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ABSTRACT 

Consumer trust plays a vital role in online purchasing decisions, particularly in the 

growing market of mobile phone accessories. As online shopping becomes increasingly 

popular in Nasugbu, understanding the factors that influence consumer trust is essential in 

promoting safe and reliable online transactions. This study examined consumer trust in online 

sellers of mobile phone accessories in Nasugbu as a basis for developing an accreditation 

guide.  

 The study employed a quantitative descriptive-correlational research design. Data 

were collected through a structured questionnaire administered to 198 student respondents 

from the Education and Business Departments of Dr. Francisco L. Calingasan Memorial 

Colleges Foundation Inc., residing in Nasugbu, Batangas. Statistical tools such as weighted 

mean, standard deviation, and Pearson's r were used to analyze the data. Findings revealed 

that respondents generally agreed that verified badges and consistent branding (WM = 3.45), 

quality and authenticity of mobile phone accessories (WM = 3.44), and ease of navigating 

online platforms and websites (WM = 3.43) contribute to the trustworthiness of online sellers. 

RESEARCH ARTICLE 
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 Among the factors influencing consumer trust, seller credentials (WM = 3.30) ranked 

highest, followed by customer reviews (WM = 3.28) and secure payment systems (WM = 3.26). 

Furthermore, a significant positive relationship was found between the perceived 

trustworthiness of online sellers and the identified trust factors, with seller credentials 

showing the strongest correlation (r = 0.621). The null hypothesis was therefore rejected.  

 The results indicate that consumers place considerable importance on seller 

credibility, authentic products, positive customer feedback, secure payment methods, and 

professional online presentation when engaging in online purchases. Strengthening these 

trust-building factors can enhance consumer confidence and encourage favorable purchasing 

behavior. Based on the findings, an Online Seller Accreditation Guide was proposed to 

establish standards for trustworthiness, transparency, reliability, and consumer protection 

among online sellers of mobile phone accessories in Nasugbu.  

Keywords: Consumer Trust, Online Sellers, Mobile Phone Accessories, Seller Credentials, 

Accreditation Guide 

 

INTRODUCTION 

Online shopping has become an integral part of consumers’ lives, offering convenience 

and a wide variety of products at their fingertips. Among these products, mobile phone 

accessories have gained significant popularity as reliance on smartphones for communication, 

entertainment, and work increases. As more consumers turn to online platforms to purchase 

these accessories, the importance of building trust between buyers and online sellers becomes 

crucial. Trust influences consumers’ purchasing decisions and their overall satisfaction with 

the shopping experience. Therefore, understanding which factors build consumer trust in 

online sellers of mobile phone accessories is essential to developing effective strategies that 

can improve the online shopping environment. 
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One of the main challenges faced by online sellers is building trust without the benefit 

of physical interaction. Unlike traditional retail stores, online platforms rely heavily on 

technological features, visual cues, and reputation signals to convey credibility and reliability. 

To better understand these dynamics, various theories and models have been developed to 

explain how trust is formed and maintained in online transactions. This study aims to identify 

the factors that influence consumer trust in online sellers of mobile phone accessories in 

Nasugbu, a coastal town known for its vibrant marketplace and growing online commerce. The 

goal is to create an accreditation guide that can serve as a standard for trustworthy and reliable 

online retailing. 

Several theoretical frameworks provide valuable insights into consumer trust in online 

settings. The Technology Acceptance and Trust Model (TATM), developed by Chen and Lee 

(2021), emphasizes the role of technological factors such as website usability, security features, 

and ease of use. According to this model, consumers are more likely to trust online sellers if 

they perceive the platform as secure, user-friendly, and useful for their needs. These 

technological elements directly influence their intention to purchase, highlighting the 

importance of a reliable online infrastructure. For sellers, ensuring secure payment systems, 

mobile compatibility, and a seamless shopping experience can significantly boost consumer 

confidence. 

Another relevant theory is the Perceived Risk and Trust Recovery Theory by Kim and 

Park (2022). This theory recognizes that consumers often perceive risks such as product 

quality issues, potential fraud, or delivery delays when shopping online. Such risks can 

diminish trust, especially after negative experiences. However, the theory also emphasizes that 

trust can be recovered through transparent communication, clear refund policies, and prompt 

responses from sellers. These trust recovery mechanisms are vital for maintaining long-term 

relationships with consumers and encouraging repeat purchases. For online sellers, 

implementing strategies that minimize perceived risks and effectively address concerns is 

essential for building and sustaining trust. 
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The Social Capital and Consumer Trust Framework by Rodriguez and Nguyen (2020) 

highlights the importance of social signals in fostering consumer confidence. This framework 

suggests that elements like seller reputation, online reviews, and community engagement 

serve as social capital that influences trust. When sellers actively communicate with their 

customers, encourage reviews, and participate in online communities, they create a positive 

reputation that consumers can rely on. These social cues act as trust signals, helping 

consumers make informed decisions even with limited direct interaction. For accreditation 

purposes, promoting transparency in reviews and encouraging social engagement can 

significantly enhance perceived trustworthiness. 

Lastly, the Trustworthiness of Online Seller Cues Model by Singh and Patel (2023) 

focuses on visual and informational cues that signal credibility. Features such as professional 

website design, verified seller badges, and consistent branding serve as heuristics that 

consumers use to evaluate the trustworthiness of online sellers quickly. These cues help 

compensate for the lack of face-to-face interaction, making it easier for consumers to identify 

reliable sellers at a glance. Establishing standards that require verification badges, 

professional presentation, and branding consistency can therefore serve as effective trust 

signals in the mobile accessories market.  

The legal framework governing electronic commerce and online transactions in the 

Philippines is provided by Republic Act No. 8792, also known as the Electronic Commerce Act 

of 2000. This law recognizes electronic documents, signatures, and online transactions as 

legally valid and enforceable. It establishes the legal legitimacy of online business operations 

and aims to promote the growth of electronic commerce by ensuring consumer protection, 

security, and confidence in digital transactions. Additionally, the law mandates the 

implementation of security measures and standards to protect consumers from fraud and 

deception. The Philippines’ adherence to this legal framework provides a solid basis for 

developing standards and an accreditation guide to ensure online sellers operate ethically, 
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transparently, and within legal boundaries. This ultimately fosters trust in the digital 

marketplace.  

Building consumer trust in online sellers of mobile phone accessories involves multiple 

factors, including technological reliability, a secure payment system, customer reviews, social 

reputation, and Seller Credentials. As the online marketplace continues to grow, particularly 

in Nasugbu, it is increasingly important to establish standards that guide sellers in 

demonstrating trustworthiness. An accreditation guide rooted in these theoretical insights and 

supported by the legal framework can help create a safer, more transparent, and more 

trustworthy online shopping environment. This will benefit both consumers and sellers by 

fostering confidence, encouraging more online transactions, and promoting a healthy digital 

marketplace. 

LITERATURE REVIEW 

Review of Related Literature 

Consumer trust is a critical factor in online purchasing behavior because it influences 

consumers' willingness to transact with online sellers. In the context of mobile phone 

accessories, trust is shaped by several factors that help consumers assess the credibility and 

reliability of sellers before making a purchase. Previous studies have identified verified badges, 

branding consistency, website usability, product authenticity, secure payment systems, 

customer reviews, and seller credentials as important determinants of consumer trust.  

Verified Badge and Consistent Branding 

Verified badges serve as indicators of legitimacy and credibility in online marketplaces. 

According to Li and Zhang (2021), consumers are more likely to purchase from sellers with 

verified badges because they reduce perceived risks and increase confidence in the seller. 

Similarly, Wang and Liu (2022) found that consistent branding through uniform logos, colors, 

and messaging enhances professionalism and reliability. Kim and Lee (2020) further 



 

 

                      Instabright International Journal of Education and Social Sciences   www.iijess.com 

                 Vol. 1, Issue 1                                                        ISSN (O): 3155-7821 

emphasized that seller verification and branding consistency increase consumers' perception 

of trustworthiness and strengthen purchase intentions.  

Ease of Navigating Online Platforms and Websites 

Website usability plays a significant role in establishing consumer trust. Ahmed and 

Malik (2021) explained that user-friendly interfaces, clear product information, and simple 

navigation enhance consumers' confidence in online platforms. Supporting this view, Yao 

(2022) revealed that straightforward website structures and efficient search functions improve 

trust and encourage online purchases. Cheng and Lee (2023) also found that websites with 

fast loading times and organized content positively influence consumers' perceptions of 

reliability and security.  

Quality and Authenticity of Mobile Phone Accessories 

Product quality and authenticity are essential considerations in online shopping. Liu 

and Liang (2022) reported that consumers rely on product certifications, seller reputation, 

and customer feedback when evaluating authenticity. Likewise, Chen and Wang (2021) found 

that authentic products and transparent product descriptions reduce perceived risk and 

increase consumer confidence. Consumers are more likely to trust sellers who consistently 

provide genuine, high-quality products and accurate information regarding their offerings.  

Secure Payment System 

Secure payment systems are vital in minimizing transaction risks and enhancing 

consumer trust. Chen and Xie (2021) emphasized that security features such as encryption, 

two-factor authentication, and secure payment gateways protect consumers' financial 

information and increase confidence in online transactions. Huang and Rust (2020) likewise 

noted that effective payment security reduces consumers' fear of fraud and encourages them 

to complete online purchases. Thus, payment security remains a major component of trust-

building in e-commerce.  
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Customer Reviews 

Customer reviews function as social proof that influences consumers' trust and 

purchasing decisions. Lee and Kim (2021) found that detailed and authentic reviews increase 

seller credibility and positively affect purchase intentions. Zhang and Wang (2022) further 

explained that reviews help consumers evaluate product quality, seller reliability, and overall 

value. Positive and credible reviews reduce uncertainty and strengthen confidence in online 

transactions, making them an important trust factor.  

Seller Credentials 

Seller credentials provide evidence of legitimacy and professionalism. Chen and Zhang 

(2021) stated that verified seller status, certifications, and transparent business information 

significantly enhance consumer trust. Kumar and Das (2022) similarly found that consumers 

perceive sellers with complete profiles and verified credentials as more reliable. Seller 

credentials act as trust signals that reduce information uncertainty and encourage consumers 

to engage in online purchasing activities.  

Relationship Between Trustworthiness and Consumer Trust Factors 

Several studies have established the relationship between trustworthiness and 

purchasing behavior. Jiang and Liang (2021) found that seller reputation, transparency, and 

website quality significantly influence consumers' willingness to make purchases. Kim and 

Kim (2022) also reported that seller reliability, product quality, and customer service 

strengthen consumers' trust, leading to repeat purchases and customer loyalty. These findings 

suggest that trust-building factors directly affect consumers' perceptions and online buying 

decisions.  

Online Seller Accreditation Guide 

Seller accreditation has been recognized as an effective means of enhancing trust in 

online marketplaces. Zhou and Li (2021) argued that accreditation programs serve as 
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indicators of seller credibility and reduce perceived risks among consumers. Kumar and Singh 

(2022) further emphasized that standardized certification systems increase seller legitimacy 

and promote consumer confidence. Through accreditation, online sellers can demonstrate 

compliance with trust and quality standards, thereby creating a safer and more reliable online 

shopping environment. 

RESEARCH QUESTIONS 

1. What is the perception of the respondents regarding the trustworthiness of online 

sellers of mobile phone accessories in Nasugbu, in terms of?  

1.1 Verified badge and Consistent Branding  

1.2 Ease of navigating online platforms and websites 

1.3 Quality and authenticity of mobile phone accessories 

2. What are the factors influencing consumer trust in online sellers of mobile phone 

accessories in Nasugbu in terms of:  

2.1. Secure Payment System; 

2.2. Customer Review; and 

2.3. Seller Credentials? 

3. Is there a significant relationship between the perceptions of the respondents on the 

trustworthiness of online sellers and the factors influencing consumer trust in online 

sellers? 

4. What Accreditation Guide may be crafted based on the results of the study? 
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METHODOLOGY 

This chapter presents the methods and statistical tools employed to analyze the data 

gathered in this study. It outlines the research design, data collection procedures, and the 

specific statistical treatments used to address the research questions and hypotheses. The 

primary goal of this chapter is to provide a clear and systematic approach to analyzing 

respondents' perceptions of online sellers' trustworthiness and the factors influencing 

consumer trust in Nasugbu. Through appropriate descriptive and inferential statistics, the 

chapter aims to generate meaningful insights that will inform the development of an 

accreditation guide for online sellers of mobile phone accessories. 

Research Design 

This study uses a quantitative research design to explore consumer trust in online 

sellers of mobile phone accessories in Nasugbu. According to Creswell (2020), quantitative 

research is suitable because it gathers numerical data that can be analyzed statistically to 

identify patterns and relationships. The main goal is to measure respondents' perceptions and 

determine the factors that influence their trust, providing objective insights that can help 

develop an accreditation guide for online sellers. 

The research adopts a descriptive-correlational approach. According to,  

Gay, Mills, and Airasian (2020), descriptive research helps to understand respondents' 

perceptions of trustworthiness, while correlational analysis examines the relationship 

between perceived trust and factors like secure payment systems, customer reviews, and seller 

credentials. This combined approach gives a clear picture of the current level of trust among 

consumers in Nasugbu’s mobile phone accessory market 

Data will be collected through structured questionnaires. These questionnaires are 

designed to measure perceptions of trustworthiness aspects such as verified badges, consistent 

branding, ease of navigation, and product authenticity. They will also gather information on 
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factors influencing trust, including the security of payment methods, credibility of reviews, 

and seller legitimacy. 

The sampling method will be stratified purposive sampling, which, according to 

Cochran (2020), helps ensure that different demographic groups are represented. This 

improves the accuracy and generalizability of the results. The sample size will be calculated to 

ensure statistical validity. 

Data analysis will involve descriptive statistics to summarize the perceptions and 

Pearson’s correlation coefficient to identify significant relationships between variables. This 

approach aligns with the study's objectives and provides a solid foundation for understanding 

consumer trust and its influencing factors. 

 Using a quantitative method allows the study to produce measurable evidence that can 

guide the creation of an accreditation guide. The findings are expected to offer useful insights 

for stakeholders to improve trust standards and boost consumer confidence in Nasugbu’s 

online marketplace. This approach helps keep the research objective clear and grounded in 

established methods (Leedy & Ormrod, 2020). 

Locale of the Study 

The study was conducted within Nasugbu, Batangas, a picturesque municipality 

renowned for its beautiful beaches, lush landscapes, and scenic coastal views, which make it a 

popular destination for both locals and tourists. The research focused on residents who are 

students of Dr. Francisco L. Calingasan Memorial College Foundation, Inc., specifically those 

enrolled in the Education and Business departments. The total population comprised 411 

students, with 250 students from the Education Department and 161 students from the 

Business Department. Out of this population, one hundred ninety-eight (198) respondents 

were surveyed, based on Cochran’s formula, to ensure the consistency and validity of the data 

collected. These participants are active users of online platforms and are familiar with 

purchasing mobile phone accessories through digital channels. The choice of Nasugbu as the 
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locale is significant because of its vibrant digital commerce activities amid its scenic 

environment, which influences consumer behavior and trust in online selling. The area's 

natural beauty and appeal provide an ideal setting for exploring consumer perceptions and 

trust factors in online transactions. This locale's features support the development of an 

accreditation guide aimed at fostering trustworthy online selling practices, thereby enhancing 

consumer confidence within the community. 

Respondents of the Study 

The respondents of this study are selected residents of Nasugbu, Batangas, who are 

currently enrolled students at Dr. Francisco L. Calingasan Memorial College Foundation Inc., 

specifically from the Education and Business departments. The target respondents are active 

consumers of online shopping platforms, particularly those who have experience purchasing 

mobile phone accessories through digital channels. The sample size consists of 198 students, 

carefully chosen based on the results of reliability testing to ensure data accuracy and 

consistency. These respondents were selected to gather insights into consumer perceptions 

regarding trustworthiness in online sellers. Their responses will serve as the primary data 

source for analyzing consumer trust factors and the development of an accreditation 

framework tailored to the local context of Nasugbu’s digital marketplace. 

Research Instrument 

The primary purpose of this research instrument is to quantitatively assess consumers’ 

perceptions of the trustworthiness of online sellers of mobile phone accessories in Nasugbu. 

Specifically, it aims to measure the effect of verified badges and consistent branding on 

consumer trust, the influence of website usability and ease of navigation on trust levels, 

consumers’ perceptions of product authenticity and quality and their impact on trust, the role 

of secure payment systems in enhancing consumer confidence, the importance of customer 

reviews and feedback in establishing trust, the impact of seller credentials and accreditation 

mechanisms on consumer trust, the relationship between perceived trustworthiness and 
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actual purchasing behavior, and consumers’ perceptions of the effectiveness of online seller 

accreditation frameworks. 

This study will utilize a Structured Quantitative Questionnaire employing a Likert-

scale format, which is appropriate for measuring attitudes, perceptions, and levels of 

agreement or disagreement with various statements. The questionnaire will be divided into 

several sections, each focusing on different trust factors identified in the literature and 

theoretical frameworks. 

The instrument is designed to collect objective, numerical data that can be statistically 

analyzed to determine correlations, regressions, and other relationships pertinent to 

consumer trust and purchasing behavior. The questionnaire will be pilot-tested to ensure 

clarity, reliability, and validity of the items, with adjustments made based on feedback. 

The Likert-scale responses will allow for the computation of mean scores, standard 

deviations, and reliability coefficients such as Cronbach’s alpha. This approach facilitates 

measuring the degree of agreement on each trust factor, enabling a comprehensive 

understanding of the importance of each element in shaping consumer trust in online mobile 

phone accessory sellers. The instrument is also structured to enable comparisons across 

demographic groups, enhancing the robustness of the findings. 

Construction, Validation, and Test of Reliability of the Research. 

This part outlines the procedures employed to develop, validate, and test the reliability 

of the research instrument used in this study. The primary goal was to ensure that the 

questionnaire accurately measures the constructs related to consumer trust in online sellers 

of mobile phone accessories in Nasugbu and that it produces consistent and dependable 

results 

The construction of the research instrument involved a systematic process of item 

development based on the research questions and review of existing literature. The 
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questionnaire was divided into sections corresponding to the specific aspects of trust and 

influencing factors identified in the statement of the problem. Items were formulated to assess 

respondents’ perceptions of trustworthiness in terms of verified badges and consistent 

branding, ease of navigating online platforms, and the quality and authenticity of mobile 

phone accessories. Additionally, items related to the influencing factors of secure payment 

systems, customer reviews, and seller credentials were included to capture their impact on 

consumer trust. 

To ensure content validity, the draft questionnaire was submitted to a panel of experts, 

including a marketing Advisor, digital marketer, and Marketing Analyst. Their feedback and 

suggestions were incorporated to refine the items, ensuring clarity, relevance, and 

comprehensiveness. The revised instrument was then pilot-tested with a sample of 

respondents similar to the target population in Nasugbu. This pilot testing aimed to evaluate 

the clarity of items and identify any ambiguities or issues in understanding.  

The reliability of the instrument was assessed through a statistical analysis of the pilot 

test responses using Cronbach’s alpha coefficient. This measure determined the internal 

consistency of each section and the overall instrument. A Cronbach’s alpha value of 0.70 or 

higher was considered acceptable, indicating that the items within each section reliably 

measured the intended constructs. The results yielded a Cronbach’s alpha of 0.85 for the 

trustworthiness perception scale and 0.82 for the factors influencing consumer trust, 

confirming the instrument’s reliability.  

Based on these procedures, the final version of the questionnaire was deemed valid 

and reliable for data collection. The validated instrument was then used in the main survey to 

gather data from respondents in Nasugbu. This ensured that the findings would be both 

accurate and consistent, thereby providing a solid foundation for the development of an 

accreditation guide for online sellers of mobile phone accessories. 
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Ethical Considerations 

This study will be conducted in strict accordance with ethical research standards to 

ensure the integrity and protection of all participants. Before data collection, informed consent 

will be obtained from all respondents, ensuring they are fully aware of the purpose of the study, 

their voluntary participation, and their right to withdraw at any time without penalty. 

Participants' anonymity and confidentiality will be rigorously safeguarded; personal 

identifiers will not be collected, and data will be anonymized during analysis and reporting. 

The researchers will ensure that all information provided by respondents remains confidential 

and will only be used for this study. The study will avoid any form of coercion or undue 

influence, ensuring that participation is entirely voluntary. Furthermore, the research will 

respect cultural sensitivities and uphold honesty and transparency throughout the process. 

Ethical approval will be secured from the appropriate institutional review board or ethics 

committee before the commencement of the study to guarantee adherence to ethical standards 

in research involving human subjects. The researchers are committed to maintaining high 

ethical standards to promote trust and credibility in the research process, ultimately 

contributing to the development of a responsible and reliable accreditation guide for online 

sellers of mobile phone accessories in Nasugbu. 

Artificial Intelligence and Declaration of Ethical Compliance 

This research study was conducted with strict adherence to ethical standards and 

principles governing academic and scientific inquiry. All data collection procedures, including 

surveys and interviews, were carried out with the informed consent of the respondents, 

emphasizing voluntary participation and confidentiality of their responses. Participants were 

informed of the purpose of the study, and their privacy rights were upheld throughout the 

research process. 

 In the development of this study, the use of Artificial Intelligence tools, such as 

language processing and editing software (e.g., Grammarly and QuillBot), was employed solely 
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for enhancing the clarity, coherence, and grammatical accuracy of the manuscript. These AI 

tools served as aids in refining the presentation of the research content and did not influence 

the data collection, analysis, or interpretation of the findings. 

 All data gathered were obtained ethically, with honesty and integrity, ensuring that the 

information truly reflects the perceptions and opinions of the respondents. The researchers 

affirm that the study complies with institutional ethical guidelines and relevant laws 

concerning research conduct and data privacy. 

Furthermore, the researchers declare that there are no conflicts of interest related to 

this study, and all sources of information, whether human or technological, have been duly 

acknowledged. The findings and conclusions drawn from this research are based solely on the 

data collected, analyzed, and interpreted in accordance with scientific and ethical standards. 

Data Gathering Procedure 

The data collection process will employ a structured survey questionnaire designed to 

gather quantitative data from respondents in Nasugbu who have prior experience purchasing 

mobile phone accessories from online sellers. The questionnaire will be developed based on 

the specific variables outlined in the statement of the problem, ensuring that each item 

accurately captures respondents’ perceptions regarding the trustworthiness of online sellers. 

To facilitate reliable and valid responses, the questionnaire will be pre-tested among a small 

sample of respondents similar to the target population to identify and rectify any ambiguities 

or inconsistencies. Following the pre-test, necessary revisions will be made to enhance clarity 

and comprehensiveness. The finalized questionnaire will be administered through both online 

and face-to-face distribution methods to reach a broader demographic, ensuring inclusivity 

and higher response rates.  

Respondents will be selected using a stratified random sampling technique to ensure 

representation across different age groups, genders, and socio-economic backgrounds within 

Nasugbu. Prior to data collection, respondents will be briefed on the purpose of the study, and 
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their informed consent will be obtained to uphold ethical standards. Data collection will be 

carried out over a specified period, with researchers available to assist respondents in 

understanding and completing the questionnaire. To ensure data accuracy and integrity, 

completed questionnaires will be reviewed for completeness before data encoding. The 

collected data will then be subjected to statistical analysis, including descriptive statistics to 

summarize respondents’ perceptions and inferential statistics such as correlation analysis to 

examine the relationship between perceived trustworthiness and influencing factors. Through 

this systematic data gathering process, the study aims to produce valid, reliable, and 

comprehensive insights into consumer trust in online sellers of mobile phone accessories in 

Nasugbu, serving as a foundation for developing an accreditation guide. 

Statistical Treatment of Data 

This section describes the statistical tools and techniques that will be used to analyze 

the data gathered from the respondents. The purpose of these analyses is to interpret the 

perceptions of consumers regarding online sellers of mobile phone accessories, identify the 

factors influencing trust, determine the relationships among variables, and inform the 

development of an accreditation guide. 

The data collected through questionnaires will be processed and analyzed using the 

following statistical methods of the findings: 

1.1 Weighted Mean and Standard Deviation were used to determine the Perception of 

Respondents Regarding the Trustworthiness of Online Sellers. 

2.1. Weighted Mean and Standard Deviation were used to determine the factors Influencing 

Consumer Trust in Online Sellers. 

 

Scale 

 

Range 

 

Quantitative Range 

Description 

4 3.50-4.00 Strongly Agree 

3 2.50-3.49 Agree 
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2 1.50-2.49 Disagree 

1 1.00-1.49 Strongly Disagree 

3.1. Pearson’s r was used to determine the relationship between Perception of 

Trustworthiness and Influencing Factors. 

 

FINDINGS 

1. Perception of the Respondents on the Trustworthiness of Online Sellers 

 The respondents generally agreed that online sellers of mobile phone accessories can 

be considered trustworthy when they demonstrate important trust-building characteristics. 

Among the indicators,  

1.1. verified badges and consistent branding received the highest composite mean of 

3.45, indicating that consumers place the greatest importance on visible signs of 

credibility and professionalism. Respondents believed that verified badges make 

sellers appear more trustworthy and reduce concerns about fraudulent transactions. 

1.2 Quality and authenticity of mobile phone accessories obtained a composite mean 

of 3.44, showing that consumers highly value genuine and quality products. 

Respondents agreed that poor-quality products reduce their trust and that detailed 

product information enhances their confidence in online sellers.  

1.3 Ease of navigating online platforms and websites received a composite mean of 

3.43. The findings suggest that consumers are more likely to trust online sellers whose 

platforms are organized, user-friendly, and responsive. Clear product categories, easily 

accessible information, and efficient website performance contribute to a positive 

perception of trustworthiness. 
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2. Factors Influencing Consumer Trust in Online Sellers 

 The study revealed that respondents agreed that all identified factors significantly 

influence their trust in online sellers. Among these factors: 

2.1 Seller credentials ranked highest with a composite mean of 3.30.  

Consumers considered verified and transparent seller information, such as business 

permits, seller profiles, and credentials, as essential indicators of legitimacy and 

trustworthiness. 

2.1 Customer reviews followed, with a composite mean of 3.28. Respondents 

acknowledged that reviews help them assess product authenticity, seller reliability, and 

purchasing risks. Honest and authentic reviews were found to strengthen consumer 

confidence when making online purchasing decisions.  

2.3. Secure payment systems received a composite mean of 3.26. The findings indicate 

that consumers feel more comfortable and secure when online sellers provide safe 

payment options and clearly implement measures to protect financial information. 

3. Significant Relationship Between Trustworthiness and Consumer Trust 

Factors 

 The study found a significant positive relationship between respondents' perceptions 

of online seller trustworthiness and the identified factors influencing consumer trust. All 

variables yielded significant results. 

 Among the factors, seller credentials showed the highest correlation coefficient (r = 

0.621), followed by customer reviews (r = 0.592) and verified badges and consistent branding 

(r = 0.591). The results indicate that improvements in these trust factors are associated with 

increased perceptions of trustworthiness among consumers. Therefore, the null hypothesis 

stating that there is no significant relationship between the variables was rejected. 
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4. Proposed Accreditation Guide 

Based on the study's findings, an Online Seller Accreditation Guide was developed. The 

guide includes standards related to verified badges and branding, website usability, product 

quality and authenticity, secure payment systems, customer review management, and seller 

credentials. The proposed guide aims to promote trustworthiness, transparency, reliability, 

and consumer protection among online sellers of mobile phone accessories in Nasugbu. 

 

Conclusions 

Based on the findings of the study, the following conclusions are drawn: 

1. Consumers highly value trust signals when purchasing mobile phone accessories 

online. Verified badges, consistent branding, product authenticity, and a user-friendly 

online platform contribute positively to their perception of seller trustworthiness.  

2. Seller credentials, customer reviews, and secure payment systems are essential factors 

that influence consumer trust. Consumers are more confident in purchasing from 

sellers who demonstrate transparency, credibility, and concern for transaction 

security.  

3. There is a significant positive relationship between the perceived trustworthiness of 

online sellers and the factors influencing consumer trust. This means that as online 

sellers strengthen these factors, consumer trust is also likely to increase. The rejection 

of the null hypothesis is supported by the findings of this study, which reveal that 

consumers' perceptions of online seller trustworthiness are significantly influenced by 

factors such as verified badges, seller credentials, customer reviews, and ease of 

website navigation. These results are consistent with the study of Jiang and Liang 

(2021), which found that trust in online sellers is significantly associated with seller 

reputation, transparency, and website quality. The alignment between the present 
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findings and previous research strengthens the evidence that credibility-related factors 

play a crucial role in establishing consumer trust. Therefore, the significant 

relationship observed in the study provides sufficient basis for rejecting the null 

hypothesis. Furthermore, the results support the findings of Kim and Kim (2022), who 

emphasized that perceived trustworthiness significantly affects consumer behavior 

and is enhanced by seller reliability, product quality, and service quality. Similarly, 

respondents in the present study considered seller credentials, customer reviews, 

product authenticity, and secure payment systems as important indicators of 

trustworthiness. The consistency of these findings with established literature suggests 

that trust-enhancing factors contribute to greater consumer confidence and positive 

purchasing behavior. Consequently, the significant influence of these factors further 

justifies the rejection of the null hypothesis and supports the acceptance of the 

alternative hypothesis. 

4. Trust plays a vital role in consumers' online purchasing decisions. Sellers who provide 

authentic products, maintain professional branding, offer secure payment options, and 

present clear business credentials are more likely to gain consumer confidence and 

encourage repeat purchases.  

5. The proposed accreditation guide is a practical tool that can help establish standards 

for trustworthy online selling practices and promote a safer online marketplace for 

both buyers and sellers.  
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Recommendations 

Based on the findings and conclusions of the study, the following recommendations are 

proposed: 

1. Online sellers should prioritize the quality and authenticity of their products by 

providing accurate product descriptions, authenticity guarantees, and complete 

product information to reduce consumer uncertainty. They should also encourage 

customers to leave honest reviews and actively respond to customer concerns. 

Maintaining a transparent review system can help build credibility, strengthen 

consumer trust, and improve buyer confidence. 

2. E-commerce sellers and platform administrators should strengthen payment security 

measures and communicate these protections clearly to consumers to improve their 

confidence in online transactions.  

3. Business owners and online sellers should make their credentials visible and easily 

verifiable by providing business permits, seller profiles, contact information, and clear 

return policies. It is recommended that the use of proposed accreditation guide be used 

as a reference for promoting ethical and trustworthy online business practices among 

aspiring entrepreneurs and online sellers.  

4. Future researchers may conduct similar studies involving larger populations, different 

product categories, or other municipalities to further validate and improve the 

proposed accreditation guide and contribute to the development of consumer trust 

research in e-commerce. 
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