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Abstract

Success in internet shopping is determined in partly by whether consumers trust sellers and
products. This paper describes an integrated model for investigating the three main antecedent
influence on consumer trust and the effect of trust on re—purchasing. The model was estimated with
data from 247 consumers in internet shopping. The results revealed that price competitiveness, product difference,
after services, and qualities of web-design were related with consumer trust. Also, the effect of trust on

re-purchasing was observed.
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