regression method of the quan-
titative data analyses has been used. As regression
has become a powerful tool for summarising the
nature of relationship between variables of both
types i.e. dependent and independent (Alan Bry-
man et al, 2002), therefore such method has been
adopted in this research. On the basis of the hy-
pothesis the following model of dependent and
interdependent variables has been formed.



Figurel: Model for analysis (Dependent and Independent variables)

Shared Value

Communication

The above figure shows the dependent and
independent variables. The dependent variable is
the trust, whereas the independent variables are
attraction, communication, shared value and op-
portunistic behaviour.

On the bases of these derived variables, the fur-
ther analyses have been conducted. The analyses
and the results calculations have been done on the
basis of the various tables generated while doing
the regression tests. The analysis has been done by
comparing group or sections of the questionnaire.

Further, the regression from all the calculated
values, brought out these findings in focus, that
there is a significant positive influence of online
communication on customer’s trust in online busi-
ness (B = 0.357 and p<0.05.Hence, the Null hy-
pothesis (HO) that ‘there is no relationship between
online Communication and the customer’s trust in
internet business’ proved wrong and rejected. On
the other hand, the alternate hypothesis (H2) gets
accepted.

Similarly, there is a significant positive influence
of shared value (B = 0.243 and p< 0.05) on trust,
thus the null hypothesis (HO) that is ‘there is no
relationship between online shared value provided
by the business and the customer trust in internet
business’ stands to be rejected and the alternate
hypothesis (H1) is accepted.

Again, online attraction has a significant posi-
tive influence on customer’s trust in the internet
business (B = 0.33 and p<0.05). Therefore, the al-
ternate hypothesis (H3) is accepted and the null
hypothesis (HO) that ‘there is no relationship be-
tween online attraction and the customer trust in
internet business’ is rejected. It has been found,

Opportunistic
Behaviour

that there is a significant negative influence of
online opportunistic behaviour on customer trust
(B = - 0.294 and p<0.05). But still it has a signifi-
cance level of p<0.05.Thus, it can be concluded
that for opportunistic behaviour, the null hypothe-
sis that ‘thereis no relationship between perceived
business online opportunistic behaviour and cus-
tomer’s trust in internet business’has been reject-
ed and the alternate hypothesis (H4) is accepted.

Findings

To start with, let’s put the regression test re-
sults under scan, although the relationship is sig-
nificantly proved, but on looking the results more
carefully, it has been noticed that there is not a
strong relationship between each other. As all the
R-values are not too close to 1, in fact some of the
R-values are as low as 65%. On taking out the aver-
age R-value for all of the variables is 60% (approx).
This shows that the customer has a trust on the
SME but not to that level which make them feel of
doing more risk related work via online business
such as transactions and all. This will be clearer by
looking at the responses of the online business
customers.

Most of the customers responded that their
business offers two way communications (92%),
but the score is (79%) when they have been asked
about the information of changes via email. The
other reason behind the weak positive relationship
is that most of the respondents have chosen to be
neutral, which in no doubt has increased the mean
but made the relationship weak. The highest ‘not
sure’ ratio is 35% in question number 25 (survey
questionnaire) where the customers have been
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asked to rate that sometimes their business online
transactions cannot be trusted fully. But in most of
the questions the customers agreed ratio is higher
in comparison of the other value in the question.
The other interesting finding of this study is that
there is no respondent who has not answered Yes',
on been asking that whether there business offers
internet business. Which is a good sign that sug-
gests, SME have started to realize the importance
of online business, and efficient it could be in over-
all cost saving for them.

Even the other evidence for the weak positive
relationship could be belief of the Kazakhstan con-
sumer in the face to face communication of trans-

actions. On looking to the following bar diagram,
obtained from the questionnaire data for ‘most
preferred way of business’, one can easily predict
that face to face communication is still the most
preferable way of doing business. Internet busi-
ness has the third highest rating among all the five
preferred way of business. But the increasing use
of internet business in the future is surely going
to displace face to face business with customers.
Most of the calculated figures representing cus-
tomer trust in online business can be improved if
the appropriate steps are taken in promoting on-
line business by the SME.

Figure 2: Most preferred way of Banking
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Discussions the score for ‘business managers never contact’

After scrutinizing the entire research and the
analysis, lots of recommendations are need to be
given to the SME for establishing higher level of
trust in online business with customers. As this has
been proved that trust plays the vital role in the
online business, therefore SME need to work on it
without delay if they really want to grow the online
business customers and take the benefits of it.

As communication score is low in the study,
suggesting that the level of communication has
not reached to the optimum level. In the last find-
ings, it has been seen that most of the customers
still want to business via face to face communica-
tion. This shows that SME need to make the cus-
tomers aware of the online business advantages,
such as time saving more effective, easy etc. But,
SME again need to assure the customers about the
reliability and authenticity of the online business
so that the trust level of the customers increases.
Further, the results also shows that the business
managers do not contact the customers regularly,

22

is high up to 25%, which again has been proved
(correlation score of trust and business managers
contact is 0.431). Therefore, business managers
need to provide full customer satisfaction so that
customers realize that they have been taken care
of by the business, which may increase the level
of trust and they start to use online services more
frequently.

Secondly, shared value can also be increase
by assuring the customers about the SME online
transactions are fully secured. As transaction is the
most important factor, which increase or decrease
the level of trust in the online business. Customer
always hesitated in doing online business due to
the security reasons, even due to the possibility of
the information being shared. In this regard, busi-
ness can make them aware about the security poli-
cies, such as tie ups with the certain online secure
transaction agents, like pay-pal, e-trust and others.
As far as the information sharing is concern, then
generally customers are not aware of the security



policies of the government such as DATA PROTEC-
TION ACT. The case in point here is the leakage
of the information of the credit cards by BPO’s
in Kazakhstan in 2000 are some of the examples
of low level of security protection which directly
harm the level of trust in online business. But enor-
mous amount of measures has been taken after
that, such as Information Technology and the law
of privacy act 2000, has been implemented in the
Kazakhstan constitution under which the SME and
other financial institutions have been suggested to
protect all the customers information, and failing
to do so will result to the court actions. The SME
can use such measures to ensure the customers
about the protection of their data.

Similarly, the SME even have to increase the
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