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ABSTRACT 
Over the last few years, research about trust in e-commerce 
has been conducted. Research has found different elements 
that might induce trust in such a website. However, this 
paper examines how trust in mobile travel applications and 
applications where the users can meet new people can be 
increased, by conducting an online survey and interviews. 
Different trust increasing elements are found, while using 
the application Travls as a case study in this research.  

Author Keywords 
Trust; mobile applications; strangers; users; interaction 
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INTRODUCTION 
Media has evolved strongly over the past few years. 
Television, personal computers, and mobile phones: when 
looking at these different mediums, they all have evolved 
individually a lot as well. Mobile phones in particular, used 
to be big, and were only used for phone calls. However, 
nowadays mobile phones are available in different sizes, 
with touch screens, internet connection and the possibility 
to download different kinds of applications. 

Additionally, applications and communities in order to meet 
new people have arisen. The meet ups can have different 
purposes for the people involved, depending on the 
application used. A few examples of these applications are 
‘Party with a Local’, where users can look for nearby users 
to go to a party, ‘Couch surfing’, where users look for and 
offer a place to sleep (and/or hang out together), ‘Meet Up’, 
where a group of people get together for a common 
interests, or to learn something, and ‘Tinder’, which main 
goal is dating.  

With the rise of such applications, and communities, and in 
particular in when the main goal is to meet new people, 
trust becomes a more and more important aspect. When a 
user shares valuable or private information in an 
application, he or she has to trust that the application will 
not share it with third parties. At the same time, when a user 
decides to meet a new person through an application, he or 
she has to trust on the other person – it could turn out 
embarrassing or maybe even dangerous.  

The value of trust 
A fair amount of conducted research has attempted to 
define the concept of trust. However, since there are so 

many different ways to interpret trust, as well as diverse 
kinds of trust, there is not one clear overall definition. 
Whereas Golbeck, defines trust in a person as ”a 
commitment to an action based belief that the future actions 
of that person will lead to a good outcome” [2, p. 5], 
Grabner-Kräuter, Kaluscha, and Fladnitzer state that “all	
trust	 definitions	 address	 one	 or	more	 of	 the	 following	
perspectives:	 1)	 context	 characteristics,	 2)	 trustor	
properties,	and	3)	characteristics	of	 the	 trusted	object“	
[3,	 p.	 236].	 In	 the	 research	 conducted	 by	 Wang	 and	
Emurian,	they	state	that there are four features of trust [6]. 
To start, there have to be two parties in order to establish a 
trusting relationship: the trustor (the trusting party) and the 
trustee (the party to be trusted). The second feature is 
vulnerability, since “trust is only needed and actually 
flourishes in an environment that is uncertain and risky” [6, 
p. 111].	The next feature of trust are the produced actions, 
after deciding to trust someone, an action will be taken. For 
example, when a customer decides to trust the e-commerce 
website, the action might be that they will buy a product.  
The fourth and final feature is that trust is a subjective 
matter. As previously stated, there are various definitions of 
trust, and there are different parties involved when trusting 
a person or an application for example. This means that 
every involved party might have a different view on the 
meaning of trust. 	

This paper will use Golbeck’s definition of trust and will 
examine how trust in an application, as well as between 
strangers can be increased, by testing different expectations. 
In order to test these expectations an online survey and 
different in-depth interview were carried out. This paper 
will consist of the following components:   

 Previous conducted research already looked at 
different aspects of trust, mainly in e-commerce 
websites. A closer look at this related work can be 
found in section 2.  

 This paper will investigate trust can be increased 
by looking at the mobile application Travls. In the 
third section of this paper, this application will be 
explained, as well as applications that are similar 
to Travls, and what the differences between these 
applications are towards e-commerce websites.  

 When combining the related work and the main 
subject of this paper (mobile travel applications, 
with the possibility to meet new people), different 

 - 1 - 



expectations and assumptions on trust are made. 
These conceptualizations and expectations can be 
found in section four.   

 In order to find out if the expectations are accepted 
or rejected, a survey and multiple interviews were 
carried out (section five).  

 After conducting the survey and interviews, the 
results were analysed in order to find different 
results (section six). 

 In addition to analysing the results, different new 
possible trust elements are found. These elements 
will be discussed in section 7.  

 This paper will end with the various conclusions 
that can be made after conducting the research.  

2. PREVIOUS RESEARCH ON TRUST 
When initiating a trusting relationship, there are several 
aspects and elements needed in order to establish trust. In 
this section, the backgrounds of these different aspects are 
presented as well as how a trusting relationship evolves. All 
the used researches are focused on trust in a (e-commerce) 
website.  

2.1 Different steps in a trusting relationship 
Both Grabner-Kräuter et al. [3] and Einwiller [1] state that 
there are three different stages in a trust evolving 
relationship with an online brand. Where Grabner-Kräuter 
et al. states that these three different stages are the stage of 
trust building, the stage of stabilizing trust and the stage of 
extinction, Einwiller calls these three stages ‘familiarity’, 
‘predictability’, and ‘cognitive and emotional 
dependability’. 

The first stage in the trust evolving relationship is the stage 
where the trust is formed. According to Grabner-Kräuter et 
al. this will be based on the cognitive perceptions. 
Cognitive perceptions are formed based by the size of the 
company, reputation, privacy and security by the supplier, 
as well as the usefulness and the ease of use of the website. 
Einwiller, on the other hand, states that the most important 
factor in this stage is that both parties get to know each 
other; they have to find out if they have something in 
common or if they are familiar to each other. In order to 
trust someone, familiarity is needed because it serves as the 
foundation of a relationship - in order to trust someone any 
kind of relationship is needed.   

The next stage in the trust building relationship is the stage 
where trust will be stabilized, according to both Grabner-
Kräuter et al. and Einwiller. In this stage, Grabner-Kräuter 
et al. state that, in order to stabilize trust, continuous 
interactions are needed. Other stabilizing trusts factors are 
familiarity and satisfaction. In this phase, trust is based on 
the different experience the user has with the trusted party. 
Additionally, Einwiller explains this stage as the stage 
where the user will start to form associations with the 
trusted party. When the trusted party has made a adequate 
first impression, the trusting user is more likely to continue 
interacting with the other party. This way, the user can 

make personal experiences with the trusted party, which is 
seen as the strongest signals when trust is developed. Other 
ways to further develop the trusting relation is sending 
repeated and concerted messages to the trustee. 

The third and final stage in a trusting relationship is based 
on identification with the other party, according to Grabner-
Kräuter et al. Since trust is mainly formed and based on 
common values, and purposes, the highest level or trust is 
reached here. According to Einwiller, the users start to see 
the trusted party as an acquaintance, friend or partner in the 
final stage of a trusting relationship. The predictability and 
competence of the trusted party will be further developed. 
For example, if the user trusts a company, the predictability 
and competence can be improved by showing the people 
who work at the company or to write about the company’s 
culture. The more satisfied the user will be throughout this 
process, the stronger the trusting believes and positive 
emotions will be.  

2.2 Components of trust 
There are different researches conducted that focus on 
several components of trust. Where most research state risk 
is one of these components, other research adds 
interdependence, a smaller extent of control, uncertainty, 
and vulnerability. Grabner-Kräuter et al. state that there is 
only need for trust, when a risky situation occurs [3]. For 
example, it is possible that the trusted party has more 
information about the situation then the trustee; in this case, 
the person who is trusting has to trust that everything will 
work out in the way he or she intended to, which is 
somewhat risky. The research conducted by Einwiller [1], 
Tan & Thoen [5], and Wang & Emurian [6] concludes the 
same; Einwiller claims that independence and risk are two 
conditions that must exist in order for trust to arise. 
Interdependence is a condition where two or more people 
are depending on each other: person A will not achieve his 
goal without the help of person B. Tan & Thoen state that 
only in risky situations trust is needed. In their research, 
they claim that the general idea of trust is that the trustee 
has little control over the situation; the stronger the control 
is, the less trust is needed. Wang & Emurian state in their 
research that trust is needed in uncertain and risky 
environments, and it involves vulnerability.  When looking 
at online shopping, Wang & Emurian add that even while a 
user is looking at a website, the website is able to 
automatically collect data from the users, without their 
permission or knowledge – which is precarious in terms of 
privacy. When a user is shopping online, Wang & Emurian 
find that if the user decides to buy something from the 
website, he or she leaves him- or herself vulnerable to the 
possibility to the loss of money or privacy, which means 
that trust is needed while buying online.  

2.3 Similarity and trust 
According to different studies, users are more likely to trust 
another party when they are more similar to each other. 
Ziegler & Golbeck found in their research that, if users 
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have more similar preferences, they are more likely to trust 
each other [8]. Almost the same is found by Einwiller; users 
are tend to trust people who are similar to their own 
personality [1]. If a brand characteristics are similar to the 
user’s personality, trust can be increased. Another research 
that supports this finding was conducted by Golbeck [2]; in 
a experimental survey was found that users are more likely 
to trust when there are multiple aspects of profile similarity 
instead of overall similarity. Another finding in this 
research is that friendship and similarity are linked 
concepts, and that users are more likely to trust friends over 
systems. Finally, Yeung & Iwata find in their study that as 
soon as users start to trust each other, they tend to become 
more similar to each other [7]. 

2.4 Trust and design 
In the inspiring research conducted by Wang & Emurian, a 
framework that clearly shows what kind of interaction 
elements increase trust in graphic design, structure design, 
content design, and social-cue design for e-commerce 
websites is presented [6]. In their research, Wang & 
Emurian refer to graphic design as the features that give the 
users their first impression, for example the colors. 
Structure design is the organization and the accessibility of 
the information showed on the website, for example the 
consistency of the different pages. Content design, on the 
other hand, includes the textual and graphical elements on a 
website: all the pictures and texts. Finally, they refer in their 
article to social-cue design as the embedding of social cues, 
face-to-face interaction, and social presence in the website, 
such as a phone number or a chat.  

Wang & Emurian’s framework shows that in graphic 
design, moderate pastel colors with a low brightness and 
cool tone, the use of three-dimensional dynamics and half-
screen size clipart increase trust. In structure design, an 
easy-to-use navigation, accessible information (for 
example, no broken links), and the implementation of page 
design techniques (the grouping of elements, the use of 
white space) help to increase trust. To increase trust in 
content design, the e-commerce website should display 
brand-promoting information, declare all the aspects of the 
customer relationship (security, privacy, legal concerns), 
the use of correct, understandable and current product 
information as well as the use of a suitable domain name. 
Finally, the framework shows that trust can be increased in 
social-cue design with including representative photos or 
videos and the use of different communication media’s. 
Although this framework shows clear features that increase 
trust, it must be said that the research is conducted in 2005, 
which means that nowadays design has evolved and 
changed; users might now think of other elements as 
trustworthy.  

2.5 First impressions 
While Wang & Emurian refer to graphic design as the 
features that give the users their first impressions, Reinecke, 
Yeh & Miratrix et al. conducted a research in order to 

predict the first impressions by the perceived complexity 
and colorfulness [4]. In their research, they found that when 
a user gets a bad first impression, it can lead to thinking that 
the website is less trustworthy. Reinecke et al. state that the 
complexity of a website influences the users first 
impression by the visual complexity (e.g. a lot of colors), 
how complicated the website looks, how the information is 
showed and the symmetry of a page. The participants of 
their research showed better first impressions when 
websites have a medium or low complexity, which can 
imply that a better first impression can be made when a 
website has a less amount of colors, the website does not 
appear to be complicated, the website presents its 
information clearly, and has a good symmetry. Colors 
influence the user’s first impression by their purity, 
intensity and brightness. However, how both color and 
complexity affect the first impressions depends on the 
user’s age, gender and education level. For example, 
Reinecke et al. found in their research that participants with 
a PhD level of education were most negatively affected by a 
high colorfulness, while the participants with a high school 
education level preferred the websites with a low 
colorfulness. Another example is that the participants who 
were older than 45 years the websites with a low visual 
complexity more preferred than the other age groups.  

Although complexity and colorfulness both influence the 
users first impressions, Reinecke et al. found that the 
complexity users perceive at first sight plays a bigger role 
then the colorfulness when it comes to trust. One reason for 
this could be that the visual complexity of a website 
contains, for example, a lot of colors – which makes the 
perceived colorfulness of a website included in the 
perceived complexity.  

3. TRAVLS 
Travls is a mobile application, in which locals and tourists 
can interact and meet each other. When using the 
application for the first time, both the local and the tourist 
start with making a profile; in addition to basic information, 
they also have to provide additional information such as 
their interests and pictures. After setting up a profile, the 
user has to decide what kind of meeting he or she wants. 
This can be spontaneous (“I am in the city now, and I want 
to meet someone at this moment) or planned (“I am going 
to city x this weekend, and I want to meet someone there”). 
After deciding this, they can browse through all the 
different profiles of all the people who are in the city they 
are looking at. When the user has found an interesting 
person, they can start to chat with the other and finally 
decide to meet up.   

Besides these main features (setting up a profile, decide 
which kind of meeting, look for people, and chat with them) 
the application consists of other smaller features. One of 
these features is a settings page, where the user can change 
his personal information, but also whether they want to be 
available for spontaneous meetings, or change different chat 
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settings (for example, if another user has to ask for 
permission to chat or send a picture or can do both 
immediately). Furthermore, the user can also find general 
settings and information about the application on this page.  

Another feature is the possibility for the user to filter 
different users.  For example, a user might feel 
uncomfortable to chat or meet with someone who is much 
younger or older than them. In order to ensure this will not 
happen, the user can filter on age. Additionally, the user can 
filter on different gender or interests. When a user is 
looking for a spontaneous meeting, it is also possible to 
filter on distance.  

As soon as a user starts to chat with another user, they can 
choose to send pictures, voice messages, a location or to 
add people to the chat.  

3.1 Applications similar to Travls 
In order to design Travls, a closer look towards related 
products was taken. Party with a Local, Couch surfing, 
AirBnB, and Spotted by Locals were seen as related 
products, since all these products are about traveling and 
meeting new people. Party with a local is an application 
where the user can look for people who are nearby, which 
he or she can start a chat, meet and party with. Couch 
surfing is an online community, where users can look for 
hosts when they are traveling. At the same time, users can 
be a hosts for other travellers. Couch surfing is also an 
online community, with several organized activities for the 
members. Besides this, members of the community can also 
meet each other without being a host. AirBnB can 
somewhat be compared with couch surfing: the users are 
looking for a host. One big difference between AirBnB and 
couch surfing, however, is that AirBnB is only for a place 
to sleep, and the user has to pay – while couch surfing is for 
free. Also, the user is less likely to meet or hangout with the 
person they are renting the place from. Spotted by locals is 
the only product where the users will certainly not meet the 
other users. The users of this product are divided in two 
groups: the locals and the tourists. Locals can ‘spot’ places 
in their city that are worth a visit, and share these spots with 
the service. At the same time, the tourist can check these 
places and visit them. However, there will not be any 
contact between these two user groups and the user will not 
meet new persons. Another product that can be added to 
this list is ‘Meetup’, a community where groups with the 
same interests can meet up. A few examples of these groups 
are groups of people who want to learn a new language, 
who want to walk together, do yoga, or who have the same 
kind of music taste.  

3.2 Difference between these applications and e-
commerce websites.  
In the previous conducted research, the main focus was on 
e-commerce websites, and sometimes on movie rating 
websites. However, since the focus of this research is on 
applications with the main subject traveling, and where a 
user can meet new people – and especially while using 

Travls, it is important to look at the difference between 
these products.  

When a user is using an e-commerce website, there are 
different aspects he or she has to trust in. When purchasing, 
the user has not only to trust that the payment and personal 
information will be handled correctly and safe, but also that 
he or she will receive the order in the correct state. Thus, 
when using an e-commerce website, the focus on trust is 
mainly on the technical aspect – technical trust. However, 
when looking at trust in a travel or meeting new people 
application, the user has to trust in other aspects; when it is 
only about traveling, the user has to trust that the 
recommendations from other users are genuinely worth a 
visit. Another aspect of trust in these kinds of applications 
can be found when a user is going to meet other users of the 
application. In order to meet a new person, the user has to 
trust that it, for example, will not turn out embarrassing or 
maybe even dangerous. The user has to trust in the other 
user to show up, and to be the person he or she previously 
claimed to be. Thus, when using a travel application, an 
application to meet new people, or a combination, the focus 
on trust is mainly on the social aspect – social trust.  

4. CONCEPTUALIZATION OF TRUST IN APPLICATIONS 
Although there are different aspects of trust described in 
section 2, all of those researches are towards trust in a (e-
commerce) website. In this section, these aspects of trust 
will be translated into trust towards applications and/or 
meeting a new person. Furthermore, expectations are made, 
which will be investigated in the method section.  

4.1 Different steps in a trusting relationship while using 
applications 
Both Grabner-Kräuter, Kaluscha & Fladnitzer [3] and 
Einwiller [1] state that in a trust building relationship, both 
parties first have to get to know each other. After this, trust 
is stabilized and both know what to expect from the other. 
In the last stage, both parties can see each other as a friend 
or acquaintance and/or can identify with the other.  

While looking at applications, and Travls in particular, 
these stages could somewhat be found. The first stage is the 
first time the user would use the application – they would 
slowly get to know the application and explores how it 
works. After a while, the user knows how the application is 
supposed to work and could have expectations after certain 
actions (what would happen if he or she pushes on a certain 
button, for example). However, the final stage of a trusting 
relationship might be hard to achieve between a user and an 
application. In order to find out, the following expectation 
is made:  

Expectation 1: a user will not achieve the three stages in a 
trusting relationship with an application.  

When looking at the different steps in a trusting relationship 
between two users, all the stages might occur. Especially 
when looking at two users in Travls, it might be possible: 
when the user starts to look at other users, they might 
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slowly get to know the new person while looking at their 
profile page. The next stage, the stabilizing of trust and 
making expectations could happen when both users start to 
talk and get more information about each other. Finally, 
after talking for a while (or maybe even meet), the users 
could see each other as friends or acquaintances. Thus, the 
following expectation is made:  

Expectation 2: a user can achieve the three stages in a 
trusting relationship with a new person while using an 
application.  

4.2 Components of trust in applications 
In previous conducted research, it is found that risk, 
interdependence, a smaller extent of control, uncertainty 
and vulnerability are components of trust [1,3,5,6]. 
Expected is that, when these components are applied 
towards the use of a mobile application, it depends on the 
kind of application how strong the component will be 
present. For example, there can be more risk for a user 
when they are using their mobile banking application then 
only playing a game.  

Since the focus of this research is on an application where 
the user can meet new people, and mainly on the 
application Travls, it might be interesting to take a closer 
look if these components are present. While using Travls, it 
might be risky for the user to lose personal data. However, 
the user does not have to fill in that much, and can decide 
themselve how clear they want to be. Thus, risk might not 
be present in a high extent. With interdependence, the user 
needs the application in order to achieve their goals and the 
application needs a user in order to exist. When the user 
installed the application on the mobile phone, they can feel 
a sense of control: it is possible to choose when to use or 
delete the application and what he or she wants to do while 
using it. As soon as the user knows how the application 
works, they might not feel uncertain and vulnerable 
anymore: they know in which order things happen, and has 
certain expectations. Thus, when looking if the trust 
components are present in Travls, the following expectation 
is made:  

Expectation 3: the components of trust (risk, 
interdependence, a smaller extent of control, uncertainty, 
and vulnerability) are not present in an application such as 
Travls.  

On the other hand, while looking at risk, interdependence, a 
smaller extent of control, uncertainty and vulnerability in 
the aspect of meeting people when using an application like 
Travls, these components might be present in a stronger 
extent compared to when looking at the application; there is 
a risk for users when they meet a new person - it can turn 
out embarrassing or maybe even dangerous when the 
person is someone else than they claimed to be. In order to 
reach the point where the user will meet a new person, there 
has to be interdependence – it is not possible to meet the 
other person, without the other being there. Control might 

be present in a somewhat greater extent – the user can 
decide themselves if they want to meet up or not. However, 
the user has no control of how the meeting will turn out. 
The same can be said about uncertainty: it is uncertain that 
there will be a connection between the user and the other 
person, if the meeting is awkward, and so on. Since it also 
could be dangerous to meet a new person, the user is also 
vulnerable. This leads to the following expectation: 

 Expectation 4: All the components of trust ((risk, 
interdependence, a smaller extent of control, uncertainty, 
and vulnerability) are present when a user is going to meet 
a new person. 

4.3 Similarity in applications 
Different studies show that internet users are more likely to 
trust when they are more similar to each other [1,2,7,8] or 
to a brand personality [1]. While looking at similarity in 
applications, a user might feel similar to an application’s 
personality when the content is in a way the user is writing 
or talking themselves, or when the application is about the 
user’s interests. In order to find out, the following 
expectation is made:  

Expectation 5: Users do feel similar to applications such as 
Travls, when the content is in the same tone-of-voice as the 
user writes or speaks or as their interests.  

However, when looking at similarity between the user and 
another person, there are multiple ways to display this 
information. While using Travls, the user can enter 
information about themselves. E.g. they can share their 
interests, or tell something about themselves in a short 
biography. Based on this information, there could be an 
overview with the similarities two users have. This as well 
as the results from the analyzed studies, leads to the 
following expectation:  

Expectation 6: Users are more likely to trust strangers 
while using an application when they can see their 
similarities.  

4.4 Trust and design in applications 
As described earlier, Wang & Emurian present an inspiring 
framework that shows what kind of interaction elements 
increase trust in graphic design, structure design, content 
design, and social-cue design [6]. However, in their 
research they only focus on e-commerce websites, and not 
on mobile applications. Besides this, the research is 
conducted in 2005; nowadays design has evolved and 
changed; users might consider other elements to be 
trustworthy now.  

In this framework, Wang & Emurian state that in graphic 
design, moderate pastel colors with a low brightness and 
cool tone, the use of three-dimensional dynamics and half-
screen size clipart increase trust. Since Wang & Emurian 
only focus on the colors with a low brightness and a cool 
tone in an e-commerce site, it is not sure if these colors will 
also influence trust in a mobile application. Also, a screen 
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of a mobile phone is relatively small. This means, if half-
screen sized clipart would be used, the amount of space for 
a page would decrease even further. Because of this, only 
the following expectation is made: 

Expectation 7: Moderate pastel colors, with a low 
brightness and cool tone will increase trust in an 
application.  

When looking at structure design, Wang & Emurian found 
that an easy-to-use navigation, accessible information (for 
example, no broken links), and the implementation of page 
design techniques (the grouping of elements, the use of 
white space) help to increase trust. These elements result in 
the following expectations: 

Expectation 8: an easy-to-use navigation will increase trust 
in an application;  

Expectation 9; Accessible information will increase trust in 
an application;  

Expectation 10; the implementation of page design 
techniques will increase trust in an application.  

In order to increase trust in content design, Wang & 
Emurian claimed that an e-commerce website should 
display brand-promoting information, declare all the 
aspects of the customer relationship (security, privacy, legal 
concerns), the use of use correct, understandable and 
current product information and use a suitable domain 
name. However, since Travls is not an e-commerce website 
but a travel/meeting application, these elements have to be 
adapted to a traveling application. First, brand-promoting 
information can be translated in a clear ‘about’ page in the 
application, just as the declaration of all the aspects of the 
customer relationship. Second, correct, understandable and 
current product information can be translated into clear, 
understandable texts and explanation about how the 
application works. Additionally, Travls will also show 
different profile pages with information about the other 
users. Thus, the use of correct, understandable and current 
information in a profile page might also increase trust. 
Finally, a suitable domain name can be seen as a suitable 
name of the application. All of this leads to the following 
expectations: 

Expectation 11; A clear ‘about’ page will increase trust in 
an application;  

Expectation 12; clear, understandable texts and 
explanation on how to use the application will increase 
trust; 

Expectation 13: the use of correct, understandable and 
current information in a profile page will increase trust 
between users; 

Expectation 14; a suitable name for an application will 
increase trust.  

Finally, Wang & Emurian state that in social-cue design 
including representative photos or videos and the use of 
different communication media can increase trust in an e-
commerce website. Nevertheless, these elements are not in 
the same way present in an application. Thus, the social-cue 
design elements are made more accurate towards an 
application as the following: representative photos or 
videos, in this case, might help to increase trust when these 
are representative photos or videos of the users. However, 
in Travls there is no use of videos, which lead to only 
representative photos of the users. The use of different 
communication media is also not present in the application. 
But, this can be deformed in the possibility to get in touch 
with the developers of the application. Because of this, the 
following expectations are made:  

Expectation 15; representative photos of the users will 
increase trust in an application, and between users;  

Expectation 16; the possibility to get in touch with the 
application will increase trust in an application.  

4.5 First impressions in applications 
In the research conducted by Reinecke et al., they found 
that user’s first impressions on a website are perceived by 
the website’s complexity and colorfulness [4]. However, 
since an application is presented on a smaller screen, it 
might be that an application looks complex sooner in 
comparison to a website, which might mean that it is harder 
to make a good first impression of an application. On the 
other hand, when an application is designed well, it does 
not have to look complex.  

In the same research, Reinecke et al. found that the 
colorfulness of a website influences the first impressions. 
On a smaller screen, there is less space for a lot of different 
elements, which can imply that the user gets the impression 
that there are a lot of different colors more easily than on a 
website. 

These conceptualizations lead to the following 
expectations: 

Expectation 17: A low complexity screen will make a better 
first impression and will be perceived as more trustworthy;  

Expectation 18: A screen with fewer colors will make a 
better first impression and will be perceived as more 
trustworthy.  

When thinking in terms of making a good impression of the 
other users, it can be interesting to see if a complex or 
colorful display of the profile page influence the first 
impressions toward that person, and thus influence trust 
between the two users. In order to find out, the following 
expectations are made:  

Expectation 19: When a profile page of a new person is 
complex, the user is less likely to trust that person.  

Expectation 20: When a profile page of a new person is 
very colorful, the user is less likely to trust that person.  
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5. METHOD 
After analyzing all the previous conducted research, and 
conceptualize this towards different expectations, a survey 
and in-depth interviews were conducted in order to find out 
if the different expectations could be verified. The surveys 
were conducted in order to get the user’s overall opinion. 
At the same time, interviews were conducted in order to 
hear deeper meanings and thoughts about the different 
expectations.  

5.1 Survey 
The first phase of finding answers to the different 
expectations was through an online survey, filled in by 46 
participants, and was made with the form-function in 
Google Drive. Depending on what kind of expectation was 
tested, the participant got a different question. For example, 
when an expectation was clearly about an interaction 
element, the user was asked which sketch they trusted more 
(A or B) and had the possibility to give an extra 
explanation. Other expectations were checked by asking if 
the participant thought the application was more 
trustworthy when different pages or texts were present.  

Prior to publishing the survey, different people reviewed it, 
in order to find the minor flaws. After receiving feedback, 
the survey was adjusted and published. To find participants, 
the survey was shared in different Facebook groups with 
international members and the author’s personal Facebook 
page.  

Since the purpose was not to find out the difference in trust 
in different genders, age levels or education level, this 
information was not asked.  

5.2 Interviews 
After collecting a lot of overall information, qualitative 
interviews were conducted in order to find out about the 
deeper and underlying thoughts of the participants. Apart 
from questions of what they trust more, participants were 
asked to explain their answers. These deeper and 
underlying thoughts were asked in order to find out why the 
participants trusted some elements or why they did not.  

Because of the time limit to conduct this research, and the 
surprising amount of extra explanations in the survey, only 
three interviews were held. The participants were at the 
moment all students at Södertörns Högskola, and came 
from different countries, such as Sweden, Germany and 
Czech Republic. The three participants were selected 
because of their urge to travel and how much they use their 
mobile phones.  

The interviews were held individually and notes were made 
in order to be able to analyze the material received in the 
interviews.  

5.3 Analyzing 
As soon as the survey and the interviews were completed, 
all the results were gradually analyzed to conclude whether 
the expectations could be confirmed or rejected. 
Furthermore, all the results were also analyzed in order to 

find out if there are other elements that would increase trust 
in an application and between two users (who do not know 
each other). While analyzing the results different 
connections were found, who can be found in the discussion 
part of this paper.  

6. OUTCOME 
As soon as a sufficient amount of participants filled in the 
survey, and the in-depth interviews were conducted, the 
results were gradually analyzed in order to find out if the 
made expectations could be confirmed or reject. Since 61% 
of the participants stated that they sometimes trust an 
application, the expectation was that there should be some 
ways to increase trust in an application. 

6.1 Different steps in a trusting relationship 
When it comes to stabilizing a trusting relationship, the 
participants had the possibility to click through the 
prototype of the application Travls. After doing this, the 
participants were asked to rate on a 7-point Likert-scale if 
they felt like they knew the application, if they have 
expectations, and if they could identify themselves with 
Travls. The outcome of the survey as well as the interviews 
suggest that the users have the impression that they will get 
to know an application by swiping and clicking through in 
order find out how everything works, and when they have 
the impression that they are able to use it. The next stage, 
getting expectations while using an application could also 
be achieved when using an application (mean=5,47). The 
participants obtain expectations such as, how the 
application should work, that the application should not 
crash, and that the application will fulfill the needs of the 
participant (which was the reason to download it). The last 
stage in a trusting relationship, if the user can identify them 
with the application, could only be achieved in a smaller 
extent (mean=3,83). The outcome from the survey finds 
that the participants might identify with an application 
when it is an application that suit them or their interests, but 
will not consider the application as a friend or acquaintance. 
For example, when a user enjoys travelling, they are more 
likely to identify with Travls than when they do not like to 
travel.  

When studying the results of the survey as well as the 
interviews, the participants claimed that they indeed have 
the feeling they can get to know a new user through an 
application (mean=5,17). For example, in the application 
Travls, participants stated that they could get this 
impression by looking at the profiles, the other users’ 
interests and by chatting with that person. The participants 
also state that they get expectations about the new person 
(mean=4,65) – they expect them to be the same way as they 
present themselves online and in real life. The final stage of 
a trusting relationship, seeing a new person as a friend or 
acquaintance, could be achieved as well (mean=4,41). 
However, a majority of the participants state that it is hard 
to see someone as a friend or acquaintance without meeting 
that person.  
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Thus, when looking at the expectations, a user might 
achieve the three stages in a trusting relationship with the 
application, depending if the application fits the users’ 
interest or not. This means that expectation 1 is rejected; a 
user is possible to achieve the three stages of a trusting 
relationship with an application. A user can indeed achieve 
the three stages in a trusting relationship with a new person 
while using an application, which means that expectation 2 
can be confirmed. 

6.2 Components of trust 
Previous conducted research shows that risk, 
interdependence, a smaller extent of control, uncertainty 
and vulnerability are components of trust [1,3,5,6]. 
Expected was that these components would not be present 
when using an application. However, the results show that 
in a certain extent all the components are present. A 
majority of the participants claim that they do feel in 
control, and do not feel vulnerable, which are two needed 
components for trust to arise. Furthermore, when looking at 
the results from the interviews, the components of trust are 
not to barely present for the participant when using an 
application.  

When a user is going to meet a new person, the components 
of trust are present in a stronger extent compared to how 
strong they are present when using an application. Users 
mostly feel risk and uncertainty when meeting a new 
person. Also the outcome of the interviews finds that users 
do feel that these components are present when they are 
going to meet a new person, which they got to know 
through an application (except for vulnerability).   

Thus, the components of trust are present when using an 
application and when the user is going to meet a new 
person, but not all of them in an equal strong extent. This 
means that expectation 3 is rejected and expectation 4 is 
confirmed.  

6.3 Similarity and trust 
As stated before, different studies have concluded that 
internet users are more likely to trust others when they are 
more similar to each other [1,2,7,8], or to a brand 
personality [1]. In order to find out if this is also true for a 
mobile application, users were asked which text (A or B) 
feels more similar to them and which one they would trust 
more. In addition, participants were also asked which user 
they would trust more: a user where they could see common 
interests, or the user where they could not see this. The 
outcome is that while 65% claims to feel more similar to 
text B, only 56% of the participants claim to trust that text 
more.  Thus, users could feel similar when a text is in a 
certain tone-of-voice, but this would not necessarily 
increase trust. 

When asking participants which they trust more: a screen 
where they can see common interest, or where they cannot 
see this, the outcome is surprisingly that only half of the 
participants trust the picture with the common interests 

more. Given reasons in the survey as well as the interviews 
to trust this screen more are because they could see if the 
other user is similar, and there is more information. Another 
interesting given reason is that a developer needs more 
advanced programming to show similarity, which is seen as 
more trustworthy because the developer has to put more 
time and effort in creating an application. However, reasons 
to trust the screen without the common interests more are 
because it is less complex and easier to get an overview of 
the user’s profile. Other given reasons are that the 
participants do not like it when an application cross 
preferences, and that it felt creepy that the application 
knows the common interests.  

Thus, users do feel similar when a text is in the same tone-
of-voice, which means that expectation 5 can be confirmed. 
However, this is not necessarily seen as a trust-increasing 
element. Expectation 6, on the other hand, cannot be 
rejected nor confirmed, the user might trust the stranger 
more, but might lose trust in the application due to worries 
about their privacy.  
6.4 Trust and design 
In order to find out which kind of design elements will 
increase trust, the participants were showed different 
screens, or questions and asked which option they are more 
likely to trust. The outcome is that the majority of the 
participants trust moderate pastel colors, with a low 
brightness and a cool tone more than hard colors (83% of 
the participants state to trust these colors more). Given 
reasons are that they are easier on the eyes, seem more 
secure and gave a more protective feeling, they look better 
and give an impression of a modern design. These colors 
also did not scream for attention, according to the 
participants, which made to trust these more. Other reasons 
are that the other color scheme is too hard/aggressive 
presented, cheap, too hard or too strong. Another interesting 
given reason for not trusting the hard colors according to an 
participant is because they reminded the participant as 
colors used in popups, which gave him/her the impression 
that it could be a virus.  

When trying to find out which kind of navigation is easier 
for users, two different types were tested: navigation at the 
bottom of the screen and a horizontal one. 61% of the 
participants stated that the horizontal navigation is easier to 
use, and 63% trusted this one more. Reasons given to trust a 
horizontal navigation more are because it appears to be 
more professional and more traditional, the icons are clear 
and it will always be in the user’s screen.  

When asking participants if trust would decrease with a lot 
of malfunctioning pages, the majority answered that trust 
would indeed decrease (65%). Malfunctioning of faulty 
pages in an application gives the participants bad 
impressions, and the participants stated that they would 
start to worry about their privacy.  
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In order to find out if page design questions would increase 
trust, the participants were showed two versions of a screen: 
one where page techniques were used, and one without. The 
results show that the majority of the participants indeed 
trust the screens with page design techniques more (65%). 
However, the outcome of the interviews concludes that the 
majority of the participants from the interviews trust the 
page without the page design techniques more, since it is 
showing all the required information in one screen.  

On the question if a user is more likely to trust an 
application with a clear ‘about’ page, 78% of the 
participants say that they do trust an application with an 
about page more, while only 61% states that they ever 
check this page. Reasons to trust an application with an 
about page, or to check this page are to find out who the 
developers are, and what their thoughts are in order to make 
the application. Other reasons are that an application looks 
more open or serious when there is an about page, and 
participants saw it as a way to control who obtain their data.  

In order to find out if an explanation on how to use the 
application will increase trust, the participants were asked if 
they ever use an explanation page and if they would trust an 
application with such a page more. The results show that 
while only 61% of the participants claim to use such a page, 
78% of the participants state that it would increase trust in 
an application. Reasons for trusting the application more 
are that it shows concern for the users, it is set up by a 
professional company and if people understand it more, 
there is more trust. However, when an application is so 
simple that there is no explanation needed, that would also 
increase trust, according to the participants.  

As expected, trust would increase if a user uses correct, 
understandable and current profile information. When 
asking the participants which profile page they trust more, 
one with a lot of information, or one with not so much, 91% 
of the participants claims to trust the profile page with a lot 
of information more. Reasons to trust this more are mostly 
because the user has given more information, and gives the 
impression that they care more when they set up the profile. 
However, a reason for not trusting a profile with more 
information, is because the real users do not always or 
barely take the effort to fill in the profile information, this 
gives the participant the impression that a profile with a lot 
of information might be fake.  

When asking the participants if trust would decrease when 
the application has a non-fitting name, they had the 
possibility to answer through a 7-point Likert-scale. 
Although most of the participants answered without 
agreeing or disagreeing (30% filled in a ‘4’), the answers 
are more towards the decrease of trust with a non-fitting 
name (mean=4,63). However, in the interviews the 
participants state that the name would not necessarily 
influence trust: it says little about the function and there are 
applications with new words as names.  

87% of the participants state that they would trust a picture 
more where they can see the face of the other person, 
instead of a picture with the back of the person. All the 
participants who trust the picture with the face more state 
that seeing the face is the reason why they trust it more. 
However, reasons for trusting the picture with the back of a 
user were that the picture was lighter and contained 
sunlight.  

From the responses of the survey, almost all the participants 
claim that they would trust an application if there is the 
possibility to get in touch with the developers (91%). Trust 
is increased, because the participants feel like the developer 
cares about them, and they have someone to turn to when 
they would have a problem. The participants also stated that 
they feel like the application takes the responsibility for 
potential problems.  

Overall, when looking at these results almost all the 
expectations can be confirmed (7, 8, 9, 10, 11, 12, 13, 15 
and 16) and expectation 14 can neither be confirmed nor 
rejected. However, besides confirming and rejecting these 
expectations, other possible trust increasing elements can be 
found from these results and will be discussed in the 
discussion section of this paper.   

6.5 First impressions 
The made expectations about a user’s first impression in an 
application like Travls are that a better first impression will 
be made when the application has a low complexity and is 
less colorful. The outcome of the survey finds that the users 
indeed get a better first impression when the screen has a 
lower complexity (100% of the participants state to trust the 
screen with the lower complexity more). However, while 
the majority of the participants have a better first 
impression of the screen with more colors (59%), they also 
state that they trust the screen with fewer colors more 
(52%). Thus, expectation 17 can be confirmed, and 
expectation 18 neither be rejected nor confirmed: users will 
have a better first impression with more colors, but will 
trust a screen with fewer colors more.  

When looking at trust between the user and another person, 
the expectations were made that a person is more likely to 
trust another person when their profile page has a low 
complexity and/or is less colorful. The outcome of the 
survey is that the participants get a better first impression in 
both the screen with less complexity (72%) and fewer 
colors (76%). The participants also state that they trust 
these screens more.  This means that expectations 19 and 20 
both can be confirmed.  

DISCUSSION 
While a lot of expectations are tested in this study, the main 
goal was to find out how trust can be increased in an 
application as well as in other users when using a meeting 
application. All the expectations are investigated through an 
online survey, and in-depth interviews, and although most 
of them can be confirmed, different new elements to 
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increase trust are found as well, which can be divided into 
five major themes: developers, usability, privacy, 
information in one screen, and users.  

The first theme, the developers, finds that the participants 
are more likely to trust when the application is built by a 
professional company, or when the developer cares about 
the users. Ways to show this are, making sure that the 
application will not crash, sharing the thoughts of a 
developer, and take responsibility when a user has a 
problem or question. Another interesting discovery is that 
trust would increase if the application fulfills the needs of 
the participant (the reason why they downloaded the 
application in the first place). In order to fulfill these needs, 
a solution could be that the developers of an application 
conduct user research when they have an idea for an 
application - to find out what the needs really are, and what 
the users want. This way, the developers know the needs of 
the users and can keep this in mind while building the 
application. 

In the second theme, usability, it was found multiple times 
that the participants would trust more when they know how 
the application works, when it is less complicated and when 
the design is traditional (for example, a horizontal menu 
was considered as ‘traditional’ design). These findings 
would suggest that it is always important to conduct user 
tests before making it possible to download the application: 
when users do not understand it, they might not trust it. 
However, in order to find clear elements that users see as 
easy-to-use, a new research focused on smaller interaction 
elements should be conducted.  

The next theme, privacy, finds that the participants are 
cautious regarding their privacy. They do not want their 
information to be shared with third parties, even when the 
application shows common interests with another user, the 
participants are keen on their data. Also when an 
application has malfunctioning or faulty pages, the 
participants start to be worried about this. One solution for 
this privacy issue could be to use the moderate, pastel 
colors, with a low brightness and cool tone, since the 
participants stated that they give them a protective feeling. 
However, it is likely that only the use of these colors will 
not solve the complete privacy issue. In order to find out 
what will solve the concern of privacy from users, further 
research should be conducted.  

In the fourth theme, the information in one screen, it was 
found several times that users trust these screens more. For 
example, while participants like a screen where page design 
techniques are used more, they are more likely to trust the 
screen where everything is visible. This is also the reason 
why a horizontal menu is considered as more trustworthy. 
Thus, in order to increase trust, the designer should design 
in a way that everything is visible and the user will have the 
feeling that nothing is hidden.  

In the final theme, ‘users’, several elements are found that 
could increase trust between the users of an application. For 
example, the participants stated that they would trust the 
other user more when they cared while setting up their 
profile and gave more information. However, when giving 
too much information it might also give the impression that 
the profile page is set up by a bot. In other words, there 
should be something in the design that makes it clear 
whether that the profile page is set up by a user. Elements 
for this could be investigated by conducting a further 
research. Other trust improving elements between users are 
the use of clear pictures: the participants’ state to trust more 
when they can see a face, but also lighter colors and 
sunlight increase trust.  

CONCLUSION 
This paper examined different elements that can possibly 
increase trust in an application and between two users that 
are strangers to each other by conducting an online survey 
and interviews. Where previous research focused on e-
commerce websites, this research is focused on mobile 
applications and between users. The results find various 
trust increasing elements, but there are also multiple areas 
that have to be explored further about how they can 
increase trust, such as the developers, usability, privacy, the 
information in one screen, and the users.  

The results of the survey and interviews conducted in this 
research found that the use of moderate pastel colors, with a 
low brightness and cool tone, an easy-to-use navigation, 
accessible information, an ‘about’ page, an explanation how 
the application works, the possibility to get in touch, and 
screens with a low complexity might increase trust in an 
application. Trust between users can be increased with the 
use of correct, understandable and current profile 
information and representative photos. However, the results 
from the survey and interviews also found five different 
themes that might increase trust as well: developers of the 
application, usability, privacy, information in one screen, 
and users. In order to be completely certain if these themes 
indeed increase trust, further research has to be conducted. 
Also, since there is no information about the participants 
asked at all, there might be different outcomes when this 
study would have focused on a particular group.  

It is important to emphasize that all of these findings are 
found in an online survey with only 46 participants, and 
only 3 in-depth interviews. While conducting this study, 
several limitations occurred and could be improved in 
future research. One way to improve this research is to 
strengthen it with more participants. Other limitations are 
that the different design elements were only tested through 
sketches – not real graphic designs. When the latter would 
be the case, the outcome might have been different in 
several expectations, for example the outcome of how 
colorfulness influences first impressions or the questions 
where page design techniques and trust were investigated. 
Also, while there are more trust increasing elements found, 
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only the main findings are discussed in this paper. The not 
discussed elements should be investigated further in order 
to find out if these are indeed trust increasing by the 
majority of users or maybe only by a few people.  
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