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Abstract. The aim of the study is to present the theoretical background of 

trust and to review its role in marketing among the disciplines mentioned 

in the article. After the methodological definition, the article provides the 

reader with a complex overview of the concept of trust in the national and 

international literature. The need for trust extends to business and market 

interactions throughout the supply and value chain, as they are interrelated 

in all areas of production and service. In addition, its existence also plays 

an important role in online commerce, the lack of which is understood by 

companies and intermediaries in the reduction of transaction costs and 

reputation. However, the question arises as to whether trust can be so 

easily delineated. Is the decision of whether or not to trust the other a 

simple question to be decided to which there is a clear answer? 

Introduction 

Consumer behaviour is becoming a vital aspect of customer relationships and marketing 

strategy. As several studies have pointed out, building consumer confidence is key to long-

term success of retailers. However, one of the negative aspects of this is the fear about 

products and manufacturers. 

The role of efficiency is a crucial factor in the private sector. Trust as a prerequisite for 

successful cooperation is an essential aspect between the actors. We talk about interaction, 

when the parties pass the uncertainty threshold and balance their intentions. Bilateral trust 

between the actors is also a kind of “guarantee”, as it is supporting achieving the goals. In 

order to achieve our goals we are put into situations when dependence on others is 

essential. The consumers nowadays are more consumption-oriented, therefore they also 

have to rely on others, especially businesses.  

The study begins with general definition of trust, which is followed by detailed 

definition of the term in corporate context and in terms of PR. A chapter of this study is 

addressing the issue of trust in terms of marketing as well. The chapter emphasizes the 

importance of trust: developing, maintaining and consequences of trust between the 

individual market players, i.e. companies and consumers. In this regard, we considered it 
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important that the study provide a deeper insight into processing the topic, thus also 

focusing on the theoretical background of consumer confidence. In addition, the field of e-

commerce has also reflected on trust, mistrust and its consequences, as well as its impact on 

businesses and consumers. At the end of the study a conclusion is provided summarizing 

the findings.  

1 Aims and methodology 

The aim of the publication is to examine the role of trust in marketing from the point of 

view of customer and the business. In order to achieve this goal, the study summarizes the 

most relevant findings of scientific literature sources. It deals with conceptual definitions of 

trust and then focuses on business relationships in marketing terms. In consumer society, 

the development of mistrust is becoming stronger, which is detected on domestic and 

international level as well. The phenomenon is also reflected in relationship marketing. One 

of the basic pillars of trust in the field of e-commerce and brick-and-mortar shopping is 

brand building as a prerequisite of customer action. Both mistrust and reliability are 

important aspects in terms of the customer. The customer can trust the brand or product, but 

might have doubts about the intermediary. Satisfaction with online store can also influence 

the customer trust, which has impact on customer determination to buy the product. The 

end of the study provides a short conclusion, summarizing the perspective of consumer and 

the service provider. approached from the provider and consumer side. 

2 Theoretical background 

2.1 The concept of trust 

The concept of trust has to be approached interdisciplinary. It had been studied from the 

perspective of economics, psychology, sociology and law, but all the mentioned sciences 

approach the concept of trust from different perspective.  

The success of knowledge-based organizations heavily depends on trust. In the case of 

mistrust, there would not be an effective communication, compatible teamwork, as well as 

the organizational culture would not function properly. In recent years, the importance of 

trust has had a major impact on daily life of organizations. Many studies and authors have 

addressed the issue. Culture is changing as a result of development of modern technologies. 

Different lifestyles and diversity of value systems require a more sophisticated level of 

cooperation and interdependence. Czakó [1] found that increased cooperation with the 

individual influences the level of trust as well. This is reflected in a phenomena how 

companies adopt to market changes and challenges. Smart devices make the 

communication effective as well as they introduce some controversial aspects. They enable 

the efficient flow and exchange of knowledge, but also raise the question of trust and 

anonymity.  

Piotr Sztompka (1999) identified several alternatives for the emergence of trust. Trust 

may appear only with one of the individuals or in the case when one of the individuals 

develops an intrinsic motivation to develop trust, as it is necessary to initiate a contact with 

the other individual. A culture of trust can also be formed, which consists of interrelated 

values and norms [2] 

The concept of trust also plays a significant role in business. Stephen [3] introduces 

trust as a hidden factor. He is convinced that trust is present in every moment and in all 

areas of life. The existence of trust strengthens the human relationships, makes 

communication more efficient, and can improve the quality of organizations. Increasing 
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trust might result in achievement of long-term company goals.  

Sajfert et al. [4] describe the importance of trust in the company as a key to employee 

cooperation and growth. Trust invested into employee-employer cooperation will determine 

the corporate atmosphere and intergroup cooperation. As a direct result, efficiency to 

achieve organizational goals will increase. Disagreements, lack of cooperation and 

adaption, changes in attitude to innovation, strict group stereotypes emerge as a result of 

mistrust. This type of behaviour creates unfavourable company atmosphere.  

2.2 Trust in the market 

Trust is the key element of marketing concept. Every relationship based on success depends 

on the degree of trust between people. Thus, the primary goal of marketing is to satisfy the 

customer need, maintain and manage the relationship with the customer and deliver 

promises. Trust is an essential element to achieve these goals.  

Trust is a complex behavioural attitude that develops as a multidimensional overlap 

between the market participants. Trust is a simple spectrum, from established trust to 

distrust [5]. 

Trust cannot be built explicitly on direct experience as it would contradict to traditional 

human values and marketing definitions. However, consumers can prefer the 

recommendations of a third party in their final decision. Thus, trust can be built on both 

direct and indirect experiences, provided that the indirect source itself is reliable. People 

tend to direct their attention to negative experiences conveyed, thus generating 

contradiction about their own competence. At the same time, most people are unlikely to be 

aware of this and they set up several trust dilemmas. Expressing opinion can often be seen 

as an output rather than input to marketing models, so the relative impact of direct or 

indirect experience on development of trust may be an objective of further research [6]. 

White argues that conscious positive intentions are the foundations of trust [7]. The 

hypothesis of Garbarino and Lee are based on a fact that social relations are fundamentally 

based on benevolence, i.e., the parties do not ignore each other’s interests [8]. This kind of 

behaviour is later reflected in developing organizational structure, as well as it is a 

determining factor of relationship. Product portfolio and security are part of the corporate 

structure, while the appropriate incentives and support are related to public relations. 

Companies should behave if they were the customers themselves expecting a certain 

behaviour from the company [9]. 

Trust and mistrust have influence on the behaviour of market participants, including 

intention and development of future relationships. If one of the participants experiences a 

negative perception of building trust, the level of cooperation and commitment will 

decrease [10]. Decreasing level of trust is also reflected in opportunistic behaviour. 

Initiating a cooperation requires components that will result in development and increase in 

trust. To Relationship commitment is one of these factors. If one of the parties is generating 

trust accepting also the vulnerability, while the other party meets the obligation, they have 

already lay down the cornerstone of trust [11]. It can be assumed that trust is a relevant 

component of relationship between the parties. [12]. Palmatier, in a paper published more 

than a decade later, also mentioned that the higher the level of trust, the more committed it 

can make the consumer [13]. 

A long-term and fruitful relationship without trust is almost unimaginable. Since 

customers are in contact with each other, the behaviour of salespeople affects the future 

confidence of consumers, in which the service provider’s further behaviour also plays a 

role. Increasing level of trust has a direct impact on building long-term relationship which 

will result in reduction of transaction costs [14]. In the case of online shopping, the brand 

requires reliability from the online retailer and the information system, through which the 
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transaction takes place. If it is not managed properly, the customer can trust the brand but 

cannot trust the intermediary (e.g., the Internet). Lewicki et al. [15] and Arnott [16] 

researched the interaction of trust-related decisions in online context. As a result of e-

commerce development, there is a growing need for knowledge and theories about the 

online consumer behaviour as it is becoming a vital aspect of customer relationships and 

marketing strategy [17]. Online shopping behaviour needs to be understood [18], and 

therefore attracts increasing attention of scientists and researchers [19]. As several studies 

have pointed out, the key to the long-term success of e-retailers is to build consumer 

confidence [20-22]. 

2.3 Consumer trust 

The aspects of trust had been addressed by several scientific studies in different field of 

research i.e. economics, management, technology, social studies, psychology and consumer 

behaviour [23]. Trust is based on the buyer’s expectations that the seller will behave in a 

reliable, ethical and socially appropriate manner, fulfilling the obligations of the buyer, 

despite the buyer’s vulnerability and dependence [24]. Thus, consumer reliability 

considerations are likely to determine the final purchasing decision between the buyer and 

seller [25]. Li et al. [26] found that trust is even more important in the case of e-commerce 

as consumers experience greater risk since they cannot visit brick-and-mortar outlets to 

have personalized experience and see and touch the products they are intended to buy. It 

plays a crucial role in determining online shopping intent [27] and purchasing decision 

[28]. Trust is also a key factor to build customer loyalty and developing strong and lasting 

relationships between the buyers and sellers [29]. Lack of trust is the biggest barrier of 

online transactions. s [30]. When negative shopping experience occurs, buyers generate a 

negative attitude [31], no longer trust the seller, and are likely to turn to further alternatives 

to meet their needs and desires [32]. 

Consumer confidence is built on experience, which takes time to develop. It also has a 

key role in reducing tensions and conflicts, supporting the flow of information, being able 

to create greater coherence, and also contributing to realization of future transactions [33]. 

Consumer trust can also be interpreted as a kind of behavioural goal, as a skill to rely on a 

business partner. Thus, the presence of one party's trust in the reliability and honesty of the 

other party [11, 12, 34] can lead to positive expectations.  

Trust generates a kind of effect among the existing or future partners, a kind of “hope” 

that the other party does not take advantage of the other party’s vulnerability [35]. It is a 

long and strong relationship that helps to shape the vision of the parties. It contributes to 

overcome uncertainty and reducing risks [29, 35], initiates balanced relationships, and thus 

influences the success of firms [36]. 

In his research, [7] directed the attention to three factors contributing to the 

development of consumer confidence. These are the following: 

➢ trust, 

➢ problem solving ability, 

➢ loyalty. 

Trust means competent expertise in terms of the service provider and a willingness to 

accept it from the consumer’s aspect. Trust based on expertise includes the following three 

components: knowledge, ability and inclination to skill [7]. In addition to the factors listed, 

[10] mentions capacity, followed by professional competence and know-how [37]. Trust on 

the consumer side is a central component that plays a key role in the effectiveness of an 

organization. It is important to emphasize, that at the same time it is present as a lower risk 

factor, thus ensuring the feeling of mutual loyalty [29]. Doubting and terminating customer 

relationship usually happens due to mistrust [38]. 

4

SHS Web of Conferences 115, 03019 (2021)
Current Problems of the Corporate Sector 2021 

https://doi.org/10.1051/shsconf/202111503019



 

Another dimension of consumer confidence is the willingness to solve the problem. The 

precondition is that all the problems encountered in different phases of the service must 

show a willingness to be solved. The effect of this will be extended to the management 

within the service company as well as will increase the consumer confidence. However, it 

is important to emphasize that the arising problems will offer important opportunities for 

companies to demonstrate commitment [39]. Overall, it is a constructive relationship in 

which the service company is detecting the problem and feels motivated to communicate 

and solve it for the benefit of customer. Reducing risks strengthens consumer cooperation, 

so the level of cooperation will increase. The service provider thus creates a sustainable 

relationship based on trust, which is essential to develop customer loyalty [34]. 

Another important factor in building trust is loyalty. From customer perspective, loyalty 

is a favourable response for the product portfolio offered by the service provider within a 

defined period of time. Brand loyalty is closely linked to regular purchase realized by the 

customer. When defining loyalty, attitude characteristics are essential. It is a strong and 

intense commitment of the customer, a kind of intention to repeat a purchase [35, 40-42]. In 

order to maintain the relationship, it generates a viewpoint that involves resistance to 

various situational factors and also the resistance to competitors’ marketing efforts [42, 43]. 

Because the existence of consumer trust plays a significant role not only in brick-and-

mortar shopping but also in e-commerce, online retailers place significant emphasis on 

consumer trust [44]. Examining the relevance of trust and intent to buy, Komiak and 

Benbasat [45] concluded that cognitive trust (which focuses on consumer beliefs based on 

rational expectations of online retailers ’characteristics) affects emotional trust (which 

affects consumer attitudes and emotions), which further influences the intention to 

purchase. Moreover, the level of trust of customers exposed to inconsistent product 

information and reviews significantly influences their purchase intention [46]. As a result, 

the critical role of trust in determining consumers’ purchasing intentions is influenced by 

satisfaction with products and online stores [47-48]. If retailers want consumers to buy their 

products, they must go beyond the threshold of reliable behaviour [49-50]. 

Conclusions 

The aim of the study was to present the theoretical background of trust, focusing on its role 

in marketing, and to emphasize its importance for market players. The authors present the 

general definition of trust and an overview of research results in the past few decades. Each 

sub-chapter of the study focuses on a more targeted area of trust, addressing the issue from 

the perspective of businesses and customers. Trust is a kind of relationship based on 

experience, but it is also a cornerstone of building customer relationship. It takes time to 

develop, while a negative experience is enough to ruin trust. It contributes to reducing the 

costs of manufacturers and service providers. The research presented in this study suggests 

that trustful business relationships result in greater profits, customer satisfaction, and 

flexibility. However, it is important to examine other dimension as well, as business 

relationships are under constant threat due to uncertainty, complexity, specialization, 

information barriers, etc. It should be emphasized that appropriate advertising can change 

consumer attitudes towards a particular product and reduce perceptions of product risk. 

Both direct and indirect marketing can play an important role in consumer decision-making. 

Direct marketing initiatives have a greater impact on purchasing decisions than media-

based methods such as television, radio, and printing. In addition, marketing can 

significantly influence the consumer awareness about the product performance and 

ultimately determine the likelihood of the purchase. Product performance and quality are 

also related to brand building. 

E-commerce, as a most affected field nowadays can be characterized by mistrust 
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factors. In e-business environment, businesses have to deal with inappropriate behaviour, 

identity fraud, and the misuse of personal data. The development of the reliability of online 

transactions is significantly influenced by branding considerations, as these are key factors 

in minimizing the risks faced both by products and web manufacturers. As e-commerce is 

facing higher risks trust is more important for online than offline retailers. In addition, 

retailers (but certainly not just them) need to focus mainly on direct marketing campaigns, 

as they have a greater influence on development of risk in online environment. Detailed and 

accurate product information, acceptable prices for the customer and the consumer's 

expectation of a favourable purchase can further increase online sales. Companies that sell 

their products online have to be aware that trustful intermediaries (web sellers) can increase 

the quality of products they sell. Accordingly, high-quality products are likely to help 

reduce online uncertainty, increase trust in intermediaries selling these products, and 

reinforce the feeling that e-channels take care of their users and understand their specific 

needs. 
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