General Trust Indicatorsfor a Web Store

Online shoppers conscioudly and subconscioudly look for credibility clues, or trust
indicators. These are some trust-building best practiced'] for online retailers, and how

they fit into the Trust Enablement™ Framework:

1. Appearance

Make sure the web ste is clean, organized

( source of trust) and error-free

( source of trust). Check for typos,
broken links, inconsstencies in graphics,
repetition, and cluttered gppearance. Lack of
atention to such details implies that you may be
equaly careless ( ) in your business
dedings.

2. Credibility Visuals

Provide familiar visud clues on your ste, such
as wdl-known brand names and logos

( sources of trust). Also list other
trusted brands, including suppliers, business
partners and customers — and dways display
their logos to make a stronger impression.
Seeing recognizable names increases shoppers
confidence in your store ( , because
they can tell you are in good company). Itis
more comforting to buy goods knowing FedEX is
shipping rather than Joe X.

3. Credentials

If you have attained a sandard of excellence

( ) or have met minimum
certification requirements, such asfor service or
security, let customers know about it. Credible
trust marks ( sources of trust)
digolayed on your home page will indtill
confidence in shoppers so they’ll stay on your
gte and discover dl you have to offer.
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4. Complete Contact Information

Make sure your contact information is easly
accessible. Indicate dl the waysthat you can be
reached — including your physica busness
address ( , becauseitisasdf-
assartion). Besides providing a customer
convenience, this helps assuage fears that you
will take their money and run ( ).

5. Giveto Receve

Offer freebies (such astrid software, free advice,
or money-back guarantees). Thisalows
customers to experience ( source of
trust) doing business with you before they
actudly buy anything ( ). Similarly,
if your websiteis easy to navigate (seetip #1), it
tells customers they can expect their buying
experience to be just as pleasant.

6. Insure—and assure—customers

The sngle mogt effective thing you can do to
build customer confidence in the short term and
transform rel uctant shoppers into spendersisto
provide a third-party insurance policy

( ). Payment services such as PayPal
provide Buyer Protection programs that ensure
your customers are protected from loss or
damage caused by shopping on your Site.
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7. Protect Cusomers Privacy

Shoppers know that inappropriate use of their
persond information can be devastating. Address
privecy issues explicitly ( source of
trust) whenever you are asking for any
information. Tell cusomers why you are
collecting the data, how you will useit and how
you protect it ( source of trust). Use
clear, concise statements ( source of
trust, since the customer is experiencing
authenticity). Excessve legd wording and fine
print make people think you' re trying to hide
something.

For customers expecting compliance with
specific privacy laws and regulations, explain
why you arein compliance and back it up with
relevant third- party assurance (

sources of trust). A well-recognized privacy sed

( sources of trust), such asfrom
TRUSTe.org, assures them you are taking care
( ) to protect and respect their
privacy.

8. Betransparent
Online fraud is growing a an darming rate and
consumers are becoming increesingly sendtive
to the threat. Online shoppers have no way of
witnessing what's redly going on in the “ store”
and often fed vulnerable. Y our website should
include easly accessible ( )
information on why your store is a safe place to
shop. Tdl customers ( source of
trust) how you protect them with safe-shopper
policies. Condder joining the ePublicEye.com
Safe Shopping program ( to access
sources of trust).

Experiential Motive Forces
Interpretive Proficiencies
Empowerment Risk Transference
Experiential Motive Forces
Interpretive Proficiencies
Empowerment Risk Transference




9. Hold the cussomer’shand

Once the customer isready to buy, walk them
through each step of the online purchasing
process (that experienceisan

source of trust). Assure them (

source of trust) at each prompt that you are
sengitive to their concerns ( ), and
dedl with each quedtion or issue as it comes up
(the experienceisan source of
trust). Provide aclear link ( ) to
your misson statement, customer-service
policies and any other aspects of your business
( ) that may need explaining. Even
better, follow tip #10. The objectiveisto
eliminate those moments of hegtation —
epecidly in the sale€' sfind stages.

10. Offer a personal touch

One way to ingtantly win over cusomersisto
have ared person help them prior to and
during their purchase ( source of
trust). You can usetoday’s Internet
technologiesto provide avariety of
communication channds, ranging from IP
telephone to ingtant chat. For higher-vaue
transactions, provide a 24-hour toll-free phone

number — with prompt ( ) and

friendly service ( ). It'softenthe
find touch that convinces hesitant shoppersto

buy.
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