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Abstract

Although there are numerous research been studied about customer trust, however, most
theories in general exist a big problem: the issue of how to build and understand the
influential factors that lead to a strong and concrete module between business and customer
trust, have always been a major gap in the long-term existing realistic and academic world.
This paper adopted and modified the study of customer trust from Sirdeshmukh, Singh &
Sabol (2002) in a multidimensional conceptualization. The result shows: The most influential
factor that comes from customer is the personal trust toward company credible behaviors.
Thus, it is considered necessary to separate these behaviors into concrete company
management policies and practices & firstline employees.

Keywords: Customer Trust, Company Management Policies and Practices, Firstline Employee,
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