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ABSTRACT
This study aimed at investigating the influence of sellers’ trust arguments on buyers’ trusting belief. Further, the causal relation between buyers’ trusting belief and purchase intention in online auction context was also examined. A laboratory experiment was conducted in which sellers’ trust argument was manipulated in three types: ability, benevolence and integrity. Results of data analysis suggested that sellers’ argument regarding benevolence significantly influenced bidders’ trusting belief. Further, trusting belief is a significant predictor of purchase intention.
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INTRODUCTION
Prior research has shown that trust is especially important in situations where there is uncertainty, interdependence, and fear of opportunism [1, 2, 3, 4], as is the case in online auction. 

Seller in online auction is the product provider and tends to create one’s own “about me page” to make their transactions more personal. Arguments that enhance bidders’ trust toward the seller can be delivered in this page. Thus, what type of seller arguments will influence bidders’ trust is an important yet overlooked issue and thus served as the main objective of current study. We try to manipulate the sellers’ argument in order to examine its influence on bidders’ trust and their purchase intention. Findings in this research are necessary to identify bidders’ specific concerns about trust and conducting transactions in online auction context.

DISCUSSION AND CONCLUSIONS
This article examined antecedents of trusting belief, which will in turn influence bidders’ purchase intention in online auction context. The research model incorporated sellers’ trust arguments in “about me” page in terms of their ability, benevolence, and integrity as the independent variables.
Laboratory experiment was used to collect data. Results of data analysis indicated that sellers’ trustworthiness influences bidders’ willingness to purchase from sellers. Although the importance of trust to stimulate purchases over the Internet has been examined in prior research, current study is one of the limited works that provide empirical support regarding this issue in online auction environment. 
Results from current study suggested that about me page is a popular function provided by auctioneers, however, the importance of messages presented in this page has been overlooked. The significant impact of sellers’ benevolence arguments on bidders’ trusting belief suggested that sellers’ trustworthiness can be enhanced if appropriate messages regarding the concerns about bidders’ satisfaction and interests are delivered to bidders. The present research provides a starting point for investigations into these issues. Future research is encouraged to examine the influence of other types of trust-related arguments on bidders’ trusting belief. 
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