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Reviewer Name: Dr.P.Manochithra

Reviewer’s Comment for Publication.

(To be published with the manuscript in the journal)

Date: 19-06-2025

The reviewer is requested to provide a brief comment (3-4 lines) highlighting the significance, strengths,
or key insights of the manuscript. This comment will be Displayed in the journal publication alongside

with the reviewers name.

This manuscript offers valuable insights into the role of trust in shaping e-marketing effectiveness among

Arab consumers. Its robust empirical approach and focus on dimensions such as perceived security,

privacy, and internet experience provide practical guidance for digital marketers. The study is timely and

contributes meaningfully to the literature on consumer behavior in online environments.
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Detailed Reviewer’s Report
The Impact of Trust on E-Marketing

1. General Overview

This study addresses a highly relevant and timely topic—consumer trust in e-
marketing—particularly in the context of Arab consumers. The research is well-
structured and grounded in established theoretical models such as the Technology
Acceptance Model and Trust-Based Consumer Behavior Theory. The manuscript is of

publishable quality, offering both academic and practical contributions.

2. Significance of the Study

The paper significantly enhances our understanding of how trust dimensions
influence online purchase intentions. By focusing on perceived security, privacy, risk,
internet experience, and website quality, it captures the multifaceted nature of trust
in digital environments. The findings, particularly the strong role of internet
experience and security, offer actionable insights for marketers seeking to optimize

their digital strategies in emerging markets.

3. Strengths

o Relevance: The study is highly relevant given the increasing reliance on e-
commerce post-COVID-19.

o Clarity and Organization: The paper is logically organized, with clear sections
that guide the reader from introduction to conclusion.

o« Methodological Rigor: The use of SPSS and appropriate statistical tests (e.g.,
Pearson correlation, multiple regression) strengthens the validity of the findings.

o Sample Size and Composition: A sample of 184 Arab consumers is adequate
and provides a reasonable basis for generalizing the findings within the defined

context.
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Practical Implications: The paper provides specific, actionable
recommendations for e-marketers, such as enhancing security and tailoring

strategies based on consumer demographics.

4, Areas for Improvement

Literature Review: While comprehensive, the review would benefit from
incorporating more recent global studies (post-2022) to contextualize the Arab
experience within broader international trends.

Clarity in Results: In the regression analysis, the discussion around the
exclusion of perceived risk and website quality could be expanded to explain
why these factors, although initially correlated, did not contribute significantly
in the final model.

Language and Grammar: A few minor grammatical and typographical errors
were observed. A thorough proofreading or light language editing is
recommended.

Theoretical Implications: The conclusion could be strengthened by more
explicitly linking the findings back to the theoretical models (TAM and trust

theory) to reinforce academic value.

5. Specific Suggestions

Line 122: Consider elaborating slightly more on how website quality interacts
with consumer trust beyond just design and functionality.

Table 7: The explanation of the regression coefficients would benefit from a
clearer interpretation of the beta values and their practical implications.
Conclusion: Add 1-2 sentences highlighting potential future research directions,
such as longitudinal studies or comparative studies across different cultural

contexts.
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Final Recommendation
This is a well-researched, well-presented manuscript that will make a valuable

contribution to both academia and practice. With minor enhancements, particularly in

the literature discussion and clarity of analysis, it will be ready for publication.
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Comments (Use additional pages, if required)

Reviewer’s Comment / Report

General Comments:

This paper presents a well-structured and relevant exploration of the role of consumer trust in the
effectiveness of e-marketing, with specific reference to Arab consumers. The study combines theoretical
insights with empirical data to examine trust dimensions such as perceived security, privacy, risk, and
website quality. The focus on trust as a critical determinant of online purchase intention aligns with
current academic and industry interests in digital consumer behavior. The paper makes a meaningful
contribution to understanding how businesses can leverage trust to enhance customer engagement and
drive online sales.

Abstract:

The abstract is informative and effectively outlines the scope, methodology, findings, and implications of
the study. It clearly identifies the research problem and summarizes the key outcomes, particularly the



ISSN: 2320-5407

International Journal of Advanced Research

-Publisher’s Name: Jana Publication and Research LLP
www.journalijar.com

REVIEWER’S REPORT

significant impact of perceived security and privacy on purchase intention. The inclusion of statistical
methods and the geographic/cultural context of the sample adds clarity and relevance.

Keywords:

Internet, Purchase, Trust, Security, E-Marketing

The selected keywords are concise and capture the core themes of the paper, facilitating indexing and
retrieval in academic databases.

Introduction:

The introduction provides a strong rationale for the study by highlighting the unique challenges of online
consumer engagement compared to traditional commerce. It clearly identifies trust as a cornerstone of
effective e-marketing and ties the concept to broader consumer behavior theories. The literature
references are pertinent and help establish the academic foundation for the research. The section also
does well to position the study within a digital marketing context, making it accessible to both researchers
and practitioners.

Research Focus:

The paper articulates its research objectives clearly, with an emphasis on identifying trust-related factors
that influence consumer intentions in online settings. The emphasis on Arab consumers adds a useful
cultural dimension, acknowledging how trust perceptions can vary across demographic and regional
contexts.

Methodology:

The study uses a quantitative approach, employing an online survey distributed via Google Forms and
analyzed using SPSS. The sample size (184 respondents) is appropriate for exploratory analysis. The
methodology section is described concisely and aligns with standard practices in behavioral and
marketing research. The clarity in the description of data collection and analytical techniques strengthens
the credibility of the findings.

Findings and Discussion (Implied):

The results indicate a positive correlation between trust-related factors and purchase intentions, especially
the roles of perceived security and privacy. The finding that internet experience among respondents is
high adds depth to the analysis and supports the notion that experienced users are more responsive to
trust-enhancing features. The study offers a practical implication: e-marketers must design platforms that
emphasize transparency and consumer protection.
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Theoretical and Practical Relevance:

This research bridges the gap between theory and practice by drawing attention to how digital trust
influences actual consumer behavior. It contributes to the literature on digital marketing strategy,
particularly in emerging economies, and provides actionable insights for marketers seeking to optimize
their digital platforms.

Conclusion (Implied):

Although not explicitly labeled, the paper effectively concludes that building consumer trust is not
optional in digital environments—it is essential. This conclusion is supported by empirical evidence and a
logical progression from the research question through to the results.

Overall Evaluation:

This is a clear, relevant, and empirically grounded study that successfully addresses a key issue in
contemporary e-marketing. It combines theoretical rigor with practical insights, making it a valuable
resource for scholars, marketers, and digital strategists alike. The regional focus on Arab consumers adds
cultural specificity, which enhances the study’s applicability across diverse markets.



