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ABSTRACT
The rapid growth of online shopping platforms has changed the way people buy products, making trust an essential factor in influencing purchase decisions. This analytical study explores the key factors that build consumer trust and how they affect online buying behaviour. The research is based on primary data collected through a structured questionnaire from individuals who regularly shop online. Statistical techniques such as correlation, regression, and ANOVA were used to examine the relationship between important factors like security, privacy protection, website quality, customer reviews, and service reliability. The findings show that consumers are more likely to trust online platforms that ensure safe transactions and protect personal information. In addition, user-friendly websites and genuine customer reviews play a significant role in increasing confidence among buyers. The study also highlights that trust acts as a connecting factor between these elements and consumers’ willingness to make purchases. Demographic factors like age and income were found to have some influence on trust levels. Overall, the study emphasizes that building trust is key for the success of online shopping platforms. Businesses must focus on safety, transparency, and better services to create strong and lasting relationships with customers.
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INTRODUCTION
The rise of online shopping sites has significantly altered the shopping behavior of consumers, with trust becoming the key influencer in the online shopping market. In the context of the virtual environment, the "Trust-Decision" relationship is not only based on competitive pricing but also on a multifaceted interplay between technical safety, including secure payment systems through encryption and technically proficient website design, and social factors, including reviews and service reliability. Although the widespread acceptance of online shopping sites indicates a paradigm shift in shopping behavior, it is important to understand whether demographic factors like age and income influence the level of trust or if technical safety has emerged as a common denominator for all shoppers. Through the study of primary data collected from 100 active consumers, the research seeks to understand how both technical and social factors form the basis for trust in the digital environment, which in turn influences the willingness to form a long-term relationship with an online shopping site.
OBJECTIVES OF STUDY:
· To analyse the impact of security and privacy protection on building consumer trust.
· To evaluate how website quality and customer reviews influence online buying behaviour.
· To assess the influence of demographic factors (age and income) on trust levels in e-commerce.
REVIEW OF LITERATURE:
· The Role of Social Networks in Online Shopping: Information Passing, Price of Trust, and Consumer Choice. This research analyzes the Taobao marketplace to quantify "information passing," establishing that social communication between buyers is a primary driver of purchasing activity. It establishes a "price of trust" by demonstrating that sellers with higher reputations can charge price premiums while maintaining high transaction volumes. Finally, the study proves that social graph features are significantly more effective at predicting consumer choice than traditional metadata like product price
· An Exploratory Analysis of the Role Played by Consumer Trust and Price Perceptions on Consumer Purchase Decisions within an Online Context: A Case Study on the Role Played by Consumer Trust and Price Perceptions on Consumer Purchase Decisions within an Online Context: A Case Study on the Personal Shopping Service Provided by @Dlesend_The results show that trust is the most dominant factor when it comes to consumer behavior. The research results show that fair and transparent price perceptions have a positive effect on the final purchase decisions made by the consumer, which is statistically significant.
· Consumers’ Decision-Making Process in Social Commerce Sites: Online Trust, Perceived Risk, and Purchase Intentions; This article aims to explore the determinant factors of social commerce purchase intentions, particularly in relation to online trust and perceived risks. It is a synthesis of empirical studies to clarify the ways in which cognitive and emotional approaches to shopping favorably influence contentment and purchase intentions. It is noteworthy in its discussion of the ways in which online trust instrumentalizes confidence-related outcomes to alleviate all forms of perceived risks in shopping.
· Consumer Trust as the Antecedent of Online Consumer Purchase Decision. This research revealed the factors affecting online shop consumers in the Indonesian market using partial least square analysis. This research showed that trust, value, and purchasing interest all have a positive and significant influence on the final purchasing decision. This research concluded that vendors must build a secure and professional image in order to solve the fraud problem affecting consumers.
· Factors affecting consumer trust in product quality: A study of online reviews and shopping platforms. Conjoint analysis is used to quantify the economic value of consumer trust-building attributes in experience goods, Star ratings and the number of reviews are found to be the most important factors in enhancing consumer confidence and purchase intentions. It is found that consumers are willing to pay premiums for products from trusted shopping platforms compared to personal malls
RESEARCH METHODOLOGY:
The research design used for this study is analytical in nature for the purpose of evaluating the trust of consumers regarding online shopping. The unknown population for this study is unknown, and the perception of the consumers regarding the unknown population is also unknown. Since the unknown population is unknown, the sampling method used for this study is convenience sampling. The total number of samples for this study is 100, and the primary data is collected for the purpose of this study. For the purpose of this study, Correlation, Regression, and ANOVA tests are used.
HYPOTHESES:
H1: There is a significant relationship between security/privacy measures and consumer trust.
H2: There is a significant relationship between website quality/positive reviews and consumer purchase intent.
H3: There is a significant relationship between consumer demographical factors (age and income) and trust levels.

H1: There is a significant relationship between security/privacy measures and consumer trust.
Table 1
	Model
	Unstandardized B
	Std. Error
	Beta
	t
	Sig.

	(Constant)
	1.42
	0.315
	 
	4.508
	0

	Security
	0.512
	0.083
	0.529
	6.168
	0







Interpretation: Table1 represents that it is evident that security/privacy measures have a positive and significant relationship with consumer trust, as indicated by the regression coefficient and beta value (B = 0.512, β = 0.529). The results also indicate that the relationship is statistically significant at 5% level of significance, as the p-value is less than 0.05. Moreover,

H2: There is a significant relationship between website quality/positive reviews and consumer purchase intent.
Table2
	Variables
	 t
	Website Quality
	Customer Reviews
	Purchase Intent

	Website Quality
	Pearson Correlation
	1
	0.322
	.160*

	
	Sig. (2-tailed)
	
	0.001
	0.042

	Customer Reviews
	Pearson Correlation
	0.322
	1
	.276**

	
	Sig. (2-tailed)
	0.001
	
	0.005

	Purchase Intent
	Pearson Correlation
	.160*
	.276**
	1

	
	Sig. (2-tailed)
	0.042
	0.005
	



Interpretation: Website quality, as presented in Table2, has a positive and significant correlation with purchase intent (r = 0.160, p < 0.05). Customer reviews, as presented in the table, have a more significant influence on purchase intent (r = 0.276, p < 0.01).
H3: There is a significant relationship between consumer demographical factors (age and income) and trust levels.
Table3
	Model
	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	12.45
	2
	6.225
	15.447
	.000ᵇ

	 
	Residual
	39.141
	97
	0.404
	 
	 

	 
	Total
	51.591
	99
	 
	 
	 



Interpretation: Table3 represents result above, it is evident that demographic factors (age and income) significantly impact consumer trust levels since the p-value is less than 0.05 (0.000). Moreover, it is evident that the model is a good fit since the F-value is 15.447

	Hypothesis Focus
	Key Metric
	Significance (p)
	Result

	Correlations
	r = .160 to .322
	p < .05
	Supported

	Model Fit
	F = 15.447
	p < .001
	Supported

	Security Impact
	t = 6.168
	p < .001
	Supported


Consolidated Hypotheses






CONCLUSION:

This study shows that trust is at the heart of online shopping. People are more willing to buy from platforms where they feel their personal information is safe and transactions are secure. When customers believe a website is reliable, their confidence naturally increases, making them more comfortable with making purchases.
It also becomes clear that the overall experience matters. A well-designed and easy-to-use website makes shopping smoother, but what really influences people is the feedback from other customers. Positive reviews give reassurance and help reduce doubts, which encourages buyers to go ahead with their decisions.
The study further points out that factors like age and income can shape how much people trust online platforms. Different groups of consumers may think and behave differently, which means businesses need to understand their audience better.
In the end, trust doesn’t come from just one thing—it is built through safety, good service, and positive experiences shared by others. For online businesses to grow and succeed, they need to focus on being transparent, secure, and customer-friendly. When customers feel valued and safe, they are more likely to return and continue shopping.
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