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Key Points

1. Trust is critical for e-business
2. Marketing and trust
3. Trustworthiness of web sites
4. Benchmarking trust factors
5. Measure trust indicators
6. Optimize online conditions for trust



CompuServe"Great, Wonderful, 
Superb, F A N T A S T I C 

! ! !", Michael Parent, 
September 1993

"its turned out to be 
everything I expected 

and more - well worth the 
investment!", Alan

Coughtrey, August 1993

"it's an impressive piece 
of programming, and 

already I can't imagine 
working without it.", 

Mitch Hobish, May 1993

"I strongly recommend 
Alex Todd's Partner's 
Planner.", Bill Wright, 

May 1993

"President's Planner ... 
makes Agenda into what 
it should have been all 
along.", John Kaess, 

March 1993

"I have found Partner's 
Planner,... of stupendous 
capabilities, to be the key 

to unlocking the 
incredible info mgmt 
power of Agenda.... 

extremely easy to use, 
very inexpensive for what 

you get and ... the best 
and easiest Agenda 

teaching tool that I have 
ever seen. ...the 

first software program 
that ... really ben[e]fits 

me in keeping the balls in 
the air.... Try the 

program and I think that 
you will really see the 

potential of Agenda." Jim 
Morrison, March 1993



VS.

“[The most significant lesson learned from eBay is] the 
remarkable fact that 135 million people have learned they can 
trusttrust a complete stranger….   That's had an incredible social 
impact. People have more in common than they think.“
- Pierre Omidyar, Founder and Chairman, eBay

* eBAY’s P/E at 110+ still dwarfs industry leaders 



“[At eBay] we do $2.25 billion worth of 
gross sales a quarter entirely on trusttrust”

eBay's Chief Financial Officer, Rajiv Dutta.

“From the perspective of the seller, the 
implications are that good behaviour is 
rewarded with higher prices (on average 
19%) on eBay.”

Kalyanam, K., and McIntyre, S. (2001) “Returns on 
Reputation in Online Auction Markets
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Trust Definitions
Mirriam-Webster:

intransitive verb
1 a : to place confidence : DEPEND <trust in God> <trust to luck> b :
to be confident : HOPE
2 : to sell or deliver on credit

Wikipedia:  

"In sociology, trust is the willing acceptance of one person's power to affect trust is the willing acceptance of one person's power to affect 
anotheranother.“

transitive verb
1 a : to commit or place in one's care or keeping : ENTRUST b : to 
permit to stay or go or to do something without fear or misgiving

2 a : to rely on the truthfulness or accuracy of : BELIEVE <trust a
rumor> b : to place confidence in : rely on <a friend you can trust> c :
to hope or expect confidently <trusts that the problem will be resolved 
soon>



Trust is Always Contextual

“AA” trusts (or relies on) “BB”
for (a specific) “CC”



My Definition of Trust

Trust is a person's willingness to accept 
(and/or increase) their vulnerability by 

relying on implicit or explicit information.

Trust = Acceptable Uncertainty



Discovery
Identity
Value of goods/services
Vendor reliability
Rules of engagement
Credit worthiness
Authorization to commit

Fulfillment
Customer services
Shipper reliability
Transfer of responsibility
Quality control
Applicable standards
Tariffs & customs

Negotiation & Order
Product fit
Negotiation criteria
Cultural issues
Quality assurance
Viability of seller
Applicable exchange rate
Order placement and 
verification

Settlement & Compliance
Governing laws
Agreement
Payment method
Non-compliance protection
Disputes
Recourse
Transaction reversal
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Which website would you trust?

Drugstore.com

TheDoctorsPharmacy.com

PillTrust.com

Trust ScoreWeb Site
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Conditions for Trust
Trust Enablement® Framework

Motive Forces
Factors influencing the actions of the 
beneficiary (trusted party).

Proficiencies
Aptitude, knowledge, behaviour and 
disciplines employed to consistently 
deliver expected value (people, 
processes & technology).

Risk Transference
Mechanisms and processes that 
transfer risk away from the relying party.

Develop Trust Protect Trust
Experiential Sources of Trust
Personal experiences of the relying 
party or those of objective witnesses.

Interpretive Sources of Trust
Subjective assertions of the source of 
the information, the relying party, or 
third parties.

Empowerment
Relying party’s ability to choose.

Certainty Acceptability



eBay Enables Trust

Trust Empowerment
Identify reliable providers of 
feedback

Interpretive Sources
ID Verify from Equifax
Product Opinions & Grading
Product Appraisals
Privacy Policy
TRUSTe seal

Proficiencies
Industry practices 
(SSL, etc.)

Risk Transference
User Agreement
Fraud Protection Insurance
PayPal Buyer Protection

Experiential Sources
Feedback Forum
Tradenable escrow
Product authentication

Motive Forces
Policies (comprehensive)
SafeHarbor investigations
Disallowed products
SquareTrade dispute 
resolution
VeRO notice of IP 
infringement

Protect TrustDevelop Trust



February 2004





Insights
Our Trust Enablement® Assessment findings suggest that:

1. drugstore.com is by far the most Trust Enabled™™ of the three web sites; 

2. pilltrust.com and thedoctorspharmacy.com are similarly Trust Enabled™; 

3. thedoctorspharmacy.com employs Trust Enabling™™ mechanisms that allow customers 
to develop trust faster than pilltrust.com; and 

4. pilltrust.com has a richer set of Trust Enablement® mechanisms for building customer 
relationships than thedoctorspharmacy.com

In our opinion, the implications are that:

1. drugstore.com is likely an indirect competitor and is therefore able to sell at a higher 
price point; 

2. pilltrust.com and thedoctorspharmacy.com may be direct competitors; 

3. all else being equal, thedoctorspharmacy.com is likely to experience higher traffic 
conversion rates than pilltrust.com; and

4. all else being equal, pilltrust.com is more likely to retain customers than 
thedoctorspharmacy.com
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Trust = Voluntary Vulnerability

Source:  http://www.quickflashgames.com/games/knifethrow2/



Measuring Trust Indicators

Assertions - perception indicators for trust

Actions – outcome indicators for trust

Conditions – affecting indicators for trust 



Business Drivers 
Trust Enablement® Framework

Discovery ↔ InterestforEmpowerment

Business Leadership=Stakeholder Confidence
Loyalty ↔ AdvocacyforMotive Forces
Satisfaction ↔ RecommendationforProficiencies
Commitment ↔ Action/PurchaseforRisk Transference
Consideration ↔ AcceptanceforExperiential Sources
Awareness ↔ ConsiderationforInterpretive Sources

Stakeholder EngagementforTrust Enablement



Trust Indicators based on the
Trust Enablement® Framework

Experiential Sources (for Consideration)
? Observing/Sampling
? Customer feedback

Motive Forces (for Advocacy)
? Introducing
? Promoting

Proficiency (for Recommendation)
? Demonstrating
? Endorsing
? Using

Risk Transference (for Purchase)
? Guarantees/Warranties
? Inducements

Developing Trust Protecting Trust

Interpretive Sources (for Awareness)
? Brands
? Testimonials
? Expert Reviews

Empowerment (for Interest/Discovery)
? Searching for new sources
? Selecting preferred sources
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Now it’s Your Turn to
Optimize Conditions for Trust



Thank you

Alex Todd
+1 416.487.1497

AlexTodd@TrustEnablement.com
http://www.TrustEnablement.com


