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Abstract

The rapid growth of online grocery platforms has fransformed.consumer buyir.zg patterns, ye 1,
continues fo be a major determinant of implementation 'and c?nnnued usage. This Sn.ldy examineg (h,
kev perception-based factors influence customer trust in online grocery Platforms, including Service
quality, delivery reliability, platform usability, product accuracy, information trans_parency_ Packaging
and data security. An expressive research design suppqrted by szcondary data is used to deveff)p'a
conceptual trust model. Findings indicate that percervefi service performan?e and risk—reducing
mechanisms robustly shape trust formation. The results hzghhght the need for improved operatiopg
compelence, transparent communication, and robust security systems to enhance customer tryg and

encourage long-term engagement with online grocery platforms.
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Introduction

The appearance of digital commerce has extensively influenced consumer purchasing behaviour,
particularly in essential categories such as groceries. Online grocery platforms provide convenience,
time savings, and doorstep delivery; however, customers also face uncertainties regarding product
quality, delivery accuracy, and data security. These risks make trust a crucial determinant in consumers’
willingness to shift from physical stores to online grocery platforms.

Trust in digital retail contexts is shaped by both practical and emotional factors. While system
performance, usability, and security features influence cognitive trust, transparency, brand reputation,
and past experiences make stronger affective trust. in spite of the increasing adoption of online grocery
platforms in India and globally, research on integrated, perception-based trust formation models
remains limited. This study addresses this gap by examining key determinants such as service quality.

delivery reliability, usability, transparency, product accuracy, and security, and their role in shaping
perceived risk and trust.

Literature Review

Trust in Online Grocery Platforms

ls;ilam.& lzahman (2021, Journal of Internet Commerce) found that trust is central to online g
adoption, driven primarily by service performance and transparent communication.

Service Quality and Delivery Reliability
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Transparency and Information Quality
22, Journal of Business Research) emphasized that real-time tracking, clear product
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product Accuracy and Substitution Policies

— Kuppusamy-(2022, A.lsia Pac.iﬁc Journal of Marketing and Logistics) found that
sowte product TEpresenznon, quality consistency, and fair substitution policies directly reduce
perceived risk and enhance trust.

Data Security and Privacy Protection

Chen & Wang (2021, IEEE Access) demonstrated that encryption, secure payment gateways, and clear
privacy policies are key predictors of trust in e-commerce platforms.

Paper & Author(s) Year / Journal Relevance

Influencing Consumers’ Trust in Shows how “quality issues” and “retailer reputation”

Online Grocery Shopping: A influence trust; finds that although misleading advertising or

Survey Among Malaysian — 2023, Jurnal Intelek  ||logistic issues may have limited direct effect, trust strongly

Shao, Lim, Mohd Johan & depends on perceived quality and brand reputation. (UiTM

Annuar Journal)
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Objectives:

1. To identify the key perception—baSed factors influencing trust in online grocery platforms

2. To analyze the role of perceived risk in mediating trust formation.

nsions to trust.

3. To develop a conceptual model linking perception dime

Method:

. it : .
Literature screening was performed using keywords such as online grocery, trust, perceived risk
L] 3 Ved nsk,

and service quality.

e Studies were examined for constructs, relationships, and findings
e Aconce i
ptual trust formation framework was developed integrating major determinants

No prim : 1 |

primary data was collected; findings are based on synthesis of published evidence
1V. Findings |
The literature synthesis reveals that:
. Se 5 . . . .
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online grocery praviders must focus on operational excellence, accurate product representation

{ il it { !
iransparc! communication, and robust data security systems 1o enhance trust and encourage sustained
page s digital commerce expands, trust will remain a eritical factor in ensuring customer loyalty and

gAerm growth within the online grocery sector,
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