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Abstract 

Online retailers are encountering higher traffic, and their businesses are proliferating with the 

integration of online shopping into consumers’ day-to-day lives. Despite the massive growth 

of online shopping, customers still lack trust in online retailers. The major challenge faced by 

online companies operating in emerging economies is to convince customers who are fearful 

of adopting online shopping. Trust is a very critical factor that is coming in the way of the 

growth of online retail. Online retail companies have taken several steps to enhance customer 

trust, which in turn, draws their intention to purchase from them (Stouthuysen et al., 2018). 

The payment on delivery (POD) option is one of the options to develop trust as opposed to 

the payment on order (PO) option that retailers conventionally use (Xu Na, Bai Shi Zhen & 

Wan Xiang, 2017). Both payment systems prevail in the online context. Cash is a most 

painful form of payment (Raghubir & Srivastava, 2008) but still, it is a preferred mode of 

payment in emerging economies. POD is popular in several emerging countries, such as 

India, Nigeria, China, Italy, etc.(Chiejina & Olamide, 2013; Pencarelli, Skerhakova, Ali 

Taha, & Valentiny, 2018; Thakur & Srivastava, 2015). Though POD is used as an alternative 

to PO, the effects of these different payment options on customer trust have not yet been 

investigated. Nor does the research show on which conditions each of these payment options 

generates more trust. This gap in the literature prompts this study.  

Online retailers tend to face challenges in implementing the POD option, and it is a cost-

intensive option for them (Mangiaracina Riccardo & Alessandro, 2009). A lack of 

understanding of whether or not customers trust PO and POD options and in which 

conditions or circumstances they trust each of these payment options is a challenge for the 

retailers in building customer trust in their payment methods. We address the research gap 

discussed above through three studies. In the first study, we explore, do customer trust in 
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online retailer differ between payment on order and payment on delivery options. We also try 

to find do perceive risk mediates between Payment Options and trust in the online retailer. 

Studies two and three investigate the role of the delivery period and the retailer’s corporate 

image as a moderator in the model.  

We conducted experiments by creating a dummy website and gave twelve different 

conditions to the respondents. Respondents have to select any one of the conditions randomly 

and answer the questionnaire. After data collection, we tested the entire hypothesis by using 

the SPSS process module. The finding of this study suggests that online retailers providing 

POPD options are trusted more than the retailer only PO or only PD options. It was also 

found that perceived risk mediates between payment options and trust in the online retailer. 

Also, the result suggests that the Corporate Image and Delivery period act as a moderator 

between the payment option and trust on the online retailer. It was also found that both 

moderator retailer corporate image and delivery period moderate the relationship between 

payment option and perceived risk. This study enriches the payment literature in ecommerce.  

The study also gives insights to the marketers about the importance of different payments to 

build trust.  Also, this paper contributes to the practitioners to understand that initially if the 

online retailer is new when they have no corporate image or low corporate image POPD 

options can increase trust in the consumer. 

  

Keywords: Online Retail, Pain of Payment, Cash on Delivery (COD), Payment options 
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Annexure 

Pretest for designing the questionnaire 

Online Shopping 

I invite you to participate in a study on your online shopping behaviour. It will just take your 

2 minutes time to fill it. Your participation is voluntary and in case of any discomfort, you 

can opt-out from the survey at any point in time. The information provided by you will be 

confidential.  

 

1. Have you ever purchase any apparel online? 

Yes      No    

2. What is your frequency of purchase? 

          1-2 times in a year 

           3-4 times in a year 

           5-6 times in year 

           More than 6 times in a year 

3. What time period you consider for the delivery of apparel items to be high? 

           More than 2 days 

            More than 3 days 

 More than 4 days 

 More than 5 days 

 More than 6 days 

 More than 7 days 

 

4. Kindly name all the online retailers from which you purchase your apparel? 
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5. You gender 

   Male 

  Female 

6. You age is 

Under 18 years old 

18-24 years old 

25-34 years old 

35-44 years old 

More than 44 years old 
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Questionnaire for the study for (Payment on Order) conditions 

 

Dear Participant,  

 

I invite you to participate in a study on your online shopping behaviour. Your participation is 

voluntary and in case of any discomfort, you can opt out from the survey at any point in time. 

You will take 3-4 minutes to complete the survey. The information provided by you will 

remain confidential. If you want to know aggregate findings, feel free to write me at 

f15deepakr@iimidr.ac.in 

 

Section 1 

 

People call you by 

 

 

I am  

   

Male   

 

Female 

 

 

How Many Birthdays You Have Celebrated Yet 

 

Below 18 

 

18-24 

 

25-34 

 

35-44 

 

45-54 

 

Over 55 
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Questionnaire for the study for (POPD) conditions 
 

Dear Participant,  

 

I invite you to participate in a study on your online shopping behaviour. Your participation is 

voluntary and in case of any discomfort, you can opt out from the survey at any point in time. 

You will take 3-4 minutes to complete the survey. The information provided by you will 

remain confidential. If you want to know aggregate findings, feel free to write me at 

f15deepakr@iimidr.ac.in 

 

Section 1 

 

People call you by 

 

 

I am  

   

Male   

 

Female 

 

 

How Many Birthdays You Have Celebrated Yet 

 

Below 18 

 

18-24 

 

25-34 

 

35-44 

 

45-54 

 

Over 55 
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Questionnaire for the study for (POPD) conditions with Delivery 

Period (Low) Moderator 

Dear Participant,  

 

I invite you to participate in a study on your online shopping behaviour. Your participation is 

voluntary and in case of any discomfort, you can opt out from the survey at any point in time. 

You will take 3-4 minutes to complete the survey. The information provided by you will 

remain confidential. If you want to know aggregate findings, feel free to write me at 

f15deepakr@iimidr.ac.in 

 

 

Section 1 

 

People call you by 

 

 

I am  

   

Male   

 

Female 

 

 

How Many Birthdays You Have Celebrated Yet 

 

Below 18 

 

18-24 

 

25-34 

 

35-44 

 

45-54 

 

Over 55 
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100 
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Questionnaire for the study for (POPD) conditions with Delivery 

Period (High) Moderator 

 

Dear Participant,  

 

I invite you to participate in a study on your online shopping behaviour. Your participation is 

voluntary and in case of any discomfort, you can opt out from the survey at any point in time. 

You will take 3-4 minutes to complete the survey. The information provided by you will 

remain confidential. If you want to know aggregate findings, feel free to write me at 

f15deepakr@iimidr.ac.in 

 

 

Section 1 

 

People call you by 

 

 

I am  

   

Male   

 

Female 

 

 

How Many Birthdays You Have Celebrated Yet 

 

Below 18 

 

18-24 

 

25-34 

 

35-44 

 

45-54 

 

Over 55 
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Questionnaire for the study for (POPD) conditions with Good 

Corporate Image Moderator 

 

Dear Participant,  

 

I invite you to participate in a study on your online shopping behaviour. Your participation is 

voluntary and in case of any discomfort, you can opt out from the survey at any point in time. 

You will take 3-4 minutes to complete the survey. The information provided by you will 

remain confidential. If you want to know aggregate findings, feel free to write me at 

f15deepakr@iimidr.ac.in 

 

 

Section 1 

 

People call you by 

 

 

I am  

   

Male   

 

Female 

 

 

How Many Birthdays You Have Celebrated Yet 

 

Below 18 

 

18-24 

 

25-34 

 

35-44 

 

45-54 

 

Over 55 
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Table of Results 
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