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Abstract

This paper examined the impact of product quality, perceived risk, and perceived value 
on customer trust in the latex glove industry of Thailand. It used a structural equation 
model (SEM) to analyze the association between two or more variables. Data collec-
tion was conducted in Thailand during the pandemic of COVID-19. Five hundred 
people looking for glove protection were invited to join the survey; however, only 384 
provided responses were valid enough for the data analysis. According to the empirical 
results of this study, product quality demonstrated significant and positive impacts on 
perceived value and trust. In addition, perceived value acted not only as a significant 
and positive predictor of customer trust but also as a partial mediator between product 
quality and customer trust. On the other hand, the current results demonstrated that 
perceived risk had little impact on perceived value and trust, while product quality was 
the primary benefit for increasing perceived value and trust among customers. Thus, 
ambiguity among customers was unlikely to demonstrate any serious concern for cus-
tomer value and trust. Overall, customer trust relied significantly on perceived value 
through increased product quality.
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INTRODUCTION

Customer trust is considered a key to business sustainability (Azahari 
& Nayan, 2020). Mayer et al. (1995) explain that high trust in a prod-
uct can allow customers to have a strong willingness to purchase that 
product from a company. Thus, Chinomona et al. (2013) recommend 
building more product trust among customers if firms want to achieve 
high sales performance in the future. 

According to Badnjević et al. (2020), many medical products are quite 
popular among the public since COVID-19 is announced by the WHO 
as a worldwide pandemic. In addition, Yip and Cacioli (2002) report 
that latex gloves, which are one of the medical products, can prevent 
bacteria and viruses’ transmissions. Therefore, Eons Gloves (2021) has 
revealed that glove production in Thailand has been increased up to 
90% for the current market needs. Although many people may highly 
demand the gloves for their protection, customer trust in this kind of 
product remains unidentified. Thus, a proper investigation of custom-
er trust in the latex glove industry is very important.  

Since customer trust is a key advantage to achieve high sales perfor-
mance, some suggestions are proposed. For instance, Konuk (2021) 
argues that people feel confident to buy a product when products are 
considered to have high quality. In contrast, Van et al. (2020) suggest 
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lowering perceived risk among customers so that high trust can be gained. Unlike the above arguments, 
Yusiana and Widodo (2020) argue that perceived value is the main predictor of customer trust since 
gaining high product value among the public can lead to high confidence in product possession. 

Although previous studies have identified these variables, which individually influence customer trust 
in different contexts, the systematic impacts of these factors on customer trust have received less atten-
tion. The findings of this study possibly help production managers in the latex glove industry to com-
prehend how product quality, perceived value, and perceived risk are employed to determine customer 
trust in the glove business and their consequences for managerial strategies to accommodate customer 
expectations. 

1. LITERATURE REVIEW

1.1. Customer trust

Geyskens et al. (1998) define customer trust as an 
individual’s willingness to establish a future trans-
action relationship with a firm, so that future risk 
perception can be minimized. Mosavi et al. (2018), 
however, define trust as a set of customer beliefs 
that are related to integrity, benevolence, and the 
ability of another party, so that the relationship 
can be fulfilled. First, integrity refers to a belief that 
firms gain trust from customers after providing a 
good-faith agreement to customers. After that, abil-
ity refers to the competency of firms to work effec-
tively on the services offered to customers. Finally, 
benevolence refers to the degree to which firms are 
believed to serve customers well. Customer trust is 
very important to business success; therefore, nu-
merous studies have been undertaken. 

For instance, Putu et al. (2021) tested service quali-
ty and employee ethics on customer trust by using 
SEM Lisrel and multi-group analysis in the bank-
ing industry. Lassoued and Hobbs (2015) tested the 
influence of credibility, competence, benevolence, 
and reputation on customer trust in the food indus-
try using a structural equation model. Kurniawati 
and Yaakop (2021) tested the effect of layout, func-
tionality, aesthetic appeal, and financial security on 
customer trust in the online shopping service in-
dustry using path analysis. Baki (2020) tested the 
influence of reputation, assurance, risk, ease of use, 
and security on customer trust in the hotel service 
industry using a two-stage analysis. Sutantio et al. 
(2020) tested the impact of satisfaction, preference, 
and adaptive selling on customer trust in the hous-
ing development service using generalized struc-
ture component analysis. Leung et al. (2020) test-

ed the influence of generalized and restricted reci-
procity on customer trust in the e-commerce plat-
form service using the structural equation model. 
Munawar et al. (2021) tested the effect of congruity 
and delivery performance on customer trust in the 
logistics service using a structural equation model. 
Setiawan et al. (2020) tested the impact of service 
quality, price fairness, and customer satisfaction on 
customer trust in the airline industry using a struc-
tural equation model. Widyastuti et al. (2019) tested 
the influence of green marketing and corporate so-
cial responsibility on customer trust using a struc-
tural equation model. 

Although many variables have been tested on cus-
tomer trust in different service and product in-
dustries, the influence of proposed variables (per-
ceived value, perceived risk, and product quality) 
on customer trust with a systematic model is not 
well tested in the current literature, especially in 
the latex glove product industry.

1.2. Product quality  
and perceived value

Akolaa et al. (2021) define product quality as the 
perspective of a level to which a product meets 
customer expectations. Regardless of service mar-
keting, Snoj et al. (2004) highlight product quality 
as a perceived quality that refers to customer judg-
ment about firms’ overall excellence or superior-
ity. Semuel and Chandra (2014) also explain that 
consumers normally assess the quality of a prod-
uct based on extrinsic and intrinsic attributes (e.g., 
appearance, size, color, taste, and scent). 

Product quality and perceived value appear to 
be inextricably linked (Konuk, 2019; Suttikun & 
Meeprom, 2021). According to the quality concept 
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of Konuk (2019) in the restaurant industry, when 
customers believe a product provides them with 
such significant benefits (taste, health, and attrac-
tiveness), they appear to have extremely favorable 
attitudes toward restaurants. Additionally, Tuncer 
et al. (2021) also explain that high quality can 
increase the degree of customers’ perceived val-
ue, which indicates how critical service is to their 
consumption.

According to current marketing literature, prod-
uct quality and perceived value appear to have 
a significant association. For instance, Tukiran 
et al. (2021) found that boosting perceived qual-
ity might increase perceived value in the edu-
cation sphere. Researching a commemorative 
product market, Suttikun and Meeprom (2021) 
also support the idea that high perceived quali-
ty of goods can result in a high perceived value 
among customers. 

1.3. Product quality  
and customer trust

Regardless of the conceptual distinctions be-
tween product quality and customer trust, 
Akolaa et al. (2021) indicate product quality as 
an assessment of current product experienc-
es, whilst Mosavi et al. (2018) argue that cus-
tomer trust appears to be associated with fu-
ture product use among customers. However, 
Mohammed and Shahin (2020) explain that 
trust among individuals can persuade them to 
purchase or continue purchasing a product if 
the product quality exceeds their expectations. 
Jacoby (2002) also supports that this instance 
may illustrate how a change in the quality of a 
product or service can affect client trust. The 
suggestion-organism-response theory of Jacoby 
(2002) in service marketing suggests that an in-
dividual’s judgment or decision is impacted by 
his or her appraisal. According to Konuk (2021), 
in the restaurant industry clients trust a restau-
rant when the food and beverage quality meets 
their expectations (tasty and healthful).

The current marketing literature also mentions the 
connection between perceived quality of product/
service and customer trust. For instance, Chan et 
al. (2020) studying online service marketing re-
vealed that if customers consider the service to be 

high quality, those customers probably have high 
trust in the current service and firm. Syafriani et 
al. (2021) also support that better quality can gain 
high customer trust.

1.4. Perceived risk  
and perceived value

Peter and Ryan (1976) define perceived risk as an 
individual’s uncertainty that results from the per-
sonal assessment of the current situation. Similarly, 
Pangaribuan et al. (2021) define perceived risk as 
an individual’s perspective on different risks ex-
isting in a certain consumer situation. Tezer et al. 
(2021) identify four dimensions of perceived risk, 
namely finance, social, performance, physic, and 
psychology. Wh and Cc (2021) argue that if these 
dimensions of perceived risk grow larger, uncer-
tainty also grows larger and leads to unfavorable 
results in customer purchase decisions on prod-
ucts or services. 

Regardless of the distinction between perceived 
risk and perceived value, Jun (2020) argue that per-
ceived risk reflects customers’ assessment of the 
degree of uncertainty and consequence, whereas 
Bashir et al. (2020) explain that perceived value 
continues to place a premium on perceived benefits. 
Despite these apparent contradictions between the 
two variables, Piri and Lotfizadeh (2016) reveal that 
perceived risk appears to be related to perceived 
value in a major way. According to the fintech plat-
form adoption theory, Xie et al. (2021) explain that 
a lack of confidence in a product can result in a less 
favorable attitude toward adoption. Thus, Li et al. 
(2020) also support that high perceived risk dis-
courages individuals’ perceived value. 

According to the current marketing literature, 
perceived risk has been identified as a predictor 
of perceived value. For instance, Aufegger et al. 
(2021) revealed that high perceived risk leads to 
low perceived value in the generic drug industry. 
Similarly, Li et al. (2020) who support that per-
ceived risk significantly influences perceived value 
in the pesticide product industry. 

1.5. Perceived risk and customer trust

In conceptual comparison, Jun (2020) consid-
ers perceived risk as an individuals’ uncertain-
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ty and the consequence of a product or service, 
while Mosavi et al. (2018) view customer trust 
as the precondition for making and preserving 
the connections between a firm and customers 
in the long run. Based on the risk-benefit-trust 
theory, Park et al. (2019) explain that if individ-
uals are faced with strong uncertainty assump-
tions and assessments with firms, their confi-
dence to buy becomes lower. Although the con-
cept of customer trust may involve sharing some 
certain degree of risk with firms (Usman, 2015; 
Yang et al., 2015), a high degree of risk found in 
a product or service may result in low customer 
trust to buy a product or service (Ilhamalimy & 
Ali, 2021) because the position of high risk may 
place customers in a vulnerable position (Hong, 
2015).

Previous studies mention perceived risk as an 
inf luencer on customer trust. For instance, 
Ilhamalimy and Ali (2021) identify perceived 
risk as the main factor in customer trust in 
the online shopping service. According to 
Concepcion and Orillano (2020), perceived risk 
remains a negative predictor of customer trust 
in the e-commerce service. 

1.6. Perceived value  
and customer trust

According to Lam et al. (2004), perceived value is 
conceptualized as a customer’s assessment of the 
comparison between sacrifice and benefits with 
a given product option from the sellers. Likewise, 
Dam (2020) also supports perceived value as 
the trade-off between product quality and price. 
According to the multi-dimensional approach of 
Bajs (2015), perceived value consists of three values, 
namely functionality, emotion, and society. First, 
social value refers to perceived quality, which is ob-
tained from another particular social group (Sun et 
al., 2017). Second, emotional value refers to benefits 
that are derived by customers from their feelings 
or affection for the brand (Srivastava & Dey, 2016). 
Finally, functional value refers to the utility which 
emerges from the expected performance and quali-
ty concept of a product (Eskafi et al., 2013). 

Chae et al. (2020) argue that perceived value re-
mains a central focus on perceived benefits of 

product utility, while Mosavi et al. (2018) indicate 
customer trust as a central focus of the future rela-
tionship between firms and customers. According 
to the online service theory of Sharma and Klein 
(2020), customer confidence in purchasing a par-
ticular service can respond positively if a service 
is considered to have high benefits for customer 
utilization. In addition, Cheung et al. (2015) also 
explain that when products are positively viewed 
among customers, customers’ willingness to pur-
chase these products rises (Chen, 2013; Cheung et 
al., 2015). 

Customer trust can be inf luenced by perceived 
value. For instance, Chae et al. (2020) have 
found that the high perceived value of products 
leads to high customer trust in online brand 
shopping. Likewise, Sharma and Klein (2020) 
agree that firms can gain high customer trust 
when a product reveals high value to customers. 

2. AIMS  

AND HYPOTHESES

In light of this, the study attempts to fill the re-
search gap in the contemporary literature by de-
veloping a research model to identify the anteced-
ents that affect customer trust in the latex glove 
industry of Thailand. 

Thus, this paper aims to investigate the system-
atic impacts of product quality, perceived risk, 
and perceived value on customer trust in the la-
tex glove industry of Thailand. According to the 
above discussions in the marketing literature, the 
following hypotheses are proposed (Figure 1):

H1: High product quality increases perceived 
value. 

H2: High product quality increases customer 
trust.

H3: High perceived risk reduces perceived value.

H4: High perceived risk reduces customer trust.

H5: High perceived value increases customer 
trust.
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3. METHODS

3.1. Sample size and data collection

To comply with the current objective of the study, 
the survey was conducted on people who were 
seeking gloves to wear. The study implemented the 
convenience sampling technique to collect data in 
Thailand. Therefore, 500 people with diverse back-
grounds (gender, age, education, and geographical 
locations) were contacted through some popular 
social media such as Facebook, Discord commu-
nity, and Instagram to join the online surveys. 

When reaching a target respondent, he/she was 
asked for consent; the confidential policy protect-
ing their personal information was also explained. 
When a respondent agreed to complete the sur-
vey, the survey procedures were explained and the 
google survey link was dropped to them. Finally, 
answers from 500 respondents were collected by 
the end of October 2021. In fact, the study only ac-
cepted the data of 384 respondents for data anal-
ysis, after completing the data validation process.

3.2. Measurement construct

The measurement of each variable in the current 
study was originally built based on previous lit-
erature. First, the measurement of product qual-
ity was built based on Das (2014). Second, the 

measurement of perceived risk was built based on 
Bhukya and Singh (2015). Next, the measurement 
of perceived value was built based on Mosavi et 
al. (2018). Last but not least, the measurement of 
customer trust was built based on Rupprecht et al. 
(2020). 

Furthermore, the respondents filled in the sur-
vey by using a 5-point Likert scale, which rang-
es from 1 (strongly disagree) to 5 (strongly agree). 
Babakus and Mangold (1992) explained that the 
current rating technique provided an acceptable 
time to finish a survey, which significantly low-
ered respondent frustration and stress. In addi-
tion, Garland (1991) also recommends using this 
technique because it provides a clear boundary 
between negative and positive answers by offering 
a mid-point (3 = neutral); thus, the respondents 
could answer precisely based on their individual 
degrees of feeling on the matter.

3.3. Structural equation model 
measurement

First, confirmatory factor analysis (CFA) and 
goodness of fit indicators were used to test the va-
lidity of the measurement model (Table 1). Some 
model indices were examined: CMIN2/df measure, 
GFI CFI, NFI, AGFI, RMSEA, and PCLOSE. 
According to the threshold recommendation of 
Hu and Bentler (1999), all of the fit indicators in 

Figure 1. Customer trust model
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the model passed the thresholds after adjusting 
modification. Therefore, the measurement of the 
model in this study is at the acceptable level (Table 
1) because all of the indices passed the threshold. 

The summary of the measurement model, variables, 
and items are reported in Table 2. First, the load-
ing factor scores ranged from 0.79 to 0.91 and were 
acceptable, as they were all above 0.5. Next, each 
construct contained content reliability since all of 
the Cronbach’s alpha scores were above 0.7 (Mosavi 
et al., 2018). The scores of composite reliability (CR) 
ranged from 0.874 to 0.925 and were acceptable 
since these scores were all above 0.7 (Ibrahim & 
Aljarah, 2018). Likewise, the scores of AVE ranged 
from 0.654 to 0.768 and were also acceptable as they 
were all above 0.5 (Fornell & Larcker, 1981). As a re-
sult, all of the values produced in the current anal-
ysis showed an acceptable indication of the conver-
gent in the measurement model. Thus, the regres-
sions in the structural equation model (SEM) were 
generated in Figure 2.

4. RESULTS AND DISCUSSION

The results were generated using the SEM. The 
strengths of both direct and indirect impacts are 
briefly provided in both Figure 2 and Table 3. 

4.1. Discussions of the effects  
on perceived value

Product quality showed a positive association with 
perceived value (β = 0.88, p < 0.001), which supports 
H1. Strong product quality led to greater customer 
perceived value. Similarly, Konuk (2019) supported 
that the products seemed to be valuable among cus-
tomers when they highly benefited customer daily 
consumption. A positive customer perspective on a 
firm’s latex glove products was likely if the product 
quality reached a significant level of perceived ben-
efits (preventing bacteria and virus transmissions). 

On the other hand, perceived risk showed a 
non-significant impact on perceived value (β = 

Table 1. Confirmatory factor analysis and model fit

Indicators
Index

ThresholdsBefore Modification After Modification
CMIN2/df 3.001 2.823 < 3

GFI 0.899 0.928 > 0.90

NFI 0.903 0.962 > 0.90

CFI 0.903 0.983 > 0.90

AGFI 0.885 0.906 > 0.80

RMSEA 0.078 0.049 < 0.08

PCLOSE 0.000 0.123 > 0.05

Table 2. SEM model measurement

Latent Construct Items
Loading 

Factor

Cronbach’s 

alpha
CR AVE

Product Quality

PQ1: Good quality 0.84

0.801 0.902 0.682
PQ2: Good features 0.85

PQ3: Reliable products 0.79

PQ4: Having consistent quality 0.86

Perceived Risk

PR1: Unreliable brand name 0.90

0.793 0.883 0.713
PR2: Negative effects on health 0.91

PR3: Uncomfortable to buy 0.84

PR4: Low performance 0.87

Perceived Value

PV1: Good for usage 0.87

0.906 0.874 0.654
PV2: Having more benefits to usage 0.84

PV3: Having high protection 0.83

PV4: Having similar price compared to other gloves 0.80

Customer Trust

T1: Reliable for usage 0.90

0.851 0.925 0.768
T2: Honestly produced 0.86

T3: Good products for users 0.82

T4: Already passed the requirements 0.84
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–0.04, p > 0.05), which rejects H3. In contrast, the 
current findings could be rationally explained 
based on the current impacts of product quality 
on perceived risk and perceived value. As high 
product quality could significantly lower a cus-
tomer’s degree of uncertainty, customers definite-
ly acknowledge the value of products. Therefore, 
the value that was already perceived on the glove 
products may not have been affected by perceived 
risk since customers were likely to demonstrate 
their low uncertainty on products (Chen & Chang, 
2005; Kim & Lennon, 2013).

4.2. Discussions of the effects on 
customer trust

First, perceived value showed a positive associa-
tion with customer trust (β = 71, p < 0.001), which 
supports H5. Likewise, Chen (2013), Cheung et al. 
(2015), and Sharma and Klein (2020) agreed that 
the value which customers had given to the latex 
glove products indicated how important the prod-
ucts were for preventing the spread of bacteria 
and viruses. As product value emerged, customers 
showed a higher level of trust and thus willingness 
to include the product in their future consumption. 

Second, product quality showed a positive asso-
ciation with customer trust (β = 0.23, p < 0.001), 
which supports H2. A better quality of latex glove 
product could demonstrate a more promising 
performance and thus satisfy customer demands, 

which could clear all suspicions and other per-
ceived risks concerning the latex glove product. 
Similarly, Jacoby (2002) agrees that high-quali-
ty products significantly gained high trust from 
customers. Furthermore, perceived value partially 
mediated the association between product quality 
and trust (Table 3). Thus, the attitudes of custom-
ers regarding trust seemed to rely on the degree of 
product value perceived by customers. 

Finally, perceived risk showed a negative associ-
ation with customer trust (β = –0.04, p > 0.05), 
and a non-significant association with customer 
trust, which rejects H4. According to the current 
empirical results of this study, since customers 
considered high product quality as the main focus 
of their concerns, their perspectives on product risk 
seemed to be of no concern. Moreover, the high 
performance of latex glove products may have al-
ready gained not only high value among customers 
but also high trust among customers. Jacoby (2002) 
and Mohammed and Shahin (2020) also explain 
that if a product is considered to have a high and 
accurate performance, customers have no suspi-
cion of the current firm’s products. Therefore, any 
current uncertainty of the unexpected product risk 
appeared to not affect customer trust.

To sum up, the hypotheses testing results are re-
corded in Table 3. Thus, three hypotheses were ac-
cepted whereas two hypotheses were rejected (hy-
potheses 3 and 4). 

Figure 2. SEM results
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CONCLUSION

The current study examined customer trust in Thailand’s latex glove industry. Original and innovative 
marketing insights, which offer a notion of future customer trust, have been derived from the results 
of this study. The results firstly have indicated that product quality significantly affects perceived value 
whereas perceived risk does not show any significant effect on perceived value. Finally, customer trust is 
significantly influenced by both product quality and perceived value, except perceived risk. In compari-
son, the influence of perceived value on customer trust is stronger than product quality, since perceived 
value partially mediates the relationship between product quality and customer trust. Therefore, the 
attitudes based on customer trust rely substantially on the degree of customer’s perceived value through 
improvements in the quality of the glove. 

Although the study’s primary purpose was met, limitations remain. For example, the study’s data were 
gathered based on self-assessment; thus, there was some inaccurate information provided by the re-
spondents. Therefore, any future study should employ a different data collection technique that min-
imizes any likelihood of bias, such as interviewing the respondents face to face and using structural 
questions. Second, the findings are based on the viewpoints of Thai people. As a result, it may be diffi-
cult to extrapolate the findings to other countries. Thus, a future study should include an international 
survey. Finally, because the findings are limited to the latex glove sector, they may be difficult to transfer 
to other contexts, such as the hotel or restaurant industries. Therefore, a new study is needed to employ 
similar factors in the investigation of various sectors.
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Perceived Risk Trust –0.04 0.193 Insig. Rejected

Perceived Value Trust 0.71 ** Sig. Accepted

Panel B: Mediation effects

Relationship Direct 

effect Indirect effect Indirect Lv. Sig.

Product Quality → Perceived Value → Trust 0.45 (**) 0.16 (**)
Partial 

Mediation Sig.

Note: ** indicates p < 0.001, SE = standard error, CR = critical ratio, Lv.Sig. = Level of Significance.



128

Innovative Marketing, Volume 17, Issue 4, 2021

http://dx.doi.org/10.21511/im.17(4).2021.11

ACKNOWLEDGMENT

This study was supported by Internal Research Grant Funding of Academic year 2021, Hatyai University 
and Postdoctoral Fellowship, Prince of Songkla University.

REFERENCES

1. Akolaa, A. A., Kosiba, J. P. B., 
Appiah, F., & Nyanteh, A. A. 
(2021). The moderating role of 
donation-related predispositions 
on the effectiveness of price 
and product quality on cause-
related marketing participation. 
International Journal of Emerging 
Markets. https://doi.org/10.1108/
IJOEM-09-2020-1033 

2. Aufegger, L., Yanar, C., Darzi, A., 
& Bicknell, C. (2021). The risk-
value trade-off: Price and brand 
information impact consumers’ 
intentions to purchase OTC drugs. 
Journal of Pharmaceutical Policy 
and Practice, 14(1), 11. https://doi.
org/10.1186/s40545-020-00293-5 

3. Azahari, A. Z. M., & Nayan, S. 
M. (2020). Role of trust towards 
business success. Journal of 
Undergraduate Social Science and 
Technology, 2(2), 1-7. Retrieved 
from http://abrn.asia/ojs/index.
php/JUSST/article/view/65 

4. Babakus, E., & Mangold, W. G. 
(1992). Adapting the SERVQUAL 
scale to hospital services: An 
empirical investigation. Health 
Services Research, 26(6), 767-
786. Retrieved from https://www.
ncbi.nlm.nih.gov/pmc/articles/
PMC1069855/ 

5. Badnjević, A., Pokvić, L. G., 
Džemić, Z., & Bečić, F. (2020). 
Risks of emergency use 
authorizations for medical 
products during outbreak 
situations: A Covid-19 case study. 
BioMedical Engineering Online, 
19(1), 75. https://doi.org/10.1186/
s12938-020-00820-0 

6. Bajs, I. P. (2015). Tourist perceived 
value, relationship to satisfaction, 
and behavioral intentions: 
The example of the croatian 
tourist destination Dubrovnik. 
Journal of Travel Research, 
54(1), 122-134. https://doi.
org/10.1177/0047287513513158 

7. Baki, R. (2020). Analysis of factors 
affecting customer trust in online 
hotel booking website usage. 
European Journal of Tourism, 
Hospitality and Recreation, 10(2), 
106-117. https://doi.org/10.2478/
ejthr-2020-0009 

8. Bashir, M. A., Ali, M. H., Wai, L. 
M., Hossain, M. I., & Rahaman, 
M. S. (2020). Mediating effect 
of customer perceived value on 
the relationship between service 
quality and customer satisfaction 
of E-banking in Bangladesh. 
International Journal of Advanced 
Science and Technology, 29(2), 
5639-5653. Retrieved from http://
sersc.org/journals/index.php/
IJAST/article/view/33104  

9. Bhukya, R., & Singh, S. (2015). 
The effect of perceived risk 
dimensions on purchase intention: 
An empirical evidence from 
Indian private labels market. 
American Journal of Business, 
30(4), 218-230. https://doi.
org/10.1108/AJB-10-2014-0055 

10. Chae, H., Kim, S., Lee, J., & Park, 
K. (2020). Impact of product 
characteristics of limited edition 
shoes on perceived value, brand 
trust, and purchase intention; 
focused on the scarcity message 
frequency. Journal of Business 
Research, 120, 398-406. https://doi.
org/10.1016/j.jbusres.2019.11.040 

11. Chan, B., Purwanto, E., & 
Hendratono, T. (2020). Social 
media marketing, perceived 
service quality, consumer trust 
and online purchase intentions. 
Social Media Marketing, Perceived 
Service Quality, Consumer Trust 
and Online Purchase Intentions, 
62(10), 6265-6272. Retrieved from 
https://www.researchgate.net/
publication/346973042_Social_
Media_Marketing_Perceived_Ser-
vice_Quality_Consumer_Trust_
and_Online_Purchase_Intentions 

12. Chen, T. Y., & Chang, H. S. (2005). 
Reducing consumers’ perceived 
risk through banking service 
quality cues in Taiwan. Journal 
of Business and Psychology, 19(4), 
521-540. https://doi.org/10.1007/
s10869-005-4523-5 

13. Chen, Y.-S. (2013). Towards 
green loyalty: Driving from green 
perceived value, green satisfaction, 
and green trust. Sustainable 
Development, 21(5), 294-308. 
https://doi.org/10.1002/sd.500    

14. Cheung, R., Lam, A. Y. C., & Lau, 
M. M. (2015). Drivers of green 
product adoption: The role of 
green perceived value, green trust 
and perceived quality. Journal 
of Global Scholars of Marketing 
Science, 25(3), 232-245. https://
doi.org/10.1080/21639159.2015.1
041781 

15. Chinomona, R., Okoumba, L., & 
Pooe, D. (2013). The impact of 
product quality on perceived 
value, trust and students’ intention 
to purchase electronic gadgets. 
Mediterranean Journal of Social 
Sciences, 4(14), 463-472. http://
dx.doi.org/10.5901/mjss.2013.
v4n14p463 

16. Concepcion, M. M., & Orillano, 
M. P. (2020). The Effect of 
prceived online risk and 
trust affecting the consumers’ 
behavioral intention in using 
electronic commerce. The Journal 
of Social Sciences Studies and 
Research, 1(01), 1-11.

17. Dam, T. C. (2020). Influence of 
brand trust, perceived value on 
brand preference and purchase 
intention. The Journal of Asian 
Finance, Economics and Business, 
7(10), 939-947. https://doi.
org/10.13106/jafeb.2020.vol7.
no10.939 

18. Das, G. (2014). Linkages of retailer 
awareness, retailer association, 



129

Innovative Marketing, Volume 17, Issue 4, 2021

http://dx.doi.org/10.21511/im.17(4).2021.11

retailer perceived quality and 
retailer loyalty with purchase 
intention: A study of Indian food 
retail brands. Journal of Retailing 
and Consumer Services, 21(3), 
284-292. https://doi.org/10.1016/j.
jretconser.2014.02.005 

19. Eons Gloves. (2021). Thailand 
ramps up medical glove production 
as it chases Malaysia. Retrieved 
from https://eonsglovesthailand.
com/2020/10/27/thailand-ramps-
up-medical-glove-production-as-
it-chases-malaysia/ 

20. Eskafi, M., Hosseini, S. H., & 
Yazd, A. M. (2013). The value of 
telecom subscribers and customer 
relationship management. 
Business Process Management 
Journal, 19(4), 737-748. http://
dx.doi.org/10.1108/BPMJ-
Feb-2012-0016 

21. Fornell, C., & Larcker, D. F. (1981). 
Structural Equation Models with 
Unobservable Variables and 
Measurement Error: Algebra and 
Statistics. Journal of Marketing 
Research, 18(3), 382-388. https://
doi.org/10.2307/3150980 

22. Garland, R. (1991). The mid-point 
on a rating scale: Is it desirable? 
Marketing Bulletin, 2(1), 66-70. 
Retrieved from http://marketing-
bulletin.massey.ac.nz/V2/MB_V2_
N3_Garland.pdf 

23. Geyskens, I., Steenkamp, J. B. 
E. M., & Kumar, N. (1998). 
Generalizations about 
trust in marketing channel 
relationships using meta-analysis. 
International Journal of Research 
in Marketing, 15(3), 223-248. 
https://doi.org/10.1016/S0167-
8116(98)00002-0 

24. Hong, I. B. (2015). Understanding 
the consumer’s online merchant 
selection process: The roles of 
product involvement, perceived 
risk, and trust expectation. 
International Journal of 
Information Management, 35(3), 
322-336. https://doi.org/10.1016/j.
ijinfomgt.2015.01.003 

25. Hu, L., & Bentler, P. M. (1999). 
Cutoff criteria for fit indexes in 
covariance structure analysis: 
Conventional criteria versus new 
alternatives. Structural Equation 
Modeling: A Multidisciplinary 

Journal, 6(1), 1-55. https://doi.
org/10.1080/10705519909540118 

26. Ibrahim, B., & Aljarah, A. (2018). 
Dataset of relationships among 
social media marketing activities, 
brand loyalty, revisit intention. 
Evidence from the hospitality 
industry in Northern Cyprus. 
Data in Brief, 21, 1823-1828. 
http://dx.doi.org/10.1016/j.
dib.2018.11.024 

27. Ilhamalimy, R. R., & Ali, H. 
(2021). Model erceived risk and 
trust: E-wom and purchase 
intention (The role of trust 
mediating in online shopping 
in Shopee Indonesia). Dinasti 
International Journal of Digital 
Business Management, 2(2), 204-
221. https://doi.org/10.31933/
dijdbm.v2i2.651 

28. Jacoby, J. (2002). Stimulus-
organism-response reconsidered: 
An evolutionary step in modeling 
(consumer) behavior. Journal 
of Consumer Psychology, 12(1), 
51-57. https://doi.org/10.1207/
S15327663JCP1201_05 

29. Jun, S. H. (2020). The effects of 
perceived risk, brand credibility 
and past experience on purchase 
intention in the Airbnb 
context. Sustainability, 12(12), 
5212. https://doi.org/10.3390/
su12125212 

30. Kim, J., & Lennon, S. J. (2013). 
Effects of reputation and website 
quality on online consumers’ 
emotion, perceived risk and 
purchase intention: Based 
on the stimulus-organism-
response model. Journal 
of Research in Interactive 
Marketing, 7(1), 33-56. https://doi.
org/10.1108/17505931311316734 

31. Konuk, F. A. (2019). The influence 
of perceived food quality, price 
fairness, perceived value and 
satisfaction on customers’ revisit 
and word-of-mouth intentions 
towards organic food restaurants. 
Journal of Retailing and Consumer 
Services, 50, 103-110. https://
doi.org/10.1016/j.jretcon-
ser.2019.05.005 

32. Konuk, F. A. (2021). The 
moderating impact of taste 
award on the interplay between 
perceived taste, perceived 

quality and brand trust. Journal 
of Retailing and Consumer 
Services, 63, 102698. https://
doi.org/10.1016/j.jretcon-
ser.2021.102698 

33. Kurniawati, D. T., & Yaakop, 
A. Y. (2021). The effect of 
E-servicescape dimensions on 
customer trust of Tokopedia 
E-store during covid-19 pandemic. 
Journal of Applied Management, 
19(1), 1-10. Retrieved from https://
jurnaljam.ub.ac.id/index.php/jam/
article/view/2078 

34. Lam, S. Y., Shankar, V., Erramilli, 
M. K., & Murthy, B. (2004). 
Customer Value, Satisfaction, 
Loyalty, and Switching Costs: An 
Illustration From a Business-to-
Business Service Context. Journal 
of the Academy of Marketing 
Science, 32(3), 293-311. https://doi.
org/10.1177/0092070304263330 

35. Lassoued, R., & Hobbs, J. E. 
(2015). Consumer confidence in 
credence attributes: The role of 
brand trust. Food Policy, 52, 99-
107. http://dx.doi.org/10.1016/j.
foodpol.2014.12.003 

36. Leung, W. K. S., Shi, S., & Chow, 
W. S. (2020). Impacts of user 
interactions on trust development 
in C2C social commerce: The 
central role of reciprocity. Internet 
Research, 30(1), 335-356. http://
dx.doi.org/10.1108/INTR-09-
2018-0413 

37. Li, M., Wang, J., Chen, K., & 
Wu, L. (2020). Willingness and 
behaviors of farmers’ green 
disposal of pesticide packaging 
waste in Henan, China: A 
perceived value formation 
mechanism perspective. 
International Journal of 
Environmental Research and Public 
Health, 17(11), 3753. https://doi.
org/10.3390/ijerph17113753 

38. Mayer, R. C., Davis, J. H., & 
Schoorman, F. D. (1995). 
An integrative model of 
organizational trust. Academy 
of Management Review, 
20(3), 709-734. https://doi.
org/10.2307/258792 

39. Mohammed, S. S., & 
Shahin, O. (2020). Service 
quality perspectives in 
telecommunication sector: Trust 



130

Innovative Marketing, Volume 17, Issue 4, 2021

http://dx.doi.org/10.21511/im.17(4).2021.11

and loyalty investigation. Revista 
Amazonia Investiga, 9(28), 394-
403. https://doi.org/10.34069/
ai/2020.28.04.44 

40. Mosavi, S. M., Sangari, M. S., 
& Keramati, A. (2018). An 
integrative framework for 
customer switching behavior. The 
Service Industries Journal, 38(15-
16), 1067-1094. https://doi.org/10.
1080/02642069.2018.1428955 

41. Munawar, F., Munawar, R., & 
Tarmidi, D. (2021). The effect 
of service delivery performance 
and value congruity on customer 
trust and its impact on loyalty 
in logistic service provider. 
Turkish Journal of Computer and 
Mathematics Education, 12(8), 
1077-1087. Retrieved from https://
turcomat.org/index.php/turkbil-
mat/article/view/2995 

42. Pangaribuan, C. H., Manurung, 
A. H., Saroso, H., & Rusmanto, 
T. (2021). The influence of 
risk perception on destination 
attachment and voluntourism 
behavior: Empirical evidence 
from Indonesia. The Journal of 
Asian Finance, Economics and 
Business, 8(3), 1287-1293. https://
doi.org/10.13106/jafeb.2021.vol8.
no3.1287 

43. Park, J., Amendah, E., Lee, Y., & 
Hyun, H. (2019). M-payment 
service: Interplay of perceived 
risk, benefit, and trust in service 
adoption. Human Factors and 
Ergonomics In Manufacturing, 
29(1), 31-43. https://doi.
org/10.1002/hfm.20750 

44. Peter, J. P., & Ryan, M. J. (1976). 
Investigation of Brand Risk 
the Level. Journal of Marketing, 
13(2), 184-188. https://doi.
org/10.2307/3150856 

45. Piri, Z., & Lotfizadeh, F. (2016). 
Investigation of the influence of 
perceived quality, price and risk 
on perceived product value for 
mobile consumers. Asian Social 
Science, 12(1), 103-116. https://doi.
org/10.5539/ass.v12n1p103 

46. Putu, N. I., Rahayu, W., 
Bangsawan, S., Ms, M., & 
Ahadiat, A. Y. I. (2021). Service 
quality, employee ethics , bank 
customer trust : The role of size 
moderation and bank reputation 

in Indonesia. International Journal 
of Pharmaceutical Research, 
13(2), 4400-4422. Retrieved 
from http://repository.lppm.
unila.ac.id/31796/1/4400-4422_
IJPR1302522%20ARTIKEL%20
PUBLIKASI%20DI%20IJPR%20
ONLINE.pdf 

47. Rupprecht, C. D. D., Fujiyoshi, 
L., McGreevy, S. R., & Tayasu, I. 
(2020). Trust me? Consumer trust 
in expert information on food 
product labels. Food and Chemical 
Toxicology, 137, 111170. https://
doi.org/10.1016/j.fct.2020.111170 

48. Semuel, H., & Chandra, S. 
S. (2014). The analysis of 
corporate social responsibility 
implementation effects towards 
price fairness, trust and purchase 
intention at Oriflame cosmetics 
product in Surabaya. Procedia – 
Social and Behavioral Sciences, 155, 
42-47. https://doi.org/10.1016/j.
sbspro.2014.10.253 

49. Setiawan, E. B., Wati, S., Wardana, 
A., & Ikhsan, R. B. (2020). 
Building trust through customer 
satisfaction in the airline industry 
in Indonesia: Service quality 
and price fairness contribution. 
Management Science Letters, 
10(5), 1095-1102. http://dx.doi.
org/10.5267/j.msl.2019.10.033 

50. Sharma, V. M., & Klein, A. (2020). 
Consumer perceived value, 
involvement, trust, susceptibility 
to interpersonal influence, and 
intention to participate in online 
group buying. Journal of Retailing 
and Consumer Services, 52, 101946. 
https://doi.org/10.1016/j.jretcon-
ser.2019.101946 

51. Snoj, B., Pisnik Korda, A., 
& Mumel, D. (2004). The 
relationships among perceived 
quality, perceived risk and 
perceived product value. Journal 
of Product & Brand Management, 
13(3), 156-167. https://doi.
org/10.1108/10610420410538050 

52. Srivastava, A., & Dey, D. K. (2016). 
Brand analysis of global and local 
banks in India: A study of young 
consumers. Journal of Indian 
Business Research, 8(1), 4-18. 
Retrieved from https://www.deep-
dyve.com/lp/emerald-publishing/
brand-analysis-of-global-and-

local-banks-in-india-a-study-of-
young-OzEbEUrxCw 

53. Sun, G., Wang, W., Cheng, Z., 
Li, J., & Chen, J. (2017). The 
intermediate linkage between 
materialism and luxury 
consumption: Evidence from 
the emerging market of China. 
Social Indicators Research, 132(1), 
475-487. https://doi.org/10.1007/
s11205-016-1273-x 

54. Sutantio, R. A., Sularso, R. A., 
Irawan, B., & Dimyati, M. (2020). 
An examination of the effect 
of adaptive selling, customer 
preference, and customer 
satisfaction on customer trust 
toward cluster housing developers. 
PalArch’s Journal of Archaeology of 
Egypt/Egyptology, 18(1), 620-630. 
Retrieved from https://sipora.
polije.ac.id/4788/ 

55. Suttikun, C., & Meeprom, S. 
(2021). Examining the effect of 
perceived quality of authentic 
souvenir product, perceived 
value, and satisfaction on 
customer loyalty. Cogent Business 
& Management, 8(1), 1976468. 
https://doi.org/10.1080/23311975.
2021.1976468 

56. Syafriani, S., Syafriani, S., & 
Indrawati, H. (2021). The effect 
of quality of education services 
on perceptions of educational 
costs and student trust and their 
impact on student satisfaction at 
SMA Negeri Ujungbatu. Journal of 
Education Sciences, 5(3), 448-463. 
Retrieved from https://jes.ejournal.
unri.ac.id/index.php/JES/article/
view/8156 

57. Tezer, A., Bodur, O., & Grohmann, 
B. (2021). When goliaths win 
and davids lose: The moderating 
role of perceived risk in brand 
biography effects. Psychology and 
Marketing, 39(1), 27-45. https://
doi.org/10.1002/mar.21569 

58. Tukiran, M., Tan, P. H. P., & 
Sunaryo, W. (2021). Obtaining 
customer satisfaction by 
managing customer expectation, 
customer perceived quality and 
perceived value. Uncertain Supply 
Chain Management, 9(2), 481-
488. http://dx.doi.org/10.5267/j.
uscm.2021.1.003 

59. Tuncer, I., Unusan, C., & 
Cobanoglu, C. (2021). Service 



131

Innovative Marketing, Volume 17, Issue 4, 2021

http://dx.doi.org/10.21511/im.17(4).2021.11

quality, perceived value and 

customer satisfaction on 

behavioral intention in restaurants: 

An integrated structural model. 

Journal of Quality Assurance in 

Hospitality and Tourism, 22(4), 

447-475. https://doi.org/10.1080/1

528008X.2020.1802390 

60. Usman, H. (2015). Customers trust 

on Islamic banks in Indonesia. 

The Journal of Asian Finance, 

Economics and Business, 2(1), 

5-13. https://doi.org/10.13106/

jafeb.2015.vol2.no1.5.  

61. Van, H. N., Pham, L., Williamson, 

S., Huong, V. T., Hoa, P. X., & 

Trang, P. L. H. (2020). Impact 

of perceived risk on mobile 

banking usage intentions: Trust 

as a mediator and a moderator. 

International Journal of Business 

and Emerging Markets, 12(1), 94-

118. https://dx.doi.org/10.1504/

IJBEM.2020.106202 

62. Wh, K., & Cc, H. (2021). Is 
eating surplus-food dangerous? 
Consumers’ cognition, perceived 
risk, and purchase intention for 
surplus-food in Taiwan. Journal of 
Tourism Studies and Hospitalities 
Research, 2(3), 1-11.

63. Widyastuti, S., Said, M., Siswono, 
S., & Firmansyah, D. A. (2019). 
Customer trust through green 
corporate image, green marketing 
staretgy and social responsibility: 
A case study. European Research 
Studies Journal, 22(2), 83-99. 
Retrieved from https://ideas.
repec.org/a/ers/journl/vxxi-
iy2019i2p83-99.html 

64. Xie, J., Ye, L., Huang, W., & Ye, M. 
(2021). Understanding fintech 
platform adoption: Impacts of 
perceived value and perceived risk. 
Journal of Theoretical and Applied 
Electronic Commerce Research, 
16(5), 1893-1911. https://doi.
org/10.3390/jtaer16050106 

65. Yang, Q., Pang, C., Liu, L., Yen, 

D. C., & Tarn, J. M. (2015). 

Exploring consumer perceived 

risk and trust for online 

payments: An empirical study 

in China’s younger generation. 

Computers in Human Behavior, 

50, 9-24. https://doi.org/10.1016/j.

chb.2015.03.058 

66. Yip, E., & Cacioli, P. (2002). The 

manufacture of gloves from 

natural rubber latex. Journal of 

Allergy and Clinical Immunology, 

110(2), S3-S14. https://doi.

org/10.1067/mai.2002.124499 

67. Yusiana, R., & Widodo, A. (2020). 

Green perceived value and 

green satisfaction to green trust 

Rumah Karung Goni consumers. 

Advances in Natural and Applied 

Sciences, 14(2), 55-62. Retrieved 

from http://www.aensiweb.net/

AENSIWEB/anas/anas/2020/

May/55-62(8).pdf 


	“How to build trust: Evidence from Thai customers in the latex glove industry”
	_Hlk83886137
	_Hlk83886201
	_Hlk83887108
	_Hlk83887127
	_Hlk83973219
	_Hlk83973482
	_Hlk83973725
	_Hlk83973852
	_Hlk85637813
	_Hlk83974169
	_Hlk85638118
	_Hlk83974338
	_Hlk83974452
	_Hlk83974579
	_Hlk83974611
	_Hlk85638583
	_Hlk85638647
	_Hlk83979602
	_Hlk83979843
	_Hlk83979958
	_Hlk83798891
	_Hlk83980460
	_Hlk83798930
	_Hlk83980567
	_Hlk83799007
	_Hlk85699791
	_Hlk85699872
	_Hlk85699921
	_Hlk85700533
	_Hlk83804659
	_Hlk83804812
	_Hlk85701341
	_Hlk83804926
	_Hlk85706387
	_Hlk83838807
	_Hlk85706631
	_Hlk85706642
	_Hlk85706739
	_Hlk85706812
	_Hlk83838845
	_Hlk85707049
	_Hlk83805076
	_Hlk83980820
	_Hlk83980919
	_Hlk83805117
	_Hlk83981027
	_Hlk83805197
	_Hlk83981123
	_Hlk83805314
	_Hlk83981276
	_Hlk83805371
	_Hlk83981554
	_Hlk83805530
	_Hlk83981773
	_Hlk83981673
	_Hlk83805568
	_Hlk83934400
	_Hlk83934416
	_Hlk83934427

