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Several studies in marketing have shown that trust in a firm or its representatives can positively impact on customers’ behavior, also in

the financial sector. Only few studies, however, have taken the institutional environment in which the action takes place into account.

Our model of trust in financial decision making comprised three objects of trust (trust in the system, the bank and the financial

advisor) and as mediating variable the customer’s trusting expectation that the investment decision was good, worthwhile and low-risk

(trusting expectation). The target variable was the customer’s trusting behavioral intention to make an investment at the respective

bank (trusting intention). The empirical research reveals that for the specific context, although the institutional environment in which

the decision takes place is relevant, that investing is a very personal business: While system trust only marginally influences private

investors’ decision making, our research suggests that trusting the person who advises the investor in his or her decision making is

most important.
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Trust in Financial Investments: Who or What Really Counts
Christopher Ruppel, Johannes Gutenberg-University Mainz, Germany

Sabine Einwiller, Johannes Gutenberg-University Mainz, Germany

The latest upheavals in the financial markets revitalized the debate on the role of customer trust in banks and in the financial system in 
general and stimulated discussions as well as actions concerning stricter rules and regulations in this sector. Several studies in marketing have 
shown that trust in a firm or its representatives can positively impact on customers’ behavior, also in the financial sector. Only few studies, 
however, have taken the institutional environment in which the action takes place into account. One exception is the study conducted by Gray-
son, Johnson and Chen (2008) who distinguish between ‘narrow scope trust’ referring to trust in individual firms and their representatives and 
‘broad scope trust’ referring to system trust and generalized trust. The authors highlight the role of trust in the broader context as an antecedent 
and narrow scope trust as a mediator for customer satisfaction. The specific role of the consumer’s trust in the banker, i.e. the person advis-
ing the financial investment decision, was however not clarified. We argue that differentiating between the bank as an organization and the 
advisor as a person is significant, because the personal relationship between customer and financial advisor can play a crucial role in financial 
decision making (e.g. Howcroft, Hewer, and Durkin 2003). To gain an extensive view on the mechanisms of trust in financial decision mak-
ing, we therefore propose to differentiate between the following three objects of trust: the financial system, the bank and the financial advisor. 

In developing a model of trust in financial investments we drew on attitude theories (Ajzen 1991; Fazio 1990) and former definitions of 
trust (Lewis and Weigert 1985; McKnight, Cummings, and Chervany 1998) according to which trust shall be conceptualized as a multidimen-
sional construct, comprising a cognitive evaluation of the trust objects, a positive expectation as well as a behavioral intention to invest and 
thereby accept vulnerability (Rousseau et al. 1998). Thus, the final model comprised the three objects of trust (trust in the system, the bank 
and the financial advisor) and as mediating variable the customer’s trusting expectation that the investment decision was good, worthwhile 
and low-risk (trusting expectation). The target variable was the customer’s trusting behavioral intention to make an investment at the respec-
tive bank (trusting intention). As potential influencing variables on trust in the bank we tested the reputation of the bank and the familiarity 
and satisfaction with the bank, and as potential antecedents of trust in the advisor familiarity and satisfaction.

To test the model, an online survey was conducted among private investors between January and March 2010. Participants were re-
cruited by tapping personal networks and applying a pyramid scheme. Participants were asked to answer the questions with respect to their 
latest investment. The analysis builds on 145 cases. Data were analyzed using structural equation modeling with Partial Least Squares (PLS) 
on account of two crucial advantages: it allows representing both formative and reflective latent constructs (Jarvis et al. 2003) and even with 
small sample sizes it generates robust results (Chin and Newsted 1999). Evaluation of the measurement model produced satisfying results: 
For reflective constructs (a) indicator reliability, (b) construct reliability (c) convergent validity and (d) discriminant validity were assessed. 
In the final model (a) factor loadings exceeded a minimal acceptable value of 0.7 and were significant at p < 0.05, (b) composite reliability 
was greater than 0.7, (c) the average variance extracted exceeded the threshold of 0.6 for each construct, and (d) the Fornell-Larcker-Criterion 
(1981) was met for each latent variable. Concerning formative constructs (here: familiarity) multicollinearity was investigated by the variance 
inflation factor, which in every case fell below the recommended threshold of 5 (Diamantopoulos et. al. 2008). Evaluation of the structural 
model was also supporting our model: All except two of the path coefficients were significant at p < 0.05. Path coefficients show that trust 
in the system only exerts a moderate influence on the trusting expectation (b = 0.145) and the trusting intention (b = 0.103). Strong effects, 
however, originate from trust in the bank and trust in the advisor. While trust in the bank exerts its influence on the trusting intention mainly 
through the person’s trusting expectation (b = 0.343), trust in the advisor has the strongest direct effect on the trusting intention (b = 0.324). 
Calculating total effects reveals that trust in the advisor is the main driver of a trusting intention (btot = 0.399 vs. btot = 2.88 for trust in the 
bank respectively btot = 0.148 for trust in the system).  The variable exerting the strongest influence on trust in the bank is its reputation (b = 
0.470); familiarity was the variable most relevant for trust in the advisor (b = 0.532). The high predictive power of the model is indicated by 
R2 values exceeding a value of 0.36 for all endogenous constructs. The corresponding Stone-Geisser test criterion Q2 exceeding the threshold 
of 0 for dependent variables suggests likewise a strong predictive relevance (Chin 1998).

Our study shows that the complex phenomenon of trust demands a similarly comprehensive conceptualization. For the specific context 
of this research, the model reveals that although the institutional environment in which the decision takes place is relevant, however, that 
investing is a very personal business: While system trust only marginally influences private investors’ decision making, our research suggests 
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that trusting the person who advises the investor in his or her decision making is most important. It is important to note that the research 
was conducted during turbulent times, namely within the context of a dramatic financial crisis. Perceived uncertainty which was most likely 
enhanced by the situation might have amplified the role of trust in the advisor. Further research shall clarify the influence of situation specific 
uncertainty for the role of the different objects of trust in engendering a trusting expectation and intention. 
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Price on the Top of the Price: Effect of Sales Tax and Product Price on Consumers’ 
Estimates of the Total Purchase Price

Igor Makienko, Universty of Nevada, Reno, USA

If consumers are well aware of sale taxes but do not see them on price tags does this mean that they are not influenced by this universal 
surcharge when they estimate the total purchase price? In our research we explore the impact of sale taxes on consumers’ estimations of the 
total purchase price in traditional retail settings and suggest that price level will moderate the impact of sale taxes on consumers’ estimations 
of the total purchase price.

Too tired to care: the selfish impulse and the will to be fair
Sachin Banker, MIT, USA

The studies presented here aim to address the apparent conflict that exists in proposed accounts of the nature of fairness versus self-
interest motives. While some neuroscientific evidence has provided support for the view that the concern for fairness relies on an emotional 
impulse that must be controlled in order to act in rational self-interest, other evidence has supported an opposing view that the concern for 
fairness is instead realized through the control of selfish impulses. The two psychological theories generated from this neural evidence were 
tested using ego-depletion methods and provide support for the latter view that people are in fact driven by selfish impulses that must be 
resisted in order to enact fair outcomes. Moreover, it is also found that more general implementation of altruistic, reciprocal, as well as ef-
ficiency norms requires the control of self-interested impulses. This evidence offers important implications regarding consumer behavior that 
differ dramatically from those generated by the conflicting account.

THEORETICAL BACKGROUND
In a seminal study, Sanfey et.al. (2003) had subjects play an ultimatum game while placed in an fMRI. Faced with a choice to accept or 

reject a proposed split of an endowment, subjects had to weigh their desire for a fair outcome against a desire for money. It was found that 
rejections of especially low, unfair offers was associated with activation in the anterior insula, a region of the brain thought to be involved in 
the representation of feelings of pain and disgust, and this finding is taken to be indicative of the fact that motives for fairness are subserved 
by emotional impulses that must be regulated to act in an economically normative manner. 

However, in a study that had subjects play an ultimatum game while temporarily disrupting activity in the right DLPFC, an area of the 
brain implicated in the cognitive control of impulse, subjects actually accepted unfair offers more often (Knoch et.al. 2006). This finding runs 


