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Abstract  

It is very important for charity organizations to stay competitive nowadays. Due to the fact 

that the competition within this sphere has been growing, the companies have to search for 

new ways to attract donors. One way to do so is to identify the aspects a company should 

mainly focus on while building trust and relationships with their donors. This study identifies 

that the most important aspects that influence trust are commitment, satisfaction and 

credibility. Furthermore, this research explains how commitment, satisfaction and credibility 

influence consumers’ (donors’) trust within the sphere of charity organizations. The 

qualitative method was used in order to analyse data of interest which was collected with the 

use of online questionnaire. The results of this study confirmed that commitment, satisfaction 

and credibility affect trust. Moreover, this research demonstrates that, credibility affects trust 

the most following by commitment, however it was also identified that satisfaction does not 

have a significant influence on trust within the sphere of charity organizations. The findings 

suggest that satisfaction has no influence on trust and might be influenced by number of 

factors. The factors could be sample size, sample diversity and that satisfaction is considered 

to be less important factor influencing trust than credibility and commitment.  
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1. Introduction  

1.1. Background 
According to Rimel (2001), philanthropy is an integral aspect of a society. It dawns from the 

ancient times meaning ''love of mankind'' (Rimel, 2001, pp.588). In present context, 

philanthropy has several different forms such as money giving, devoting time as well as 

donating belongings to those in need (Valova and Formankova, 2014; Meslin et al., 2008). 

The motives for philanthropy can vary, starting with the will to make a difference in lives of 

future generations and ending up with donating for personal benefits and recognition. 

Altruism as well as emotions evoked by donations can also play a significant role in 

philanthropic activities (Acs, 2013). The philosophy of philanthropy itself is the cornerstone 

of charity organizations (ChO) (Valova and Formankova, 2014; Meslin et al., 2008).  

Rimel (2001) further states that ChO:s were built on philanthropic values. The main idea of 

ChO is to provide public benefit. The main focus of these organizations is to eradicate poverty, 

extend possibilities for education and to support religion, which is one of the roots of charity 

organizations (Hydman, 2017). ChO’s are sponsored by different donors, which could be 

different individuals or organizations and even country’s governments.  

ChO’s are essentially businesses operating in service sector. Service is most often 

distinguished from goods by five characteristics, which are perishability, inseparability, 

intangibility, variability and ownership. ChO’s provide people with means to contribute to 

society and make the world better place for living. ChO’s operate in very similar way like 

other profit businesses, which means that they must face competition, work on their 

differentiation and use marketing tools to gain new donors (Weir and Hibbert, 2000).  

It has been challenging for ChO:s to survive and continue to provide numerous important 

services, from disaster relief to healthcare and housing despite of growing competition and 

need of resources such as governmental assistance and consumer support. Thus, increased 

need of support from contributors has ultimately led to seek out effective ways to 

communicate their causes to their target audience and adopt effective marketing techniques 

such as relationship marketing (Burnett, 2002; Ives, 2004). Furthermore, according to Reed et 

al. (2007), several recent marketing researches have discussed the importance of the approach 
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of how ChO:s can best request their contributors for donations in the competitive market 

(Reed et al., 2007).  

Yeh and Li (2009) describe relationship marketing as a process of tending to sustainable and 

interactive relationship with the stakeholders and involved groups, leading to profitability and 

market shares. The general consensus among relationship marketing scholars emphasises trust 

and commitment as influential factors (Yeh and Li, 2009). Morgan and Hunt (1994), 

emphasizes relationship marketing as the process of establishing, developing and maintaining 

successful relational exchanges. The need for relationship marketing arises from the changing 

global marketplace where staying competitive is one of the keys for sustainability. The 

marketing activities are built towards establishing, developing and maintain a long-term 

relational exchanges. With the rise of globalization, it becomes imperative for organizations 

to adapt to such changes and thus, emphasise on the relational approach between 

organizations and consumers (Morgan and Hunt, 1994).  

According to Gaffney (1996) long-term relationships are essential for companies. Strong and 

long relationships are very beneficial for all involved parties and relationship marketing itself 

is about building and maintaining those relationships (Gaffney, 1996; Deshpande and Farley, 

2002). According to Yau et al. (2000), by using relationship marketing, companies can 

influence and improve their overall performance. Palmatier et al. (2009) argues that 

leveraging gratitude is one way to do that. This can increase the level of consumer trust, 

which correlated to commitment (Palmatier et al., 2009). According to Palmatier et al. (2007), 

there are a lot of different variables that can define and measure relationships. The most 

common ones for relationship marketing are trust, commitment, dependence and relational 

norms. Each of those variables is a building block in initiating and developing the 

relationships. Furthermore, trust and commitment are the most important aspects to focus on 

if a company wants to increase its performance. The weaker relationships different parties 

have, the more resources they need to put in to strengthen trust and commitment (Palmatier et 

al., 2007).   

 

 

 

 



3	
	

1.2. Problem discussion 
The number of ChO:s has been increasing, which has led to more competitive fundraising 

environment for charities (Weir and Hibbert, 2000). Many organizations are operating in 

highly competitive markets, which leads to scarcity of resources. In terms of ChO, the 

resources would be mainly individuals and organizations that donate money. Even if ChO:s 

do not want to compete, the situation in the market leaves them no choice and they eventually 

must start competing as well (Hou et al., 2014). Gaffney (1996) further adds that it is essential 

for ChO to establish and maintain relationships with donors if they want to be successful. 

Strong relationships are important since it takes one, to one and a half years before donors 

become profitable for the ChO. Thus, it is essential to bring in the benefits of relationship 

marketing. Relationship marketing is entirely oriented towards establishing a successful 

relational exchange, developing and maintaining those relationships to create a competitive 

advantage (Morgan and Hunt, 1994). ChO:s should aim to create strong relationships that will 

be lasting over decades if their goal is to get a considerable amount of donation (Gaffney, 

1996).  

Based on the literature reviews of Agariya and Singh (2011) and Gupta and Sahu (2012), 

which are connected to the chosen area of relationship marketing, most of the studies identify 

concepts such as trust, commitment, satisfaction and credibility. Donors have confidence in 

charity if trust is existent between them and thus, believe that the donations will be used 

wisely. There is a limited research within the sphere of trust in terms of ChO:s (Sargeant and 

Lee, 2004; Jane de Vries et al., 2015). According to Sargeant and Lee (2004), high level of 

trust does influence donors’ givings, however they argue that without increase in commitment, 

those givings will not be significant. Furthermore, Jane de Vries et al. (2015) concluded that 

trust highly influences donors’ involvement in terms of contributions. They found that the 

more people trust the company, the higher chance of people being involved in the ChO’s 

activities and therefore will more likely donate time and money (Jane de Vries et al., 2015).  

According to Geyskens et al. (1999), trust is positively correlated with commitment and those 

two variables can be identified and measured separately which suggests their independence. It 

is widely recognised that commitment is very important variable in relationship marketing 

that influence the relationship between buyer and seller (Morgan and Shelby, 1994; Geyskens 

et al., 1999; Gounaris, 2005; Theron, 2008; Ogba and Tan, 2009). Anderson and Weitz (1992) 

state that, commitment can be defined as willingness to have short-term sacrifices in order to 

achieve benefits in long-term period. All these aspects can create an environment in which 
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consumers are loyal even when the company can not meet their expectation and satisfy their 

needs and wants (Weitz, 1992; Johnson and Gustafsson, 2005).  These sacrifices are mainly 

occurring between two or more parties who have some kind of relationship (Moorman et al., 

1992; Gounaris, 2005). Morgan and Hunt (1994) argue that commitment helps to explain the 

relationship development process as well as it is essential while achieving cooperation 

between firms and people (Morgan and Hunt, 1994). If a person has given time as a volunteer 

to engage is a social service, its more than likely that commitment would be built based on 

his/her involvement in the voluntary service, as a consequence they will be willing to engage 

in higher level of giving (Sargeant and Lee, 2004).  

Wetzel et al. (1998) state that trust is further related to satisfaction, which can be refereed as 

the level to which one’s expectations are met in terms of goods and/or service quality. The 

higher the overall quality of product or service, the higher the level of trust between the 

consumer and provider (Wetzels et al., 1998; Gounaris, 2005; Liat et al., 2017). According to 

Anderson et al. (1994), in order to improve consumers’ satisfaction, it is important for firms 

to focus on long-term perspectives and relationships. This was further supported by Homburg 

et al. (2005), whose findings suggested that if the consumer satisfaction is positive and it is 

increasing, the willingness to pay increases exponentially. Willingness to pay can be taken as 

a long-term investment since the cashflow from the consumers’ increases along with 

consumers’ satisfaction overtime (Homburg et al., 2005). This suggests that ChO:s have 

higher chance of gathering contributions if they keep donors satisfied.  

Another aspect connected to trust, which is discussed by Ganesan (1994), is credibility. 

According to Belch and Belch (1994), credibility refers to the degree to which the object is 

perceived to possess the expertise relevant to a topic and can be trusted to give an objective 

opinion on the subject (Belch and Belch, 1994). Belch and Belch (1994) further state that, 

credibility plays a significant role in a consumer’s evaluation of the company. Consequently, 

companies are advised to constantly monitor the perceptions of corporate credibility from a 

consumer’s perspective. By the means of effective survey methods, companies can track 

consumer’s perception of corporate credibility and take relative actions if needed to change 

their approach (Belch and Belch, 1994). Moreover, consumer’s attitudes and perceptions 

towards the company indicate the need for incorporating a strong positive corporate image 

into the company’s marketing communication strategy. It indicates that subjects (donors) are 

influenced by the credibility of the company when formulating their attitude towards the 

company and brand as well as their purchase intention (Lafferty and Goldsmith, 1999).  
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Within the realms of relationship marketing, several researches have been conducted in 

identifying the role of trust (Agariya and Singh, 2011; Gupta and Sahu, 2012; Bennett and 

Berkensjo, 2005). Tonkiss and Passey (1999) furthermore add the importance of theoretical 

perspective on trust is imperative for ChO. Additionally the extensive discussion within the 

social theory reveals the incline in interest on trust as the foundation for social organizations. 

It has become ever so important to explain the conditions under which donors feel inclined to 

contribute to charitable causes thus, there is an extensive need for further research on 

perspective of trust from donors’ perspective (Bhendapudi et al., 1996; Reed et al., 2007).  

Previous researches within the field of ChO recognises the importance of trust and 

commitment based relationships (Sargeant and Lee, 2004; Jane de Vries et al., 2015), 

however scarce attention has been given to credibility and satisfaction in relationship to trust 

from donor’s perspective.  

 

 

1.3. Purpose 
The purpose of the paper is to explain the impact of commitment, satisfaction and credibility 

on trust from donors’ perspectives within ChO´s context.  
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2. Theoretical Framework 

2.1. Trust  
Trust is defined as one party’s confidence on integrity and reliability of the other party 

(Morgan and Hunt, 1994). Moorman et al. (1992) defined it in a similar way and added that 

trust is about willingness of one party to rely on the other. Chan et al. (2011) found that trust 

is also about how fair people are to each other. The fairness of one to another is therefore 

getting transformed into trustworthiness, which is an essential component of trust itself (Chan 

et al., 2011). According to Bejou et al. (1996), trust is a very crucial aspect, which has high 

impact on relationship and conflict management (Shams Ur Rehman et al., 2012; Bejou et al., 

1996). Individuals in relationships involving high level of trust is likely to indulge in more 

constructive conflicts as a way to solve problems (Morgan and Hunt, 1994). According to 

Garbarino and Johnson (1999), trust is the key aspect for long-term relationship and the trust 

level influences the chances that someone will commit the act of betrayal (Garbarino and 

Johnson, 1999). Further on, Nykanen et al. (2009) verified that trust reduces risks in 

relationships. 

 

2.2. Commitment  
Commitment is the foundation of relationship marketing, which plays a vital role in 

motivating to stay together for mutual benefits. (Ogba and Tan, 2009). Number of authors 

identified four different sub-concepts of commitment, which are affective, normative, 

calculative and continuance (Meyer and Allen, 1991; Meyer et al., 2002; Wallace, 2011; 

Gounaris, 2005). Continuance commitment is connected to the consumers´ perceived cost of 

leaving the organization and the perceived benefits of staying with it. Fundamentally it means 

that consumers will decide to stay committed to the organization if the benefits exceed the 

cost of switching, transferring and looking for a new organization (Meyer and Allen, 1991; 

Cohen, 1999). This type of commitment is argued to be the weakest in terms of influence 

amongst the commitment sub-concepts (Meyer et al., 2002; Wallace, 2011). 

Another sub-concept of commitment is normative commitment. It is connected to social 

norms and right doing of an organization, as it is perceived by individuals. Essentially it 

means that consumers will stay with the organization because they believe in their mission 

and share their values (Meyer and Allen, 1991). 
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Calculative commitment is influenced by level of trust meaning that if the trust is higher the 

calculative commitment decreases. Calculative commitment negatively influences consumers´ 

willingness to maintain relationships (Gounaris, 2005). This suggests that calculative 

commitment is on an opposite side of affective commitment which means that the higher level 

of trust consumers have the higher level of affective commitment.  

Affective commitment is the last of the four sub-concepts of commitment that were 

mentioned in the problem discussion. This type of commitment is related to emotional 

connections that consumers have with the organizations, which is also influence by the level 

of involvement with it (Meyer and Allen, 1991, Burmann et al., 2009, Wallace et al., 2011). 

Even though that the sub-concepts of commitment should be considered as different factors, 

they are closely related and often can happen that they will be so close that no difference can 

be identified (Meyer et al., 2002; Wallace et al., 2011). Affective commitment is an important 

aspect in preserving relationships between seller and buyer. The higher is an affective 

commitment the more consumers are eager to have and preserve good relationships with the 

seller (Chang et al., 2012). 

 

- H1: Commitment of a ChO positively influences people’s trust towards the ChO.  

 

2.3. Satisfaction 
According to Zboja and Voorhees (2006), satisfaction ratings are affected by perceptions that 

consumers have towards specific brands or products. That suggests that different aspects of 

the brand, or its products can influence overall satisfaction that consumers have towards the 

brand (Zboja and Voorhees, 2006).  Previous satisfaction and experience influences the 

expectation for the future service and product quality. Based on the study conducted by Wirtz 

and Chew (2002), it can be stated that consumers that are satisfied tend to recommend the 

firm, service or product to others. Meanwhile, if expectation is not met by the company, 

consumers will not be satisfied which shows the interconnection of the two concepts 

(Anderson et al., 1994). One of the main aspects influencing satisfaction is the perceived 

value and performance of a product by its consumers (Au et al., 2008). 

According to Homburg et al. (2005), there is strong correlation between consumer satisfaction 

and willingness to pay for a specific product or service. Their findings further explain that 
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consumer satisfaction in relationship with willingness to pay is not linear but it has reverse S 

shape. The biggest influence of consumer satisfaction on willingness to pay is at the models 

extreme positions (Homburg et al., 2005). 

There are two sub-concepts of satisfaction that were identified by academics, which are 

cumulative satisfaction and transaction-specific satisfaction (Johnson, 2001; Olsen and 

Johnson, 2003; Homburg et al., 2005). 

Transaction- specific satisfaction is concerned by consumers’ psychological response towards 

a specific product or service as well as provider itself at time of consumption. It is argued that 

consumers put high emphasize on product quality and price. Furthermore, consumers are 

more sensitive to change in quality if their satisfaction is only transaction-specific satisfaction. 

(Rust et al., 1995; Fornell, 1996; Olsen and Johnson, 2003). 

Cumulative satisfaction is more stable indicator of overall satisfaction and it can be used to 

estimate potential consumers´ loyalty. This type of satisfaction is an on-going process since 

the level of satisfaction is cumulating over time based on previous experience. Furthermore, it 

measures the overall satisfaction with the service/product provider (Rust et al., 1995; Olsen 

and Johnson, 2003; Homburg et al., 2005). 

 

- H2: Satisfaction of a CO positively influences people’s trust towards the CO.  

 

2.4. Credibility 
There was many research done within the topic of credibility and mainly, researchers were 

dividing the credibility concept on 2 sub-concepts, which are Individual and Corporate 

credibility (Sharma, 1990; Pinkleton, 1997; Goldsmith et al., 2000; Newell and Goldsmith, 

2001; Stafford et al., 2002). The Individual credibility mainly covers people’s perceptions 

towards those who are acting as company’s sales representatives (Sharma, 1990). Also, 

according to Stafford et al. (2002) and Pilkleton (1997), this type of credibility can be related 

to company’s spokesmen and those who can relate themselves as to political candidates 

(Stafford et al., 2002; Pikleton, 1997). Goldsmith et al. (2000) argues that corporate 

credibility is about how the company is perceived by others and how those perceptions are 

affecting attitudes towards advertising as well as purchase intentions (Goldsmith et al., 2000).  
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According to Hilligoss and Rieh (2008), a credibility assessment framework was created 

which has three distinct level of credibility judgement (Hilligoss and Rieh, 2008). The 

construct level pertains to the way a person constructs and defines credibility in his/her own 

regards. It is a very vague notion that is influenced by an individual’s personal judgement in a 

fundamental way. The individuals conceptualize information credibility in five different 

aspects: i) truthfulness; ii) believability; iii) trustworthiness; iv) objectivity; v) reliability 

(Hilligoss and Rieh, 2008). These distinct categories of credibility construct indicate how an 

individual defines credibility in their own regards at any given time (Hilligoss and Rieh, 

2008).  

This framework includes general rule of thumb while making a judgement, while this level is 

common, it can be broad enough to be applied in numbers of situations rather than a specific 

context (Hilligoss and Rieh, 2008). This framework tied to the individuals’ behaviour of 

doing what was ‘convenient’ and ‘quick’. The use of heuristics supports their goal of finding 

information in an instance. Oftentimes, heuristics approach allows individuals to instantly 

jump to decision-making without substantial engagement with the source itself (Hilligoss and 

Rieh, 2008). 

Interaction level however, is very context sensitive and specific to source. In other words, this 

level of judgment considers sources for credibility judgement, specific attributed associated 

with information objects are taken into consideration. In contrary to heuristics, which is a very 

broad aspect, interaction level judgement is very distinct to the participants encounter 

(Hilligoss and Rieh, 2008).   

It has been established that the brand equity and reputation are related and is associated with 

the credibility of the firm (Aaker, 1996; Herbig et al., 1994). Herbig and Millewicz (1993) 

define reputation as an estimation of the consistency overtime of an attribute of an entity. To 

clearly understand the concept of the corporate reputation related to association with the 

credibility, the credibility of the firm is the believability of its stated intentions.  

To put all three into perspective, all three level of credibility judgement regardless of their 

independent nature, oftentimes work together. This implies that each level affects the other 

levels in both ways. For instance, if a person constructs credibility in terms of reliability of a 

source, that construct may include the heuristics that can help in identifying a source likely to 

be reliable (Hilligoss and Rieh, 2008). Heuristics may influence the way in an individual 
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access the credibility by considering certain characteristics when considering an information 

source (Hilligoss and Rieh, 2008). 

The credibility of the firm is dependent to its actions in a sense that, if they fall in line with 

their mission statement, their credibility increases, however, it decreases if their actions and 

pronouncements are inconsistent. Credibility influences reputation through the outcome: 

promised quality must be delivered to build a positive reputation (Fitzgerald, 1988).  

According to (Łyziak, 2005), transparency and credibility are closely related to each other. 

Organizations should strive to maintain some transparent policies with its key stakeholders. 

Transparency is often regarded as openness with the community, which allows public and 

stakeholders to make informed decision about the relationship with an organization (Rawlins, 

2009).  

There are many dimensions to credibility, however, two of the most widely discussed 

dimensions of credibility are: i). trustworthiness ii). expertise.  

While trustworthiness is worth taking a look, it, however, is not really relevant in this case 

thus it will be disregarded. Expertise one the other hand is one of the most important 

dimension of credibility which can be identified by terms such knowledgeable, experienced, 

competent etc. This dimension of credibility includes the perceived knowledge and skill of the 

source (Fogg et al., 2001).  

 

- H3: Credibility of a ChO positively influences people’s trust towards the ChO.  
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2.5. Conceptual model  
 

	

 

Figure 1. Conceptual model. 
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3. Methodology  
Research is a process in which academics critically asses and create new theories that 

explains social and natural phenomenon. It helps to comprehend the world around us and 

create frameworks that increase effectiveness of day-to-day practices and work. There are 

different aspects within research process that can be categorized into groups (Kumar, 2005). 

This chapter will discuss number of such aspects that characterize this research and should 

be taken into consideration.  

3.1. Research approach  

3.1.1. Deductive research 
According to Hyde (2000), there are two ways of approaching research in terms of reasoning. 

The main difference is in how the research and hypothesis are constructed. Deductive 

approach starts with the use of theory, which is the cornerstone of hypothesis that is created. 

The hypothesis is then tested and based on the result it can be accepted or rejected. Creswell, 

(2014) states that the advantages of deductive research are that theory is clearly presented and 

connected to the research process, which enables better understanding of it. Furthermore, the 

variables used in the research are connected to the theory and explained in terms of 

relationship, which helps to create logical connection throughout the research (Creswell, 

2014). 

The project, instead of propounding a theory based on observations, makes use of already 

established theory and is based on it. Subsequently, a hypothesis is drawn that eventually will 

be subject to test. The hypothesis in this case suggests the possibility of difference in the level 

of trust from contributor’s and ChO’s perspective. The hypothesis will be put into test via the 

means of statistical analysis and ultimately will be condensed to a conclusion that will help 

confirm or reject the hypothesis. Thus, the research approach will use deductive approach and 

is of quantitative in nature.  

 

3.1.2. Quantitative research 
Bryman and Bell (2011) discuss that quantitative research is excellent for presenting data in 

forms of graphs and diagrams, which makes it easier to identify the connections. Another 

advantage is that concepts are transferred into variables that can be measured as well as the 

relationship among them (Bryman and Bell, 2011). According to Bryman and Bell (2011), 
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quantitative research is related to the deductive approach what further on suggests that 

hypothesis should be created.  The hypothesis should be tested and in order to do so, the 

researchers have to use statistics to analyse empirical data that is coded in numbers. Those 

numbers are helping to find connections and relationships within measurements (Bryman and 

Bell, 2011).   

Several hypotheses are drawn out and will further be tested. Quantitative research in this case 

will, at its core, helps up determine the relationship of one thing to another, i.e. show the 

relationship of independent variables to another with the help of numbers. Trust as a 

dependent variable will be subject to test and see how it is influenced by affected commitment, 

credibility and satisfaction. The numbers will be taken by the means of data collection 

methods that will eventually be the sample size (more of that under sampling), the use of 

statistical data is integral for this paper. 

 

3.2. Research Design  
During the process of conducting the research, it is very important to identify the research 

design to go with (Bryman and Bell, 2011). According to Bryman and Bell (2011) there are 

five different kinds of research designs, which describe five different ways (guidelines) to 

collect and analyse data. Those designs are: Experimental, Cross-sectional, Longitudinal, 

Case study and Comparative designs. In the book of Malhotra (2010), such thing as 

exploratory research design is mentioned as well. The main focus of research designs is to 

help the researchers to achieve the objectives of the paper as well as to properly answer the 

research question(s)/hypothesis they made (Bryman and Bell, 2011). Within this paper, 

researchers decided to use Descriptive and Cross-sectional design.  

 

3.2.1. Cross-sectional Design 
According to Kumar (2005) the cross-sectional design starts with collection data on more than 

one case at the same time. The number of variables within this research design should be 

equal or be bigger than one. This kind of research is very useful since it gives an overall look 

on the field of study at the specific period of time (Kumar, 2005).  

Bryman and Bell (2011) argues that the main focus of this research is to see the variations and 

associations between different variables. The more cases will be taken into consideration, the 
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more variations will be visible and more general the paper will therefore become. This design 

rather helps to identify if there are any relationships within variables than describe those 

relationships themselves.  Kumar (2005) states that this kind of research is very easy to design. 

Starting from research question, researchers need to identify the sample to use out of specific 

population and after that just conduct the relevant data.  

Additionally, according to Bryman and Bell (2011) it can be said the Internal validity within 

cross-sectional research design is usually very low. On the other hand, the external validity is 

placed quite high because of randomization of the sampling. Finally, it can be said that this 

design can be used in both qualitative and quantitative researches (Bryman and Bell, 2011).  

Within this research, authors measure the relationships between one dependent and tree 

independent variables. As it was already mentioned above, the cross-sectional design helps to 

describe the relationships between variables and that is an exact thing the researchers are 

trying to achieve. The overall research is of quantitative nature what also fits in cross-

sectional design characteristics. 

 

3.3. Data Collection 
Researchers mainly rely on two different sources of data type, primary and secondary data 

(Sounders et al, 2016). Primary data are research specific while secondary are gathered from 

prior studies. Interviews, focus groups and other form of direct data collection method which 

utilizes means of directly obtaining data at first hand is called primary data, thus researches 

gather data directly from the source. Bryman and Bell (2011) as well as Saunders et al. (2016) 

argue that the primary data is helping to answer the overall purpose of the paper by explaining 

and defining the relationships between the chosen variables and that is the exact thing that the 

researchers are striving for within this project. The advantages of primary data are that they 

are more research specific, the downside however is the time and costs involved in data 

collection. In contrary, the secondary data quite evidently is a product of an already studied 

gathering. They mainly involve data such as census, government report etc. Secondary data 

are effective in a sense that they provide supplementary application for more elaborate studies 

(Ghauri and Grønhaug, 2005). The upside of secondary data is that is readily available for 

researches make use of. The downside however is the orientation of the secondary data itself 

since it was mainly obtained for its original purpose, and thus making use of it at second hand 

means that it could be misleading for latter studies (Ghauri and Grønhaug, 2005).  
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3.3.1. Collecting primary data using questionnaires 
The paper is specific to one aspect thus, primary source of data is the main resource here, in 

that, questionnaires will be the source of data collection. This research is of quantitative 

nature and, according to Briman and Bell (2011), questionnaires are commonly used within 

this type of research in order to collect relevant data. Furthermore, questionnaires are often 

used for descriptive and explanatory research (Sounders et al., 2016), in this instance, the 

questionnaire deployed to gather the primary data is oriented towards the understanding of 

trust from contributors/donators side so that some of the rudimentary aspects can be obtained 

for explanations. The paper is reliant on primary data for its sources mainly because of the 

precise requirement of the study. There are different types of data coding that different 

researchers use in order to collect the results from the questionnaire (Bryman and Bell, 2011). 

Within this paper the authors are using numbers as an empirical data, so further on this data 

can be analysed. Especially on the field of ChO:s where trust is seen an integral aspect, the 

authors rely heavily on the usages of primary data.   

 

3.4. Data collection method 
According to Bryman and Bell, the motivation of the paper defines the data collection process. 

The data collection however, should fall in line with the qualitative or quantitative approaches, 

whichever is relevant with the paper. The data gathering method is distinct in the case that, 

qualitative data gathering method is more inductive, exploratory and rational where 

researchers work relatively close with the participants (Bryman and Bell, 2011).  

There are different data collecting methods when it comes to qualitative and quantitative 

studies. Structured observations and interviews, surveys and experiment fall under 

quantitative method whereas unstructured interview, focus groups, participant’s observation 

and semi-structured interviews fall under the qualitative method (Bryman and Bell, 2011). 

Since this paper is of quantitative nature, the researchers have decided to use questionnaires as 

a standardized data collection method. Each person is asked to answer the same set of 

questions that are already predetermined. The paper will be resorting primarily to 

questionnaires for data collection method. The data gathering method in this instance is 

limited to questionnaires, the reason to do so is because of the limitation of the time and 

resources, and the area of interest, which is international in this case.  
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3.4.1. Questionnaires 
One of the most used data collection method within the survey strategy is the questionnaire.  

It has its uses on both descriptive and case study research strategies (Sounders et al., 2016). 

Questionnaires can be taken in a very board term, there are instances where person answering 

the questionnaire could record the answers when its self-completed, in other sense, they might 

or might not include interviews where question can be asked via telephone or by face to face 

interview (Sounders et al., 2016). This also makes the responses more valid, since the 

researchers are not able to influence the participants while they answer (Bryman and Bell, 

2011; Nardi, 2003). As Bryman and Bell describes, questionnaire survey as when respondents 

receive the surveys even when the interviewers/researchers are not present.  

The research would benefit from a larger quantity of data to analyse. Questionnaires will be of 

use, which will be sent out by electronic mails. According to Nardi (2003), self-completed 

questionnaires response rate have a tendency to be low in comparison to the amount of 

questionnaires the researchers are distributing. In order to avoid this problem, the researchers 

spread the questionnaire to a larger amount of people within the chosen sample, so the amount 

of overall responses increased as well. The amount of the distributed questionnaires was also 

influenced by the fact that the researchers had a limited amount of time to conduct the 

responds. The questionnaires will mostly comprise of easier, simplified/close ended answers 

that will be measured on scale, it is easier to analyse such numbers by statistical software 

(SPSS) which falls in line with the relevance and scope of the study. In conjunction with the 

nature of the questionnaires, and by the means it will be sent, it will be able to reach to a 

considerate amount of respondents. Furthermore, the researchers would be able to answer the 

questionnaire digitally, what will make this process easier and less time consuming (Bryman 

and Bell, 2011; Nardi, 2003). All the ethical issues that arise with such questionnaires will be 

in check. The research is exclusive to the quantitative approach thus, cancels out the 

qualitative data gathering process. 
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3.5. Data collection instrument  

3.5.1. Operationalization  
According Bryman and Bell (2011), operationalization is helping to define and further 

connect the theory that was identified by the researchers. This is done in order to define the 

measurements that are of interest. Ghauri and Grønhaug (2005) argue about its importance 

within the research and furthermore state that operationalization also helps to collect data that 

will be suitable and relevant for the research (Ghauri and Grønhaug, 2005).   

In this research the operationalization was created by structuring questions for the 

questionnaire and connecting them to the theories, which were discussed within the 

theoretical framework. Those theories were also briefly defined in order to make it easier for 

the reader to see the connection between the questions and concepts. Overall, the 

operationalization gives an opportunity to make an overview of the questions created by 

researchers, so all theories and ideas will be taken into consideration.  

 

3.5.1.1. Control Questionnaire  
	

1) Male/ Female/Other  

2) What is your age? 

18-29; 30-39; 40-49; 50-59; 60+ 

3) I have donated money to the charity.  

 Yes/No 
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3.5.1.2. Operationalization table 
 

Concept Theoretical 
definition  

Operational 
definition  

Items  Questions 

Trust Trust can be defined 
as an act in which 
people are willing to 
believe in other 
parties, such as 
consumers to service 
or goods providers, 
that they will fulfil 
their promises 
(Moorman et al., 
1993; Orth and 
Green, 2009; Jane de 
Vries et al., 2015) 

Dependent 
variable that 
measures the 
extent to 
which donors 
trust charities 

Trust  1) I trust the charity that a reasonable proportion 

of donations make it to the end cause. 

2) I trust the charity to be well managed and 

efficient. 

3) I trust the charity to act in the public interest. 

4) I trust the charity to make a positive difference 

to the cause that it is working for. 

5) I trust the charity to ensure that their 

fundraisers are ethical and honest. 

Affective 
commitment 

Affective 
commitment is 
related to emotional 
connections that 
consumers have with 
the organizations, 
which is also 
influence by the 
level of involvement 
with it (Meyer and 
Allen, 1991; 
Burmann et al., 
2009; Wallace et al., 
2011; Gruen et al., 
2000) 

One of the 
independent 
variables that 
will measure 
the level of 
affective 
commitment 

Relation, 
emotional 
connections 

1) I feel a strong sense of belonging to the 

charity.  

2) I highly relate to the cause that the charity is 

addressing. 

3) I enjoy discussing the charity with other 

people.  

4) I feel like "part of the family" at the charity.  

5) I have an emotional attachment with the 
charity. 

Satisfaction Satisfaction shows 
the overall 
evaluation of service 
or good’s quality, 
which is compared 
to ones expectations 
(Liat et al., 2017; 
Wetzels et al., 1998; 
Gounaris, 2005; 
Verhoef, 2003, 
Leonidou et al., 
2013) 
 

One of the 
independent 
variables that 
will measure 
the level of 
satisfaction 

Recommenda-
tion, satisfaction 

1) I would recommend the services of the charity 

to others. 

2) I am very satisfied with products and services 

of the charity. 

3) The charity understands my requests and puts 

effort in meeting them.  

4) I am satisfied with the personal attention that I 

am getting from the charity. 

Credibility According to Belch 
and Belch (1994), 
credibility refers to 
the degree to which 
the object is 
perceived to possess 
the expertise relevant 
to the 
communication topic 
and can be trusted to 
give an objective 
opinion on the 
subject (Belch and 
Belch, 1994). 

One of the 
independent 
variables that 
will measure 
the level of 
credibility 

Transparency, 
credibility, 
expertise and 
reputation  

1) I am pleased with the way the charity is 

transparent.  

2) I believe the charity has a high level of 

credibility. 

3) I believe that there are professionals with high 

level of expertise within the charity. 

4) I consider the charity to be of good reputation. 

 

Table 1. Operationalization 



19	
	

3.5.2. Questionnaire design   
Within this study, researchers used such element of conducting data as online (electronic) 

questionnaires. According to Malhotra (2010), there are number of things that researchers 

have to consider in order to create a good questionnaire. To begin with, the researchers have 

to be specific about information they want to conduct (Malhotra, 2010). In order to do so the 

academics within this study ensured that they know what do they want to know from 

respondents. Furthermore, the researchers considered the characteristics of the chosen sample 

in order to make the questionnaire clearer. 

The second step that was described in the book of Malhotra (2010) is to identify the 

interviewing method, which will be used to conduct data. The empirical chapter in this 

research will be based on online questionnaires that will contain easy questions and pre-

instructions. These questionnaires will be self-administrated, so the researchers would not be 

able to interact with participants while the process of answering.  

The third step is to “determine individual question content” (Malhotra, 2010, pp.338). In order 

to do so, the academics made sure that all questions are relevant to the topic and serve a 

specific purpose within the research. Also the followed up questions were considered as 

unnecessary for this research.  

The forth step is about considering that not all respondent would be able to answer the given 

questions (Malhotra, 2010). The problem has been overcome by informing the respondents 

about the topic of the research as well as by formulating questions in that way that the 

respondents will have specific cues, which will lead them and further on help them to recall 

the events connected to experiences with ChO:s.  

Another aspect to consider within the 4th step of questionnaire design is the respondent’s 

unwillingness to answer (Malhotra, 2010). In order to avoid this problem, researchers made 

questions that will fit the overall purpose of the whole project, so there will be no unnecessary 

questions that would confuse the participants. Also the researchers tried not to create question 

that will cover sensitive topics. All questions that might be considered as sensitive were 

placed in the end in order to increase the responsiveness rates. For the same reason the 

question regarding participant’s sex will include 3 options to answer, such as: 

Male/Female/Other. Also the question regarding participant’s age will be divided on 

categories: 1) 18- 29; 2) 30- 39; 3) 40- 49; 4) 50-59; 5) 60 +. Another reason for this is that 

the researchers would use SPSS program, so the data should be coded. This scale gives 
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unitary measure for all measures what can be easily putted to SPSS program. Age and gender 

are putted into different categories that are numbered, which will unable to put it into SPSS 

programme as well. Finally, the respondents would be offered an incentive, such as the 

information about the results of the research.  

The next step according to Malhotra (2010) is to decide on question structure. Within this 

research, academics have decided to use structured questionnaires. The main questions 

regarding trust, satisfaction, commitment, benevolence, long-term relationships and 

credibility were be measured in terms of scale from “strongly disagree” to “strongly agree”. 

The respondents had 5 options to choose from where 1 is the smallest and 5 is the biggest.  

 

Figure 2. Survey scale  

 

The 6th step is about creation and translation of wanted questions into easier for understanding 

form, so the problem of nonresponse from the side of the participants (Malhotra, 2010). At 

first it is important to mention that the questionnaire was originally designed in English, and 

in order to avoid the nonresponse those questions were simplified so people with different 

language skill would be able to answer it.  

In the 7th step Malhotra (2010) suggest being accurate with the order of the questions within 

the questionnaire. Within this research, the authors tried to make the questions interesting as 

well as simple so it would give some kind of motivation for participants to answer them. 

Those questions were logically ordered so the respondents wont get confused while answering 

them.  

The 8th and the final step of designing the questionnaire concern the form of reproduction, or 

in other words, how the questionnaire would look like (Malhotra, 2010). Researchers 

developed an online version of the questionnaire, so it helped to spread it around easier and 

also improved the accessibility for participants.  
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3.5.3. Pre-testing  
According to Bryman and Bell (2011), pre-testing is a very important step which should take 

part before conducting the main empirical data. The pre-test is mainly done in order to make 

sure that the questions are understandable for participants and if the information conducted is 

relevant. The pre-test is helping to identify if there are any problems within the questionnaire 

created so the researchers will have a chance to make some relevant improvements before the 

data collection process itself. Furthermore, according to Ghauri and Gronhaug (2005), it is 

very beneficial for the researchers to ask other academics that are experienced in the field for 

going through the questionnaires before the pre-test, so they will check the questions and 

make sure that they will work (Ghauri and Gronhaug, 2005).  

Fowler (2002), states that pre-test should include at least 20 people, so the results would show 

all the imperfections within the questionnaire. The pre-test sample should be similar to the 

one the researchers will use for their study (Fowler, 2002).  

After making the questions more smooth and structured, the researchers have decided to do 

the pre-test itself. Overall 47 people were interviewed for the pre-test and it was found that 

there were no significant problems with understanding or answering the questionnaire. The 

participants of the pre-test were academics and random people who fit in the characteristics of 

the chosen sample. The cronbach´s alpha (that suggests the reliability of the chosen questions) 

was higher than 0.75 for each question, what suggests that all questions are reliable.  

 

3.6. Sampling  
According to Acs (2013), people who decided to donate something to others are mainly 

related to middle class and higher according to their income. Some people with low income 

can also be considered as philanthropists, however because of their financial situation. 

The next step, after confirming the research design and preliminary data collection tools, is to 

identify the elements from which information will be collected (Ghauri and Grønhaug, 2005). 

One of the way to collect such data is going after each member of the population, however, a 

more effective way of collecting data is identifying a sample that infers something about the 

larger group. The process of selecting a set of units (e.g. people/organizations) from the 

respective population of interest is called a sample. In other words, it’s a subgroup selected 

for participation from the population (Malhotra, 2003). Researches must be clear on the type 
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of information they want, failing to do so will eventually result to irrelevant data for the 

chosen study (Ghauri and Grønhaug, 2005).  

Malhotra (2003) suggests that there are several steps to consider in designing a sampling 

process, one of the stepping stone to this process is identifying the target population. 

Population can refer not only to people, but also products and firms etc. It is the aggregate off 

all aspects that share some common set of characteristics and traits. For quantitative studies, 

sampling in an integral process. Sampling mainly involves collecting information from 

members of population. The fraction of sample will infer something about the larger group 

(Ghauri and Grønhaug, 2005). The target population include the sampling units and the time 

duration of the research is also of importance. There is a criterion that needs to be fulfilled for 

the information to be relevant to the studies, thus, an effective sampling frame needs to be 

determined. Sampling frame are the actual groups that is chosen that will be subjects for the 

research that is extracted from the target population (Bryman and Bell, 2011). There are 

limitations however such as geographical and time limitations. The final steps include 

determine the sample gathering process and the size of the sample itself. Once the unit size is 

determined and all the parameters are set, researchers can proceed to their fieldwork for data 

collection (Ghauri and Grønhaug, 2005). 

 

3.6.1. Target population 
The objective of sample is to gain information about the population. The sample size collected 

from the populations should share some traits to its populations, it becomes imperative for 

researchers to precisely define the target population, in failing to do so will result in 

inaccurate results (Malhotra, 2003). One of the ways to identify the target population is by 

identifying the elements, which fall in the criteria of the study (Malhotra, 2003). 

Since, trust is a dynamic and core aspect for donors and one of the major aspect that ChO’ 

rely on, the target population will be specific to people who make donations. Many variables 

in relation to trust will be tested. The elements in identifying the target population will the age, 

sex, their association with CO and causes, located mostly in Western countries.  
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3.6.2. Sample frame 
A sampling frame is the list of subsets within the target population from which samples are 

extracted (Ghauri and Grønhaug, 2005). Sampling frame plays a key role in determining 

samples (Malhotra, 2003). Oftentimes, sampling frame can include each member of the 

population, census is one of such process where each and every member of target population 

is taken into consideration. Thus, sampling frame serves as a framework to determine the 

target population (Malhotra, 2003). However, the definition of sampling frame does not have 

to encompass the entire population member, it is adequately fine to specify the process by 

which each sampling unit can be located (Malhotra, 2003).  

The problem is that the lists (databases oftentimes) do not exist for some specialized 

population, for eg. list/databases of high-income people, mothers etc. in these cases, it is 

advised to use convenience list (Kumar et al., 2011). Since, the database for prior donors in 

most cases are kept classified by most ChO’s, the sampling frame will inevitably make use of 

funnelling process included in the questionnaires. There will be requirement such as age, 

people who reside in Western country and have some sort of association with ChO’s.  

 

3.6.3. Sampling technique 
There are several different sampling techniques to choose from. After determining the target 

population and sampling frame, the next step is identifying the correct sampling technique 

that is relevant to the research (Bryman and Bell, 2015). There are two types of sampling 

techniques, probability and non-probability sampling techniques. Probability sampling 

incorporates random selection process of what/who should be included and is determined 

entirely by change whereas non-probability sampling contrary to probability sampling has 

objective input of the researchers (Bryman and Bell, 2015).  

Since, it is hard to determine people with charitable motivation and associations, especially 

due to the fact that the researchers have a limited timeframe, the authors will use non-

probability technique, snowball sampling technique to identify the target population. The 

snowball effect occurs when the participants of the research further ask other people they 

know to participate in the same study (Bryman and Bell, 2015). The questionnaires will be 

posted online via various social media outlets that will help us collect the required data, the 

acquaintances and their network is expected help bolster the snowball effect that is expected 
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to give considerable amount of data. The downside to this method is that the data will have 

some sort biasness to it since, the initial phase of handing out the questionnaires will be of 

close-by acquaintances which may share common traits. Since, the timeframe of data 

collection is relatively short, the convenience of data collection process plays a vital role. 

There are obvious advantages of convenience data collection methods such as easy access to 

the elements, the downside to this technique is the generalizability of the data (Malhotra, 

2003). 

 

3.6.4. Sample size 
Sample size is the amount is the size of subjects/elements, which is taken into consideration 

for data gathering process (Bryman and Bell, 2015). The size of sample is usually determined 

by the scale of study, by the type of study as well as by limitation of resources (Malhotra, 

2015). Sampling becomes useful if the population size is quite large and the cost and time 

incurred in obtaining the relevant information is high (Kumar et al., 2011). The downside of 

sampling is that the difference between the values of the variables relative to the population 

can be different in the value observed in the sample. Sampling errors is the difference in value 

of the population parameter and the sample itself, whereas if the population is observed and 

an error is identified, then the error is called non-sampling errors (Kumar et al., 2011). 

A choice was made that an initial of minimum 40 individuals will be selected which with the 

help of snowball sampling technique would at least contribute to additional data. 

 

3.7. Data analysis method  
Data analysis is an important process in which collected information is put in order that is 

clear, comprehensible and provide academics with conclusions. The data analysis helps 

researches to get deep insight to the topic and understand specific phenomenon (Aaker et al., 

2010).   

The data gathered were analysed in SPSS program. The reason is that the study is of 

quantitative nature. Furthermore, the study follows the descriptive design where the data sets 

are collected through survey. The surveys used structured questionnaires that provided 

academics with answers, which were scaled variables. The variables were analysed by using 

correlation analysis and descriptive statistics.  
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3.7.1. Descriptive statistics  
Descriptive statistics is used to clearly summarize and portray empirical data collected in 

comprehensible way (McDaniel and Gates, 2010). One way of presenting the data is through 

charts, graphs, diagrams and other statistical illustrative tools. Another way is through basic 

statistics concepts such as mean, mode, median, data distribution, dispersion etc. (Tustin et al., 

2005). This concepts help to understand and interpret the information gathered. The data 

distribution and dispersion suggests density of data gathered and its range. Range describes 

the distance of data collected from its centre and from the highest to the smallest value (Shui 

et al., 2009). It helps to identify outliers within the data set (Saunders et al., 2009). Outliers 

are data that are located far away from the centre of the data sets. Furthermore, median shows 

middle values, mode indicates the number that occurs the most and the mean stands for 

average value of the data sets that are collected. These concepts are measures of central 

tendency (Saunders et al., 2009; Aaker et al., 2011).   

 

3.7.2. Regression analysis 
According to Bryman and Bell (2011), the relationship between dependent and independent 

variables is described by regression analysis. This type of analysis shows and measures the 

impact of the independent variables on one or more dependent ones (Bryman and Bell, 2011; 

Aaker et al., 2011). Zikmund et al. (2010) states that the value of the dependent variables is 

measured by having one independent variable categorized, while the other ones are being kept 

fixed. That is repeated to every independent variable so the result would be visible (Zikmund 

et al., 2010). The change in independent variable is affecting the dependent, what suggests 

that the overall relationship between variables is linear (Saunders, 2016). Saunders (2016) 

further on describes two things that can affect the linear regression that are: values that break 

the assumptions and extreme values on the variables. The extreme values are dangerous for 

the research since they can negatively affect the linearity assumption and that is why it is very 

important to make sure that they are removed from the analysis. If variables are affected by 

the value that breaks the assumptions, the values should be removed or reshaped, so the 

results will be reliable (Saunders, 2016). 

The aim of this research is to explain and rank such independent variables as satisfaction, 

commitment, benevolence, long-term relationships and credibility according their level of 

relationships to the concept of trust and that is why the regression analysis is going to be used.  
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3.8. Quality criteria 
Quality criteria help to determine to which extent is the specific research valid and reliable 

and replicable. Validity of a study quantifies if the research measures what it is supposed to.  

Furthermore, it also indicates the value of the material collected. There are several different 

aspects of validity that can be measured and used as a quality indicator. The aspects are 

content (face), construct and criterion validity. Additionally, there are internal, external and 

ecological validities. Reliability is a measurement that suggests that if the study is to be 

replicated by other researchers to which extent the results would be similar. The last factor of 

quality criteria is replication, which suggest if the study can be done again, replicated. The 

methodological process must be described in detail to increase the possibility of the study 

replication (Bryman and Bell, 2011; Malhotra, 2010). 

 

3.8.1. Validity 

3.8.1.1. Construct validity 
Bryman and Bell (2011) argues that construct validity investigates if the measures, that are 

explained in operationalization and connected to theory, quantify what it is supposed to and to 

which extent it is accurately used. The construct validity level can be obtained through 

statistical methods such as Pearson´s r, which is part of correlation analysis. Pearson´s r is a 

technique that measures relationships between scale/ration variables. The value representing 

the relationships will always be between 0 to 1 in which 1 suggests strong relationship and 0 

no relationship. Furthermore, the result will be positive or negative suggesting if the 

relationship is inverse or direct (Bryman and Bell, 2011; Newman, 2003; Saunders et al., 

2016). This type of validity was used while analysing the results of the final questionnaire. It 

was calculated with the use of the correlation analysis of the independent variables. The 

correlation was identified with the use of Person’s correlation.  

 

3.8.1.2. Content validity 
According to Bryman and Bell (2011) and Newman (2003), content validity, that is also 

known as face validity, indicates to which extent the measures used reflect the concept under 

an investigation. In order to do so researchers need to ask people, usually academics or 

experts, who have extent knowledge about the topic to evaluate the measures. It is also 
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important to follow up by asking individuals who are not experts in the field to see if they 

comprehend the questions and understand the connections between the measures and actual 

concepts. It is not scientific way of proving validity but it is still acceptable and important 

aspect to consider (Bryman and Bell, 2011; Newman, 2003; Zikmund et al., 2010). The face 

validity was used while conducting the pre-test data. It was done in order to make sure that all 

the questions within the questionnaire were valid and that those questions are clear and easy 

to understand. Furthermore this type of validity helped to ensure that all the questions 

represent the variables that the authors wanted to measure.  

 

3.8.1.3. Concurrent validity  
Concurrent validity has a set criterion that researchers use to gauge the relevancy of the 

concept in question (Bryman and Bell, 2015). For instance, an instrument of an assessment of 

relation of X to Y is made, another assessment is brought in to see the extent of relativity of Y, 

if the assessments are similar, the instrument employed by the researchers is supposed to be of 

high validity. These types of comparisons encompass two types of validity, predictive and 

con-current. Con-current validity measures the extent to which an instrument compares to the 

second assessment whereas predictive validity is the extent to which an instrument can predict 

an outcome (Kumar et al., 2011). To put it into perspective, concurrent validity is well 

demonstrated when a test correlates well when a measure that has previously been validated. 

In this case, testing regression among various variables helped the researchers to make 

assertions. The authors considered bringing in other instruments that might affect the 

regression for variable, which were find out via the means of questionnaires. The data 

collected was rigorously tested in order to make a substantial connection. 

 

3.8.2. Reliability 
Reliability test investigates if the measures of specific concepts are consistent (Nardi, 2003; 

Neuman, 2003; Bryman and Bell, 2011). There are two different reliabilities that should be 

considered which are internal and external reliability. External reliability indicates the 

stability of the study meaning that if academics use the same tests or undertake the same study 

the results would be very similar or identical (Nardi, 2003; Neuman, 2003; Bryman and Bell, 

2011).  
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According to Bryman and Bell (2011) the researches should also investigate internal 

reliability that indicates if any measures are measuring the same concepts. It can be calculated 

through usage of Cronbach’s alpha. Academics investigate relationships between questions. If 

the questions are supposed to measure the same concept the relationship should be strong 

(more than 0,6) but not too strong (0,95 or higher) since it would mean that the questions are 

fundamentally the same. On the contrary if the questions are supposed to measure different 

concept the relationships should be weaker since the concepts differ. In order to calculate 

Cronbach’s alpha and identify the internal reliability there should be three questions for each 

concept that is to be measured in questioner (Hair et al., 2011). The reliability test was used 

after both pre-test and the final questionnaire to make sure that the researchers are measuring 

the same concept within different questions. Within this research, the authors set the 

minimum acceptable Chonbach’s alpha on 0,6. 

 

3.8.3. Replicability 
Bryman and Bell (2011) argue that the researches should be replicable so the results of the 

study and its accuracy can be confirmed by other academics. The study process must be as 

detailed as possible and explained step by step in order to increase the chance of replicating 

the research by other academics. The detailed process should include what have been done as 

well as why it has been done (Bryman and Bell, 2011).  

The authors of this research made sure that the replicability of the paper would be of the 

highest level. Each step was explained and noted so the future researchers would have a 

possibility to replicate the paper.  

 

3.9. Ethics 
According to Kumar et al. (2011), survey research is an objective process and requires 

explicit principles and guidelines. Ethics are moral standings and principles under which 

researchers conduct their research activities (Ghauri and Grønhaug, 2005). Ethics are 

applicable not only in research but in any situations or social setting. The issues of ethics 

often arise when conducting research, which mainly involved the treatment and behaviour 

towards the participants (Bryman and Bell, 2015). In quantitative research, it is often 

suggested to anonymize data that does not give away individual’s identification. There are 
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several ways in which participants can be harmed in a research, be it physically, mentally or 

harming their future prospect (Bryman and Bell, 2015). Another area of concern is the privacy 

of participants. Privacy is closely linked with the notion of consent where there is a certain 

degree of acknowledgement by the participants that their right of privacy is surrendered in 

that instance (Bryman and Bell, 2015). Deception in other hand is misrepresentation of a 

research. The research shouldn’t pose what it doesn’t intend to represent. If a research is 

accused of deception, all involved participants should be informed and explained about the 

discrepancy and compensate in any way possible (Bryman and Bell, 2015). Finally, lack of 

informed concept is when an observation is carried out covertly without the consent of 

participants. The principle concerns with the participants acknowledge of their involvement in 

the participation (Bryman and Bell, 2015). 

The study takes above-mentioned ethical issues into strict considerations. The objective of 

study was clearly mentioned to the participants and is made aware of their voluntary 

participation with a forthright terms and conditions. The participants were assured of their 

anonymity and that, there would be no possible way of tracking back to the participants. The 

overall questionnaire was developed in a way to avoid harming the participants. Finally, the 

authors fully informed the participants about the aim of the research, so the possibility of 

misrepresentation of the research was avoided. 

 

3.9.1. Ethics in Online data collection 
With the rise in Internet use, online data collection method has become one of the most 

feasible and attractive options for researchers in recent times (Kumar et al., 2011). The 

Internet thus, offers an ideal medium for collecting data among a widely-dispersed population 

at a relatively low cost and a very time effective approach. However, despite of the ease of 

access from specific location, it is not to say that online data collection doesn’t have its 

downside. Even when respondents choose to remain anonymous, privacy issues and lack of 

distinction between public and private domain make it possible for researchers to record and 

save the interaction without the consent (Kumar et al., 2011). The authors of this research 

make use of trusted online surveying methods, which meet the standard in upholding the 

anonymity of all the respondents. This will secure the position of the respondents and makes 

sure no further private data other than the pertinent response is saved in the system. Malhotra 

(2010) also taking into consideration the fact that the authors should avoid bringing up 
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sensitive topics. Those topics might harm the participants as well as harm the overall response 

rate, so the researchers made sure that the questionnaire was not containing any of them.  
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4. Results  

4.1. Descriptive statistics 
This section will include the descriptive statistics of respondent who participated in this study. 

The relevant data were collected through the questionnaires that were shared on social media 

platforms. Initially, an approximation of over 1000 people was addressed via the means of 

social media platforms with a request to forward the questionnaires for the snowball effect. A 

total of 135 participants completed the questionnaires, which is about 15% response rate. The 

expected response rate of online questionnaires falls between 15%-20% (Jin, 2011). 

 

The survey consisted of 135 questionnaires that were completed by different individuals. The 

respondents are comprised of three categories, which are male, female and other. There are 

45,9% (62) of male respondents, 53,3% (72) of female respondents and 0,7% (1) other.  

The respondents were further divided into five different age groups and the respondents had 

to be at least 18 years old. The first age group is 18-29 years in which were 119 responds 

representing 88,1% of the sample. In the second age group ranging from 30-39 years were 9 

individuals representing 6,7% of the sample. The last three groups are from 40-49 years (4 

people, 2,96% of the sample), 50-59 years (1 person. 0,74%) and 60+ years (2 individuals, 

1,48%). 

 

All the data discussed above is visualized in the following pie charts. 

 

 
 
 

 
 

 
 

 
	

	

	

 

Figure 3. Age        Figure 4. Gender 
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Another aspect that was taken into consideration and measured was if the respondents have 

ever donated money to a charity. The results show that 88 participants (65,19% of the sample) 

have donated money and 47 participants (34,81% of the sample) have not. The data is shown 

in the table below with a pie chart. 

	

 
 

 
 
 

 
 

 
	

Figure 5. Donations  

	

4.2. Central tendency 
Central tendency was calculated in order to condense the data and show the representative 

values for each of the variables. The scale used in the survey was from 1- Strongly Disagree 

to 5- Strongly Agree. The table below summarize and present the data.  

 

	
Table 2. Central tendency table 

It can be seen, that the average central tendency for each of the variables is higher than 2,9 but 

lower than 3,8. This suggests that average central tendency for each of the variables is 

oriented close to the middle of the scale. It is also supported by standard deviation, which 

portrays to which extent respondents answered in similar or the same matter.  

 

 

Trust Satisfaction Credibility Affective	commitment
Mean 3,7274 3,2759 3,5593 2,9319

Median 3,8 3,25 3,75 3

Mode 3,8 3,25 3,75 3

Std.	Deviation 0,63604 0,70464 0,72354 0,80675
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Another aspect connected to central tendency and standard deviation is skewness and kurtosis, 

which indicate the shape of the data distribution. The perfect skewness and kurtosis is 0, 

which occur in normal distribution. According to Gravetter (2014) the skewness and kurtosis 

is acceptable if the values are from -2 to 2. Most of the values meet the requirement but there 

are two extreme kurtosis values, which are 2,028 for trust4 and 2,306 for credibility4. This 

suggests that those two items have distribution with high peak and the tails of the distributions 

are heavier (Wheeler, 2011; Table 9. Skewness and Kurtosis table).  

	
	

4.3. Reliability 
Cronbach´s alpha was calculated for each of the variables in order to test if the measures used 

in the questionnaire are reliable. The Cronbach´s alpha of the variables should be higher than 

0,7 to be considered reliable (Bryman and Bell, 2011). In this study, all variables meet the 

requirement and can be regarded as reliable. The lowest reliability is 0,744 for trust variable 

and the highest one is 0,824 for satisfaction variable. All the variables have at least 4 items 

they are comprised of. The table below portrays all Cronbach´s alpha values and number of 

items for each of the variables used. 

 

 

 
 
 
 
 
 

Table 3. Reliability table 

 

 

 

 

 

Cronbach's Alpha N of Items

Trust 0,744 5
Satisfaction 0,824 4
Credibility 0,757 4
Affective	commitment 0,801 5
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4.4. Correlation analysis 
Another aspect considered is construct validity. It is calculated through correlation analysis of 

the independent variables. Correlation is expressed through Pearson correlation that can gain 

values from -1 to +1. The construct validity is acceptable when the Pearson correlation is 

positive but it should not exceed 0,80. If the correlation exceeds 0,80 there is a risk that 

different independent variables measure the same concept (Hair et al., 2011; Bryman and Bell 

2011).  

As the table below shows, all variables have positive correlations that do not exceed 0,8 and 

all correlations are significant at 0.01 level (2-tailed). This suggest overall high construct 

validity of the measures. 

 

 

Table 4. Correlation analysis table  

 

 

 

 

 

 

 

 

 

 

 

 

 

avg_trust avg_credibility avg_AC avg_satisfaction

1 ,674** ,378** ,372**

,674** 1 ,364** ,545**

,378** ,364** 1 ,549**

,372** ,545** ,549** 1

**p<0.01	level	(2-tailed).

avg_trust

avg_credibility

avg_AC

avg_satisfaction

Pearson Correlation
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4.5. Regression analysis and Hypothesis testing 
Regression analysis is used in order to test the hypothesis. This type of analysis shows to 

which extent independent variables influence the dependent (Saunders et al., 2009). The table 

below shows ANOVA table, which is used for multi regression calculation. ANOVA table 

includes F-test value that suggests if the independents, which are satisfaction, credibility and 

affective commitment influence the dependent variable, which is trust. As can be seen below 

the F(3, 131) value is equal 40,205 with p<0,001 which indicates regression that is 

statistically significant.  

Based on the table below the adjusted R Square is 0,467, which means that 46,7% of the 

dependent variable (trust) can be explained by independent variables (satisfaction, affective 

commitment and credibility). Furthermore, R value is 0,692 which suggest correlation 

between independent and dependent variables. 
 

 
	
Table 5. ANOVA table 

R 0,692 R Square Change 0,479

R	Square 0,479 F Change 40,205

Adj.	R	Square 0,467 df1 3

Std.	Error 0,46416 df2 131

1,563

Anova Model Summary

Dependent Variable: avg_trust, Independent variable: avg_satisfaction, avg_credibility, avg_AC
Significance 0,000

Model Change	Statistics Durbin-Watson
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Table 6. Regression analysis table  

Hypothesis summary table 

 

 

Table 7. Hypothesis summary table 

 

H1: Commitment of a ChO positively influences people’s trust towards the ChO. 

Based on the table above it can be seen that standardized beta for affective commitment is 

0,191 which means that for every unit of affective commitment there is increase in 19,1 % of 

Model	1 Model	2 Model	3 Model	4 Model	5(All)
Intercept 20,523**** 5,504**** 11,024**** 8,348**** 4,715****

(0,199) (0,293) (0,301) (0,342) (0,313)
Control	variables
Gender 0,136 0,11* 0,117 0,148* 0,098

(0,105) (0,08) (0,098) (0,099) (0,079)
Age -0,215** -0,46 -0,217*** -0,175** -0,06

(0,081) (0,064) (0,075) (0,077) (0,06)
Donations -0,118 0,009 -0,04 -0,04 0,027

(0,113) (0,087) (0,107) (0,108) (0,087)
Independet	variables
Credibility(H1) 0,664**** 0,634****

(0,059) (0,068)
Affective	commitment	(H2) 0,370**** 0,191**

(0,063) (0,061)
Satisfaction(H3) 0,354**** -0,74

(0,074) (0,077)
R	square 0,067 0,468 0,198 0,187 0,492

Adjusted	R	square 0,046 0,451 0,173 0,16 0,468

Std.	Error	or	the	Estimates 0,62138 0,47116 0,57842 0,58302 0,46371

F-value 3,132** 28,547**** 8,006**** 7,370**** 20,684****

Degree	of	freedom	(df)	Regression 3 4 4 4 6
*p<0,10;	**p<0,05;	***p<0,01;	****p<0,001;	N=135

Regression	analysis

H1 Affective	commitment Trust Confirmed
H2 Satisfaction Trust Rejected
H3 Credibility Trust Confirmed
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trust unit. The p-value for affective commitment is 0,014 that is within 0.05 level of 

significance resulting in hypothesis 1 confirmation. 

 

H2: Satisfaction of a ChO positively influences people’s trust towards the ChO.  

Beta value for satisfaction is -0,074 with 0,386 p-value. P- value does not belong within any 

acceptable significance level, which means that hypothesis 2 is rejected.  

 

H3: Credibility of a ChO positively influences people’s trust towards the ChO.  

The last hypothesis has beta value of 0,634 with 0,000 p-value. This suggests that every unit 

of credibility positively increases 63,4% of trust unit with 0,01 of significance level. This 

confirms the hypothesis 3. 
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5. Discussion  
The previous chapter includes whether the hypotheses were confirmed or not. The objective of 

the study was to examine and rank the level of influence on trust. This chapter contains 

critical reasoning of the results followed by concluding remarks. 

The analysis of the online survey focused on identifying the relationships between 

independent variables, which are affective commitment, credibility and satisfaction and 

dependent variable, which is trust. The analyses revealed that the independent variables 

explain 47,9% of the trust variable with 0,01 level of significance. It suggests that there is 

52,1% of the trust concept that is influenced by other factors that were not analysed in this 

study (Kumar et al., 1995; Xie and Peng, 2009; Lieo de Nalda et al., 2016). To put this 

scenario into perspective, the three-independent variable contributing 47,9 % could prove 

significant. As mentioned by several literatures, important concepts such as benevolence, 

reliability, relationship and dependability are crucial in determining the level of trust and thus, 

could prove significant in different circumstances (Kumar et al., 1995; Ganesan, 1994; 

Morgan et al., 1994; Guenzi et al., 2010).  

According to Geyskens et al. (1999), commitment is positively correlated with trust, and it 

can be broken down into sub-concepts in which affective commitment was identified 

(Geyskens et al., 1999; Wallace et al. 2011). This claim was supported in this study by 

accepting H1 with Beta value of 0,191 and 0,05 significance level. It means that for one unit 

of affective commitment there is a change in 19,1% of trust unit. The affective commitment is 

tied to emotional connections that are made amongst individuals and organizations (Burmann 

et al., 2009; Wallace et al., 2011). Furthermore, it has positive affect on preserving good 

relationships (Chang et al., 2012). This suggests that as individuals are creating bonds with 

charities, they will put higher effort in maintaining them. Additionally, as they become more 

emotionally committed to the organization the overall trust increases in ration of 1 to 0,191. 

The hypothesis regarding the influence of credibility and commitment could be confirmed 

whereas satisfaction apparently had no influence on trust with regression of - 0.07% and 

statistically insignificant thus, rejecting the hypothesis. Credibility itself served as a measure 

for participants to trust ChO:s cause. Among 135 participants, about 65.19% of participant 

had some sort of contribution to ChO, it can still be asserted that donors trust ChO:s and their 

mission statement. The credibility of the firm is reliant to its actions in a sense that, if they fall 

in line with their mission statement, their credibility increases (Fitzgerald, 1988). Regression 
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analysis on the other hand shows that a beta is 0.653 which means that increase in 1 unit of 

credibility increases 0,653 of trust unit. In relation to the answers provided by the respondents, 

it can be asserted that credibility is in-fact being ruled by the reputation and the expertise 

within ChO, and its subsequent relation to trust (Hilligoss and Rieh, 2008). The beta values 

helps to identify the influence of independent variable to dependent variables. Among all 

three variables, credibility ranked the highest with .653 compared to affective commitment 

(.191) and satisfaction (-.07) and as mentioned by Belch and Belch (1994), credibility plays a 

significant role in a consumer’s evaluation of the company. In this case, respondents paid 

particular attention to the credibility of the ChO:s.  

Furthermore, it was found that trust in descriptive statistics has the highest mean with the 

number of 3.7, it means that respondents in general trusted ChO:s one way or another. In 

contrary, the lowest mean was in terms of affective commitment where, even with the 

presence of trust, respondents were not emotionally committed to the ChO:s. As mentioned by 

Sargeant and Lee (2004), the increase in trust will only have minor impact on donations 

where level of commitment is low (Sargeant and Lee 2004).  

Wetzel et al. (1998) argues that there is a positive relationship amongst satisfaction and trust. 

This claim is further supported by Gounaris (2005) and Liat et al. (2017). Even though H2 is 

supported by numerous researches, the hypothesis was rejected in this study due to the results, 

which were -0,074 with p-value of 0,386 suggesting statistical insignificance. There are 

several different aspects that could have influenced the findings such as sample size and 

diversity, other independents considered in the study, and the suitability of an environment for 

the independent variable.  

To elaborate on the only rejected hypothesis (i.e. H2) in relation to satisfaction, the regression 

analysis produced a -0.07 when all three independent variables are considered, this means the 

satisfaction bears little to no relationship to the dependent variable. Additionally, the 

significance (P value) is 0.386, which is not significant either. Whereas, if run individually, 

the satisfaction gives positive regression with score of 0.354. Abovementioned two different 

scenarios are crucial to mention since, people do consider satisfaction to be an integral part of 

trust but, compared to credibility and affective commitment, satisfaction has little to impact. 

Satisfaction in general is a new concept to consumers in terms of ChO’s context and thus, 

could not fully grasp the idea of it. Other aspects to consider is the language used in the 

questionnaires, which was English, respondents could view satisfaction according to their 

own cultural, lingual, ethical knowledge and their idea of ChO:s. 
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6. Conclusion  
After analysis of the empirical data, two of the three hypotheses were confirmed. While it was 

asserted in the hypothesis that all three independent variables (i.e. commitment, satisfaction 

and credibility) were important in influencing trust, but to which degree is still unknown. 

Firstly, credibility was the most important aspect that donators considered to be of 

significance. To trust a ChO, the donators pay immense attention to the reputation and 

credibility of ChO:s and put an emphasis knowing how the donations were being used up. 

Furthermore, the influence of commitment to ChO:s was the second most defining among 

other two in a sense that,  individuals with vested interest in ChO:s are ones to relate to the 

ChO’s mission statement and thus, are committed in some sense. Finally it was identified that 

satisfaction had no significance to trust, even if donors were satisfied with the ChO:s, it 

doesn’t necessarily mean that they trust the ChO. 

 

Rating of independent variables according to their influence on trust 

1st Credibility 

2nd Commitment 

3rd Satisfaction 

 

Table 8. Rating of independent variables table  
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7. Limitations and future research 
Within this study, the researchers have discussed such sub-concepts of trust as commitment, 

satisfaction and credibility within the sphere of ChO, however there are more aspects that can 

affect trust and that leads to the further research within this area. In this study it was found 

that commitment, satisfaction and credibility explain 47,9% of trust, what suggests that there 

are more aspects that should be taken into consideration. As an example of variables that can 

affect trust in the sphere of ChO can be taken benevolence (Kantsperger and Kunz, 2010; 

Kumar et al., 1995), long term-relationship (Morgan et al., 1994; Mattsson, 1997; Taras et al., 

2010; Lund et al., 2013) and relationship quality (Bejou et al., 1996; Crosby, 1990). Those 

variables do affect trust in different circumstances (Kantsperger and Kunz, 2010; Kumar et al., 

1995; Morgan et al., 1994; Mattsson, 1997; Taras et al., 2010; Lund et al., 2013; Bejou et al., 

1996), however within the sphere of ChO there is lack of research on abovementioned 

variables and their influence on trust.  

Furthermore, as concluded in the results, satisfaction has insignificant connection to trust 

within the sphere of ChO. While satisfaction was considered important factor for donors, in 

relation to other three variables, it proved of least significance. That suggests the need in 

quantitative research, which will explain the behaviour of satisfaction within this environment.  

 

 

 

 

 

 

 

 

 

 



42	
	

8. References  
Aaker, D., Kumar, V., Day, G. and Leone, R., 2010. Marketing Research, N.J.: Wiley; 

Chichester: John Wiley. 

Aaker, D., Kumar, V., Day, G. and Leone, R., 2011. Marketing Research, 10th edition, John 

Wiley and Sons (Asia) Pte Ltd. 

Aaker, D., Kumar, V. and Day, G., 1996. Marketing Research, N.J.: Wiley; New York: John 

Wiley and Sons. 

Acs, Z., 2013. Why Philanthropy Matters: How the Wealthy Give, and What It Means for Our 

Economic Well-Being. Princeton University Press. 

Agariya, A. and Singh D., 2011. What Really Defines Relationship Marketing? A Review of 

Definitions and General and Sector-Specific Defining Constructs. Journal of Relationship 

Marketing, Vol. 10, No. 4, pp. 203-237.  

Anderson and Weitz, 1992. The use of pledges to build and sustain commitment in 

distribution channels. Journal of Marketing Research, Vol. 29, No. 1, pp. 18-34. 

Anderson, E., Fornell, C. and Lehmann, D., 1994. Customer Satisfaction, Market Share, and 

Profitability: Findings from Sweden. Journal of Marketing, Vol. 58, No. 3, pp. 53-66. 

Au, N., Ngai, E. and Cheng, T., 2008. Extending the Understanding of End User Information 

Systems Satisfaction Formation: An Equitable Needs Fulfillment  Model Approach. MIS 

Quarterly, Vol. 32, No. 1, pp. 43-66.  

Bejou, D., Wray, B. and Ingram, T., 1996. Determinants of Relationship Quality: An 

Artificial Neural Network Analysis. Journal of Business Research, Vol. 36, No. 2, pp. 137-

143. 

Belch, G. and Belch, M., 1994. Introduction To Advertising And Promotion:An Integrated 

Marketing Communications Perspective, Third edition, Homewood, IL: Irwin. 

Bennett, R. and Berkensjo, A., 2005. Causes and consequences of donor perceptions of the 

quality of the relationship marketing activities of charitable organizations. Journal of 

Targeting, Measurement and Analysis for Marketing, Vol. 13, No. 2, pp. 122-139.  

Bryman, A. and Bell, E. (2011). Business Research Methods, 2nd edition. Oxford University 

Press Inc. 



43	
	

Burmann, C., Zeplin, S. and Riley, N., 2009. Key determinants of internal brand management 

success: An exploratory empirical analysis. Journal of Brand Management, Vol. 16, No. 4, pp. 

264-284. 

Chan, H., Lam, K. and Liu, P., 2011. The Structure of Trust in China and USA. Journal of 

Business Ethics, Vol. 100, No. 4, pp. 553-566.  

Chang, S., Wang, K., Chih, W. and Tsai, W., 2012. Building customer commitment in 

business-to-business markets. Industrial Marketing Management, Vol. 41, No. 6, pp. 940-950. 

Cohen, A., 1999. Relationships Among Five Forms of Commitment: An Empirical 

Assessment. Journal of Organizational Behavior, Vol. 20, No. 3, pp. 285-308. 

Creswell, J., 2014. Research design: qualitative, quantitative and mixed method approaches, 

4th edition. SAGE Publications. 

Crosby, L., Evans, K. and Cowles, D., 1990. Relationship Quality in Service Selling: An 

Interpersonal Influence Perspective. Journal of Marketing, Vol. 54, No. 3, pp. 68-81. 

Deshpande, R. and Farley, J., 2002. Looking at Your World Through Your Customer’s Eyes. 

Journal of Relationship Marketing, Vol. 1, No. 3-4, pp. 3-22.  

Fitzgerald, T., 1988. Understanding the Differences and Similarities between Services and 

Products to Exploit Your Competitive Advantage. Journal of Services Marketing, Vol. 2, No. 

1, pp. 25-30. 

Fogg, B., Marshall, J., Laraki, O., Osipovich, A., Varma, C., Fang, N., Paul, J., Rangnekar, A., 

Shon, J., Swani, P. and Treinen, M., 2001. SIGCHI’01, Seattle, WA, USA. 

Fornell, C., Johnson, M., Anderson, E., Cha, J. and Bryant, B., 1996. The American customer 

satisfaction index: Nature, purpose and findings. Journal of Marketing, Vol. 60, No. 4, pp. 7-

18. 

Fowler, F., 2002. Survey Research Methods, 3rd edition. Sage Publications Inc. 

Gaffney, T., 1996. Advanced techniques of donor recognition. Journal of Nonprofit and 

Voluntary Sector Marketing, Vol.1, No.l, pp.41-9. 

Ganesan, S., 1994. Determinants of long-term orientation in buyer-seller relationships. 

Journal of Marketing, Vol. 58, No.2, pp. 1-19. 



44	
	

Garbarino, E. and Johnson, M., 1999. The different roles of satisfaction, trust, and 

commitment in customer relationships. Journal of Marketing, Vol. 63, No. 2, pp. 70–87. 

Geyskens, I., Steenkamp, J. and Kumar, N., 1999. A meta-analysis of satisfaction in 

marketing channel relationships. Journal of Marketing Research, Vol. 36, No. 2, pp. 223–238.  

Ghauri, P. and Grønhaug, K., 2010. Research methods in Business Studies: A Practical Guide. 

New Jersey: Prentice Hall. 

Goldsmith, R., Lafferty, B. and Newell, S., 2000. The Impact of Corporate Credibility and 

Celebrity Credibility on Consumer Reaction to Advertisements and Brands. Journal of 

Advertising, Vol. 29, No. 3, pp. 43-54.  

Gounaris, S., 2005. Trust and commitment influences on customer retention: insights from 

business-to-business services. Journal of Business Research, Vol. 58, No. 2, pp. 126-140.  

Gravetter, F. and Wallnau, L., 2014. Essentials of statistics for the behavioral sciences, 8th ed., 

Belmont, CA: Wadsworth. 

Gruen, T., Summers, J. and Acito, F., 2000. Relationship Marketing Activities, Commitment, 

and Membership Behaviors in Professional Associations. Journal of Marketing, Vol. 64, No. 

3, pp. 34-49. 

Guenzi, P. and Georges, L., 2010. Interpersonal trust in commercial relationships: 

Antecedents and consequences of customer trust in the salesperson. European Journal of 

Marketing, Vol. 44, No. 1/2, pp.114-138. 

Gupta, A. and Sahu, G., 2012. A Literature Review and Classification of Relationship 

Marketing Research. International Journal of Customer Relationship Marketing and 

Management, Vol. 3, No. 1, pp. 56-81.  

Hair, J. Wolfinbarger, M. and Money, A., 2011. Essentials of Business Research Methods. 

2nd edition. New York: M.E. Sharpe. 

Herbig, P. and Millewicz, J., 1993. The Relationship of Reputation and Credibility to Brand 

Success. Journal of Consumer Marketing, Vol. 10, No. 3, pp. 18-24.  

Herbig, P., Milewicz, J. and Golde, J., 1994. A model of reputation building and destruction. 

Journal of Business Research, Vol. 31, No. 1, pp. 23-31. 



45	
	

Hilligoss, B. and Rieh, S., 2008. Developing a unifying framework of credibility assessment: 

Construct, heuristics, and interaction in context. Information Processing & Management, Vol. 

44, No. 4, pp. 1467-1484.  

Homburg, C., Koschate, N. and Hoyer, W., 2005. Do Satisfied Customers Really Pay More? 

A Study of the Relationship Between Customer Satisfaction and Willingness to Pay. Journal 

of Marketing, Vol. 69, No. 2, pp. 84–96. 

Hou, J., Clifton, E. and Zhang, C., 2014. The Mediating Role of Identification With a 

Nonprofit Organization in The Relationship Between Competition And Charitable Behaviours. 

Social Behaviour and Personality: an international journal, Vol. 42, No.6, pp. 1015-13. 

Hyde, K., 2000. Recognising deductive process in qualitative research. Qualitative Market 

Research: An International Journal, Vol. 2, No. 2, pp. 82-89.   

Jane de Vries, N., Reis, R. and Moscato, P., 2015. Clustering Consumers Based on Trust, 

Confidence and Giving Behaviour: Data-Driven Model Building for Charitable Involvement 

in the Australian Non-For-Profit Sector. PloS ONE, Vol. 10, No. 4.  

Jin, L., 2011. Improving response rates in web surveys with default setting, The effects of 

default on web survey participation and permission. International Journal of Market Research, 

Vol. 53, No. 1, pp. 75-94. 

Johnson, M. and Gustafsson, A., 2005. The effect of customer satisfaction, relationship 

commitment dimensions, triggers on customer retention. Journal of Marketing, Vol. 69, No. 4, 

pp. 210-218. 

Johnson, M., Gustafsson, A., Andreassen, T., Lervik, L. and Cha, J., 2001. The Evolution and 

Future of the National Customer Satisfaction Index Models. Journal of Economic Psychology, 

Vol. 22, No. 2, pp. 217-45. 

Kantsperger, R. and Kunz, W., 2010. Consumer trust in service companies: a multiple 

mediating analysis. Managing Service Quality: An International Journal, Vol. 20, No. 1, pp. 

4-25.  

Kumar, N., Scheer, L. and Steenkamp, J., 1995. The effects of Perceived Interdependence on 

Dealer Attitudes. Journal of Marketing Research, Vol. 32, No. 3, pp.348-356. 

Kumar, R., 2005. Research Methodology: a step-by-step guide for beginners. 2nd edition. 

SAGE Publications. 



46	
	

Lafferty, B. and Goldsmith, R., 1999. Corporate Credibility’s Role in Consumers’ Attitudes 

and Purchase Intentions When a High versus a Low Credibility Endorser Is Used in the Ad. 

Journal of Business Research, Vol. 44, No. 2, pp. 109-116.  

Leonidou, L., Kvasova, O., Leonidou, C. and Chari, S., 2013. Business Unethicality as an 

Impendiment to Consumer Trust: The moderating Role of Demographic and Cultural 

Characteristics. Journal of Business Ethics, Vol. 112, No. 3, pp. 397-415.  

Liat, C., Mansori, S., Chuan, G. and Imrie, B., 2017. Hotel Service Recovery and Service 

Quality: Influences of Corporate Image and Generational Differences in the Relationship 

Between Customer Satisfaction and Loyalty. Journal of Global Marketing, Vol. 30, No. 1, pp. 

42-51.  

Lieo de Nalda, A., Guillen, M. and Gil Pechuan, I., 2016. The influence of ability, 

benevolence, and integrity in trust between mangers and subordinates: the role of ethical 

reasoning. Business Ethics: A European Review, Vol. 25, No. 4, pp. 556-576.  

Lund, D., Scheer, L. and Kozlenkova, I., 2013. Culture’s Impact on the Importance of 

Fairness in Interorganizational Relationships. Journal of International Marketing, Vol. 21, No. 

4, pp. 21-43.  

Malhotra, H., 2010. Marketing Research: an applied orientation, 6th edition. Pearson 

Education Inc. 

Mattsson, L., 1997. “Relationship Marketing” and the “Markets-as-Networks Approach” – A 

comparative analysis of two evolving streams of research. Journal of Marketing Management, 

Vol. 13, No. 5, pp. 447-461.  

McDaniel, C. and Gates, R., 2010. Marketing Research, 8th edition. Willey. 

Meslin, E., Rooney, P. and Wolf, J., 2008. Health-related philanthropy: toward understanding 

the relationshipbetween the donation of the body (and its parts) and traditional forms of 

philanthropic giving. Nonprofit and Voluntary Sector Quarterly, Vol. 37, No. 1, pp. 44–62. 

Meyer, J. and Allen N., 1991. A Three-Component Conceptualization of Organizational 

Commitment. Human Resource Management Review, Vol. 1, No. 1, pp. 61-89. 

Meyer, J., Stanley, D., Hersocovitch, L. and Topolnytsky, L., 2002. Affective, Continuance, 

and normative Commitment to the Organization: A Meta-analysis of Antecedents, Correlates, 

and Consequences. Journal of Vocational Behavior, Vol. 61, No. 1, pp. 20-52. 



47	
	

Moorman, C., Deshpande, R. and Zaltman, G., 1993. Factors affecting trust in market 

research relationship. Journal of Marketing, Vol. 57, No. 3, pp. 81–101. 

Moorman, C., Zaltman, G. and Deshpande, R., 1992. Relationship Between Providers and 

Users of Market Research: The Dynamics of Trust Within and Between 

Organizations. Journal of Marketing Research, Vol. 29, No. 3, pp. 314-328. 

Morgan, R. and Hunt, S., 1994. The Commitment-Trust Theory of Relationship Marketing. 

Journal of Marketing, Vol. 58, No. 3, pp.20-38.  

Nardi, P., 2003. Doing Survey Research - A Guide to Quantitative Methods. New York: 

Taylor and Francis. 

Newell, S. and Goldsmith, R., 2001. The development of a scale to measure perceived 

corporate credibility. Journal of Business Research, Vol. 52, No. 3, pp. 235-247. 

Nykanen, K., Moller, K., and Järvensivu, T., 2009. Towards a more social perspective of 

network management: An action research study on trust and commitment. In Proceedings of 

the 25th IMP Conference, Marseille, France.  

Ogba, I. and Tan, Z., 2009. Exploring the impact of brand image on customer loyalty and 

commitment in China. Journal of Technology Management in China, Vol. 4, No. 2, pp. 132-

144. 

Orth, U. and Green, M., 2009. Consumer loyalty to family versus non-family business: The 

roles of store image, trust and satisfaction. Journal of Retailing and Consumer Services, Vol. 

16, No. 4, pp. 248-259.  

Palmatier, R., Dant, R. and Grewal, D., 2007. A Comparative Longitudinal Analysis of 

Theoretical Perspectives of Interorganizational Relationship Performance. Journal of 

Marketing, Vol. 71, No. 4, pp. 172-194.  

Palmatier, R., Jarvis, C., Bechkoff, J. and Kardes, F., 2009. The Role of Customer Gratitude 

in Relationship Marketing. Journal of Marketing, Vol. 73, Vol. 5, pp. 1-18.  

Pinkleton, B., 1997. The Effects of Negative Comparative Political Advertising on Candidate 

Evaluations and Advertising Evaluations: An Exploration. Journal of Advertising, Vol. 26, 

No. 1, pp. 19-29.  



48	
	

Rawlins, B., 2009. Giving the emperor a mirror. Towards developing a stakeholder 

measurement of organizational transparency. Journal of Public Relations Research, Vol. 21, 

No. 1, pp. 71-99.  

Rimel, R., 2001. Charity and Strategy: Philanthropy’s Evolving Role. Proceedings of the 

American Philosophical Society, Vol. 145, No. 4, pp. 587- 595.  

Rust, R., Anthony J. and Timothy L., 1995. Return on Quality (ROQ): Making Service 

Quality Financially Accountable. Journal of Marketing, Vol. 59, No 2, pp. 58. 

Sargeant, A. and Lee, S., 2004. Donor Trust and Relationship Commitment in the U.K. 

Charity Sector: The Impact on Behaviour. Nonprofit and Voluntary Sector Quarterly, Vol. 33, 

No. 2, pp. 185-202.  

Saunders, M., Lewis, P. and Thornhill, A., 2016, Research Methods for Business Students. 5th 

edition. Harlow. Pearson Education Limited. 

Shams Ur Rehman, A., Shareef, A. and Ishaque, A., 2012. Role of Trust And Commitment in 

Creating Profitable Relationships With Customers. Interdisciplinary Journal of 

Contemporary Research In Business, Vol. 4, No. 1, pp. 606-615.   

Sharma, A., 1990. The Persuasive Effect of Salesperson Credibility: Conceptual and 

Empirical Examination. Journal of Personal Selling and Sales Management, Vol. 10, No. 4, 

pp. 71-80.  

Stafford, M., Stafford, T. and Day, E., 2002. A Contingency Approach: The Effects of 

Spokesperson Type and Service Type on Service Advertising Perceptions. Journal of 

Advertising, Vol. 31, No. 2, pp. 17-35.  

Taras, V., Kirkman, B. and Steel, P., 2010. Examining he impact of Culture’s consequences: 

A three-decade, multilevel, meta-analytic review of Hofstede’s cultural value dimensions. 

Journal of Applied Psychology, Vol. 95, No. 3, pp. 405-439. 

Theron, E., Terblanche, N. and Boshoff, C., 2008. The antecedents of relationship 

commitment in the management of relationships in business-to-business (B2B) financial 

services. Journal of Marketing Management, Vol. 24, No. 9/10, pp. 997 - 1010. 

Tonkiss, F. and Passey, A., 1999. Trust, confidence and voluntary organizations: between 

values and institutions. SAGE Social Science Collections, Vol. 33, No. 2, pp. 257-274.  



49	
	

Tustin, D., Ligthelm, A., Martins, J. and Van Wyk, H., 2005. Marketing research in practice. 

Pretoria: Unisa Press. 

Valova, A. and Formankova, S., 2014. Corporate Philanthropy in Czech Republic. Procedia 

Economics and Finance, Vol. 12, No. 1, pp. 725-732. 

Verhoef, P., 2003. Understanding the Effect of Customer Relationship Management Efforts 

on Customer Retention and Customer Share Development. Journal of Marketing, Vol. 67, No. 

4, pp. 30-45.  

Wallace, E. and de Chernatony, L., 2011. How Leadership and Commitment Influence Bank 

Employees' Adoption of their Bank's Values. Journal of Business Ethics, Vol. 101, No. 3, pp. 

397-414.  

Weir, L. and Hibbert, S., 2000. Building Donor Relationships: An Investigation into the Use 

of Relationship and Database Marketing by Charity Fundraisers. Service Industries Journal, 

Vol. 20, No. 2, pp. 114-132. 

Wetzels, M., De Ruyter, K. and Van Birgelen, M., 1998. Marketing service relationships: the 

role of commitment. Journal of Business and Industrial Marketing, Vol. 13, No 4/5, pp. 406-

423. 

Wheeler, D., 2011. Problems with Skewness and Kurtosis, Part Two. Qualitydigest.  

Wirtz, J. and Chew, P., 2002. The effects of incentives, deal proneness, satisfaction and tie 

strength on word-of-mouth behaviour. International Journal of Service Industry Management, 

Vol. 13, No. 2, pp. 141-162.  

Xie, Y. and Peng, S., 2009. How to repair customer trust after negative publicity: The roles of 

competence, integrity, benevolence, and forgiveness. Psychology and Marketing, Vol. 26, No. 

7, pp. 572-589.  

Yau, O., McFetridge, P., Chow, R., Lee, J., Sin, L. and Tse, A., 2000. Is relationship 

marketing for everyone? European Journal of Marketing, Vol. 34, No. 9-10, pp. 1111-1127. 

Yeh, Y. and Li, Y., 2009. Building trust in m-commerce: contributions from quality and 

satisfaction. Online Information Review, Vol. 33, No. 6, pp. 1066-1086. 

Zboja, J. and Voorhees, C., 2006. The impact of brand trust and satisfaction on retailer 

repurchase intentions. Journal of Service Marketing, Vol. 20, No. 5, pp. 381-390.  



50	
	

Zikmund W., Babin B., Carr J. and Griffin M., 2010. Business Research Methods eight 

edition, South-Western Cengage Learning, Canada. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



51	
	

9. Appendix   
Skewness	and	Kurtosis	

	

	

 

Table 9. Skewness and Kurtosis table 

	

 

 

Statistic Std. Error Statistic Std. Error

trust1 -0,583 0,209 0,486 0,414

trust2 -0,676 0,209 0,59 0,414

trust3 -0,784 0,209 1,304 0,414

trust4 -1,107 0,209 2,028 0,414

trust5 -0,505 0,209 0,087 0,414

credibility1 -0,428 0,209 -0,43 0,414

credibility2 -0,571 0,209 0,196 0,414

credibility3 -0,425 0,209 -0,28 0,414

credibility4 -1,08 0,209 2,306 0,414

AC1 0,087 0,209 -0,038 0,414

AC2 -0,332 0,209 -0,355 0,414

AC3 0,279 0,209 -0,412 0,414

AC4 0,241 0,209 -0,712 0,414

AC5 -0,06 0,209 -0,802 0,414

Satisfaction1 -0,35 0,209 0,025 0,414

Satisfaction2 -0,332 0,209 0,457 0,414

Satisfaction3 0,059 0,209 0,679 0,414

Satisfaction4 -0,149 0,209 0,842 0,414

Skewness Kurtosis


