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ABSTRACT

In 020 environment (Online-to-Offline), providers attract new customers via websites and lead them to
pay online, then induce them again to offline when receiving products. Thus, online and offline channel is
integrated and create synergy for marketing in O20 context. As online and offline channel coexist in 020,
consumers’ perceptions for products and services that providers offer cannot help being different compared to
an independent channel (i.e., either online or offline). Therefore, this research aims to explore the effect of
perceived service quality on consumer’s trust and attitude, who have purchased products in O20 context. For
testing the hypothesized research model, the current paper conducts survey and empirical test.
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