
DOI: 10.12700/THTO.2025.02.06 

 
CONSUMER TRUST AS A COMPETITIVE ADVANTAGE IN THE RETAIL SECTOR 

 

THINKING TOGETHER  69 

CONSUMER TRUST AS A COMPETITIVE ADVANTAGE IN THE RETAIL SECTOR 

Noémi Piricz 

Óbuda University, Keleti Károly Faculty of Business and Management, Hungary, 
piricz.noemi@kgk.uni-obuda.hu  

Abstract: The issue of consumer trust is a very popular topic in the literature, but 
its approach from the perspective of competitive advantage is rare. Having a competitive 
advantage is important because it plays a key role in the long-term success of a company 
and in strengthening its market position. Competitive advantage models traditionally focus 
on costs and brand awareness and neglect soft factors. Yet both virtual and physical stores 
can rely on consumer trust in them. Barney's VRIO analysis explores the relationship 
between VRIO and competitive advantage. The basic premise of the model is that 
resources that are valuable, scarce, difficult to replicate and embedded in the organisation 
are closely linked to a company's competitive advantage. In our study, we use qualitative 
methodology and VRIO analysis to show how consumer trust can help small retail firms to 
operate. We find that high consumer trust contributes to strengthen a business in an almost 
invisible way. After all, the right level of consumer trust can give any organisation a 
significant competitive advantage and boost its results. 
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Introduction 

According to KSH (Hungarian Central Statistical Office), there were 99,200 retail 
shops in Hungary on December 31st of 2023 (KSH, 2024a). In 2023, the value of retail 
sales at current prices was HUF 18.4 thousand million, which, with a 17 percent increase in 
retail prices, represented a 7.9 percent decrease in volume compared to the previous year, 
based on preliminary data adjusted for calendar effects. In the past year, the volume of 
sales in food and grocery retail stores declined by 4.7 percent. At the end of June 2023, the 
number of retail outlets was 6.4 percent down on a year earlier, at around 7,000 (KSH, 
2024b). These data highlight the importance of the retail sector, both for the macro-
economy and for individual consumers. We can also see that the number of shops and their 
turnover has declined in recent years. There are many reasons for these declines, but this is 
not the focus of our study. In any case, it is clear that retail businesses have to cope with a 
deteriorating and challenging economic and social environment and ensure stable 
operations.  

In the case of shop retailing, either the customer goes to pick up the goods (in 
which case the retailing takes place at a fixed location) or orders them online. In category, 
location (choice of site), choice of product range, service (e.g. traditional, partially or fully 
self-service), price level and ownership are important. We believe that the companies 
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concerned should therefore strengthen not only the traditionally hard factors (Kelemen-
Erdős et al., 2024; Tick, 2023), but also the - often looked down upon - soft elements. They 
may be the very things that might save a retail business – especially a small retail shop –, 
which is important not only for its customers but also for the jobs saved. 

So our study focuses on a soft element, consumer trust, but not in a traditional 
approach, but from a competitiveness perspective. Our research question is:  

How, in what way, does consumer trust give a retail business a competitive 
advantage? 

To answer our research question, we conducted a systematic literature review on 
consumer trust and its relationship with competitiveness. The focus of our qualitative 
research is a micro-sized, mixed-profile retail company. For our analysis we used the 
VRIO method. The VRIO concept seeks to answer fundamental questions such as: 1. How 
valuable is the resource? 2. How available, rare in the market? 3. How easily can it be 
copied by competitors; and 4. How well does the possession of the resource fit into the 
organisation? 

Relevant literature review  

This section first briefly introduces the concept of competitive advantage and its 
typical sources. Then we describe how we conducted a systematic literature review on 
consumer trust. We looked at how popular a topic consumer trust is, and which research 
topics are most often linked to it. We then looked at the literature on consumer trust from a 
retail perspective and then from a competitive advantage angle.  

Competitive advantage is any characteristic of a company, country or person that 
distinguishes it from others and puts it in a relatively higher competitive position. That is, 
any characteristic that makes it more competitive than the others. Although competition 
has long been a central concept in market-based economies, its importance only increased 
in the second half of the 19th century and the first half of the 20th century, mainly as a 
result of the work of A. Smith, J. Schumpeter and J. B. Clark. The attributes that contribute 
to comparative advantage are innumerable. But examples include privileged access to 
natural resources (such as high quality minerals or cheap energy), a highly skilled 
workforce, geographic location or high barriers to entry. However, these features and 
conditions are often difficult to maintain in the long term. Companies therefore seek to find 
new competitive advantages and improve on those they already have.  

Competitiveness is related to the development and acquisition of a competitive 
advantage. However, competitive advantage is not synonymous with performance although 
it can contribute to superior performance, but is a much more complex concept. In essence, 
it is a comparison between a focal company and its competitor(s) according to a given 
aspect(s). Competitive advantage is also context-dependent. It is not a universal, generic 
characterisation of a particular company or particular parts of a company, but the positional 
relationship between the company and its rival(s) in a given competitive situation (Ma,  
2000). 



DOI: 10.12700/THTO.2025.02.06 

 
CONSUMER TRUST AS A COMPETITIVE ADVANTAGE IN THE RETAIL SECTOR 

 

THINKING TOGETHER  71 

Competitive advantage differentiates a company from its competitors. It contributes 
to better pricing, generates more sales and strengthens brand loyalty. Creating such an 
advantage is an important goal for any company. Competitive advantage refers to the 
factors or attributes that enable a company to produce services or products that are more 
affordable or of higher quality than those of its competitors. Competitive advantage can 
help a firm to differentiate itself from its competitors. Maintaining a competitive advantage 
is a challenge, as competitors are constantly trying to gain or copy it. A sustainable 
competitive advantage means having characteristics that are difficult for competitors to 
imitate (Kaukab et al., 2024). 

There are many opportunities for organisations to maintain a competitive 
advantage, and successful companies are taking advantage of them, recognising which 
solutions are best for them. Companies must constantly develop new products, services or 
technologies to maintain their competitive edge (Kyatmaja et al., 2023). This may be 
technological development or continuous improvement of products and services. Strong 
brand loyalty is also vital because loyal customers are less sensitive to competitors' pricing 
and offers (Ebele et al., 2024). Cost efficiency is key to maintaining competitive 
advantage, especially for companies with a low-cost strategy. Firms need to continuously 
optimise their production processes and reduce costs to maintain their price competitive 
advantage (Mugoni et al., 2023). Maintaining customer satisfaction contributes to a firm's 
competitiveness by enabling it to respond quickly to changes in customer needs, strengthen 
customer loyalty and generate repeat business. To ensure a long-term competitive 
advantage, firms should enter into strategic partnerships that give them access to new 
markets, technologies or resources (Agustian et al., 2023). Sustainability plays an 
increasingly important role in maintaining competitive advantage. Firms that build a 
sustainable value chain remain competitive in the long term because they are more 
attractive to conscious consumers (Sharma & Gupta, 2024). To maintain their existing 
market position, companies are strengthening their presence in key markets. 

 

Figure 1 Categorisation by type of trust 

Process-based trust, property-based trust, or institution-based trust (Zucker, 1986)

Calculative, knowledge-based, identification-based trust (Lewicki, Bunker 1996)

Emotional, intellectual trust (MCAllister 1995)

Historical, role-based, rule-based, category-based trust (Kramer 1999)

Competence-based, process-based, identification-based trust (Rommel, Christaens 2009)
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The issue of trust between people has always been a major phenomenon. Not only 
is trust between people essential, but also for organisations, therefore business trust has 
been a hot topic that is addressed by many disciplines. Research on the topic has the 
longest history in social psychology (Larzelere-Huston, 1980) and sociology (Cook & 
Santana, 2020). In connection with the results of these fields, the first authors in the field 
of management science to publish independent research results were the authors of the 
theory of organisational behaviour (Mayer et al. 1995) and inter-organisational or business 
marketing (Doney-Cannon, 1997). In this case, the focus is not primarily on trust between 
individuals, but on trust between organisations. Whether the typification of trust is based 
on the incentive structure or on the internal norms of the partner, reciprocity is an essential 
characteristic of inter-organisational trust (e.g. Holm et al., 1999, Walter et al., 2001). 

According to the dominant trends in the international literature, some authors 
interpret trust primarily as a resource (Tsai-Ghoshal, 1998), as faith in others (Kumar, 
1996), a management strategy (Uzzi, 1997), or as a management mechanism (Jarvenpaa et 
al., 2000). In another categorisation Zucker (1986), Rommel (2009) and Christaens (2009) 
argue that trust is process-based (see Figure 1). Zucker (1986) further distinguishes 
between attribute-based and institution-based trust. Lewicki (1996), Bunker (1995), 
Rommel (2009) and Christaens (2009) agree that trust is based on identification. However, 
Lewicki and Bunker added that trust is also calculative and knowledge-based. According 
to Christaens and Rommel, trust is competence-based. McAllister (1995) formulated that 
when we talk about trust, there is intellectual and emotional trust. Finally, Kramer (1999) 
thought that trust can be historical, role-based, rule-based and finally category-based. One 
critique of the faith-based interpretation of trust interprets trust itself as a willingness to 
act. What the two conceptions have in common, however, is that they both see trust as 
closely related to vulnerability and risk, and self-interested behaviour. It is thus generally 
accepted that trust presupposes the existence of a risky situation (Luhmann 1979). 

 

Table 1 Distribution of the 21891 publications on consumer trust by category (Own 
editing) 
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A systematic literature review is a transparent and explicit process that reviews, 
evaluates and interprets the available literature based on different search criteria (Fink, 
2019; Tranfield, et al., 2003; Davis et al., 2014). We used the well-known and reliable 
Web of Science (WoS) database, without year restrictions, using the topic mode. The 
general term ‘consumer trust’ resulted in 21891 publications (see summarizing Table 1). 
This was narrowed down to social science topics (9113 results), more concretely 6281 
publications on Business (29%), and 2832 publications on Management (13%), and this is 
the set of publications that we examined further. These data suggest that consumer trust is 
a very popular and researched topic. 

As shown in Figure 2, the number of publications (on consumer trust in the two 
social science topics) included increased steadily until 2020 and then remained roughly at 
the same level. This figure also demonstrates the popularity of the topic, but it is 
interesting to note that the growth stopped around 2020. It seems there is still interest, but 
it is no longer a rising trend. 

 

 

Figure 2 Chronological variation in the number of 9113 publications examined (Own ed.) 

According to Micro-topics (algorithmically labelled with their most significant 
keyword) of publications on consumer trust (see Table 2) consumer satisfaction – as the 
largest group if Micro-topics – is closely linked to trust, although it is difficult to say which 
factor develops first, a dynamic interaction is more likely. However, the 2nd place of the 
Technology Acceptance Model (TAM) is surprising. The foundations of TAM were laid 
by Davis (1989) based on the book by Ajzen and Fishbein (1975). The study of technology 
acceptance investigates how people psychologically relate to the use of a given technology 
voluntarily and willingly. Its core area is information technologies and systems (computer 
use, software use and adoption in work environments). It is assumed that the rapidly 
growing technology, IT and knowledge in consumer products is the cause of this. Although 
we should add that since TAM, many similar models have appeared. We see that the 
increasing IT content in products is linked to Privacy (5th) and Knowledge Management 
(7th) is linked to the greater knowledge embodied in the product. 
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Social responsibility, or corporate social responsibility (CSR), is a business concept 
whereby companies take into account the interests of society by considering the impact of 
their activities on their customers, suppliers, employees, shareholders and the environment. 
This is the 3rd most common topic (see Table 2), but the 4th, Environmental Concern, is 
also logically closely related. CSR is considered to be important in terms of 
competitiveness and has been shown to bring benefits in terms of risk management, cost 
savings, access to capital, customer relations, human resource management and innovation 
capacity (Garai-Fodor et al., 2023). 

The sharing economy (6th) is based on the principle that we do not use all the tools 
we own every hour of the day, and we do not want to buy everything we want to use. In the 
sharing economy, we create an exchange pool that we can put at each other's disposal for a 
reasonable fee. The Internet and social rating have thus opened the way to various 
community solutions. This has led to online marketplaces, housing and accommodation 
booking systems, car-sharing and community finance portals etc. In this model, social 
rating itself has become a risk factor. In today's world, customers are increasingly reliant 
on each other's opinions, so one bad review can damage the image of a business. This new 
form of buying/renting is both heavily reliant on trust and can have a major impact on 
retailing and the way it is conducted. 

 

 Micro-topics 
The number of 

publications 
1. Customer Satisfaction 4817 
2. Technology Acceptance Model (TAM) 506 
3. Corporate Social responsibility 336 
4. Environmental Concern 269 
5. Privacy 200 
6. Sharing Economy 159 
7. Knowledge Management 113 
8. Persuasion 72 

Table 2 Most frequent Micro-topics covered by the 9113 publications examined (Own ed.) 

Persuasion (8th) is a complex concept, and is most closely related to marketing 
psychology. At the intersection of marketing and psychology, marketing psychology is an 
expanded field that explores how to influence consumer behaviour and decision-making. 
Marketing psychology aims to understand consumers' motivations, tastes and needs so that 
we can create more effective, targeted marketing strategies. Knowledge of advertising 
techniques and manipulation methods is essential for both consumers and marketing 
professionals. Respecting ethical boundaries and transparent communication can help 
maintain consumer trust and achieve long-term business success. 

A combined search for the two terms consumer trust and retail resulted in 13 hits in 
the WoS database. Of the 13 articles, 7 were related to on-line retailing. Consumer trust in 
retailing as a research topic seems to be most often raised in the case of online retailing. 
Gender (Amin et al., 2015) as well as generational differences (ElSayad et al., 2024) in the 
relationship with consumer trust in retailing was also examined. In their empirical research, 
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Kokthi et al. (2022) shows how consumer confidence is influenced by the retail purchase 
of daily consumer goods such as mineral water. 

As our study examines consumer trust in terms of its contribution to 
competitiveness, we have also looked at the literature on this relationship. The search for 
the two terms (consumer trust and competitive advantage) yielded 197 results, which is not 
a very high number. The following Micro-topics were the most frequently mentioned in 
this search: 1) Customer Satisfaction 121; 2) Corporate Social Responsibility 25; 3) 
Knowledge Management 13; 4) Technology Acceptance Model 8; and 5) Privacy 5. So this 
means that more or less the same topics emerged in the search for consumer trust as the 
only subject word. 

Empirical research 

Research aim This research focuses on customer trust and its relationship with the 
competitive advantage. We applied the case study method and within this methodology we 
asked some buyers of the focal firm and the shop's sales staff, about their experiences.  

Applied methodology A case study is a method in which we examine and study a 
phenomenon that has already happened (Yin 2002). From this, we decipher the individual 
components, the factors affecting the results, and the hidden connections. This provides an 
opportunity to systematically examine the data, collect data, analyse the information and 
finally record the results. As a result, the researcher can gain a more complete picture of 
why things happened the way they did, and what would be worth examining more closely 
in the future. In contrast to questionnaires, interviews or observation, several methods are 
actually used simultaneously during the preparation of a case study. When selecting a case, 
researchers often prefer samples that focus on the information that can be obtained 
(Flyvbjerg, 2006). The two essential features of the case study are complexity and 
contextuality. Complexity means that the examined case is presented in its entirety. In 
accordance with contextuality, we examine and present the case not only by itself, 
concentrating on its specific characteristics, but in connection with the environment in 
which it operates and acts (Yin, 2018). 

The data were collected after the COVID-19 pandemic. In addition to its tragic 
effects, this event brought about a number of changes in economic processes and sectors. It 
also had an impact on the psychology, behaviour and purchasing habits of consumers in 
terms of retail sales (Gupta et al., 2023). These aspects have also been taken into account, 
thus increasing the generalisability of our results. 

The selection of the case is therefore of particular importance, and can usually be 
chosen according to the following: The average case means the processing of a case whose 
essential properties, in the opinion of the researcher, also characterize the other units of the 
population. In an extreme case, the presentation of the case is considered exceptional in 
some way, often an "outlier". Our case is one of the first, average cases. With this, our goal 
was to research how an organization copes with the creation and maintenance of consumer 
trust. 
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Although we are now looked at a single case, we had to work with many data 
sources for an objective result. The sources used for our case study were the following: a. 
Statistical data on the investigated case, its type and environment; b. Public documents: 
newspaper articles, legal documents, publications, etc.; c. Personal documents: e.g. reports 
showing the specific business processes of the company; d. In-depth interviews with 
people familiar with the chosen case (colleagues, consumers, business partners, etc.); and 
e. Multiple visits to the selected organization. 

During the depth-interviews the aim of our research was to get the interviewees to 
be honest about their own opinions. This is mainly achieved by sitting down with each 
subject one by one, as this makes everyone more open and honest. For example, in the 
focus group, it would have been a problem if those who were a bit braver had spoken up, 
thus suppressing the more timid. But we wanted to hear everyone's views, which is why we 
chose to conduct in-depth interviews within the case study. 

Before the in-depth interview, we prepared a guide to help us explore the topic in 
depth. The expert interviews took place on the company's business premises. During the 
interviews, we were able to interview a total of six sales representatives and six individual 
buyers. These interviews were carried out one by one, in order to allow each person to 
express their thoughts and opinions. 

The qualitative research process is very time-consuming. The number of subjects 
targeted/interviewed is relatively small, so it is necessary to draw a conclusion from the 
small number of subjects and to shed light on the problem. It also has the disadvantage of 
high subjectivity and low reliability. It provides less data, which may reduce the individual 
conviction of the researcher. The central organisation of the case study was based on 
familiarity. These are all limitations of the research and our conclusions should be treated 
in conjunction with them. 

The focal company where our research was carried out is a small enterprise located 
in a village in Pest county. The retail business has been operating for about 15 years and 
has been growing and developing ever since. This company has 4 different shops. Its main 
activity is grocery retailing, which includes household goods. The shop sells a wide range 
of products to all its customers and has partnerships with a number of suppliers. During our 
research, we found that the goods are always fresh from the suppliers. This small business 
currently employs 10 people.  

The method of analysis The theoretical background of VRIO is the resource-based 
theory (Wernerfelt, 1984, Barney, 1991). VRIO analysis (Astawa, 2022; Logan et al., 
2017) is a tool used in the strategic analysis of a company. It allows us to determine which 
resources and capabilities can generate a competitive advantage for the firm. Basically, it is 
a tool that is very useful for companies because it allows them to spot what resources and 
capabilities they have. The letters of the VRIO analysis display the following: 

a) Valuable: A company's resources must have value. A valuable resource can help 
your business better cope with threats and help you better leverage and exploit your 
opportunities. 



DOI: 10.12700/THTO.2025.02.06 

 
CONSUMER TRUST AS A COMPETITIVE ADVANTAGE IN THE RETAIL SECTOR 

 

THINKING TOGETHER  77 

b) Rare: Generally speaking, a resource is rare if it is difficult to access in the market. 
It can be a special purpose resource for the company. 

c) Inimitable: This characteristic means that competitors have little ability to copy or 
replicate the company's resources or capabilities. Furthermore, if a competitor 
wanted to copy the resource or capacity, it would incur very high costs. It is 
therefore practically impossible to imitate. 

d) Organized: Organisation, the final element of the model, refers to the ability of the 
company to optimise the use of its resources and capabilities. It is the right 
organisation that allows it to generate sufficient revenue to define its strategies. 

If the first point is met (Valuable), we cannot talk about a competitive advantage, 
only a good opportunity that other competitors can often use. If the competitive advantage 
is valuable and even rare, it is a temporary competitive advantage, but it becomes long-
lasting if it is difficult to imitate, but the organisation is able to do so. Table 3 illustrates 
visually the logic of VRIO, how a valuable resource, attribute or any organisational factor 
becomes a source of organisational competitive advantage in its market. By evaluating the 
resources in the table, we can answer the question of which resources are important for our 
competitive advantage. The VRIO analysis may still be relevant for make-or-buy decisions 
and outsourcing issues, but in this case the logic is reversed, as we are looking at resources 
that the company owns, but that do not create value.  

 

 

Table 3 The VRIO framework (Barney, 2002) 

Discussion with VRIO model 

Consumer trust has been defined by more interviewees as the satisfaction of 
customers with a product or service. "Personally, I think consumer trust means that a 
customer will return to the business that they have confidence and loyalty in. Consumer 
trust, in my opinion, is a constant and high level of customer satisfaction. "- said one 
buyer. Our analysis of the literature also shows that consumer trust and consumer 
satisfaction go hand in hand. For some sales persons, consumer trust is not only about 
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satisfaction with a product or service, but also about satisfaction with the staff and 
management of the company. As a salesperson said, "To gain trust, you need to pay 
attention not only to the quality of the products or services, but also to the image of the 
business." 

The opinions also reflect a belief-based approach to trust. For example, in this 
opinion: “To me, consumer trust is a belief that the seller or manager can perform their 
obligations fairly, have the right expertise and act in the consumer's best interests.” 
According to the next buyer, "I, as a consumer, as a buyer, trust that what I buy is of the 
quality and expiry date that it says it is, or for example that the fruit and vegetables are as 
fresh as the seller said and that they are not just trying to sell the product". This points to a 
common feature of services such as dependence on the person. In the case of traditional - 
not online - retailing, this is even more appreciated. 

As another interviewee put it, "For me, consumer trust is a reassurance that I can be 
sure that the staff and management are acting in a way that ensures that consumers receive 
the freshest and best quality products and maximum quality service." The interviewees are 
probably not familiar with the different approaches to trust, but this view illustrates an 
approach to trust that assumes that the other party will not behave opportunistically (Lado 
et al., 2008). 

"The company manager has won the trust of many consumers, as it is characteristic 
of him that he communicates personally and directly with his consumers. He pays close 
attention to the individual wishes of consumers and often inquires whether they are 
satisfied with the products. I think this gives customers a very positive feeling," said one of 
the sellers.  

"Several consumers have come to me with how satisfied they are with their sellers 
with atmosphere. There was a consumer who said that it was very important to him that 
help him with his shopping and be respectful towards him. He said in the other shop of the 
settlement the salespeople didn't even bother to greet him when he entered the store." - said 
one of the salespersons, which proves their good judgment against the competitor. The 
following quote summarizes the focal firm's organizational policy well: "Based on my 
experience, I think that at any time if there is a problem with the goods or if a conflict 
arises a between the consumer and the seller (the store or the management), we 
immediately look for a solution to restore this." Niewczas-Dobrowolska et al. (2024) also 
found that after the COVID-19 outbreak, shoppers' behaviour changed, especially when 
buying food. 

Based on the case study, let's look at the VRIO analysis of the organisation (see 
Table 4). By evaluating the resources listed in the table, we can get an answer to the 
question of which resources are important for the researched firm’s competitive advantage. 
The first question is whether we see a valuable competitive advantage in what the 
organisation does. We see that the activity of a retail store offering mixed category 
products is supported by consumer trust in the organisation and its individual consumers. 
The next question is rarity, i.e. how rare is the competitive advantage of the examined 
organization and whether there is any demand at all for what it offers. A shop with a mixed 
profile is really not that special, but its geographical location - it is in a village, easily 
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accessible - increases this "rarity" factor, which is enhanced by the trust that has been 
established. Imitability refers to how quickly, easily and especially cheaply competitors 
can copy the organization. 

In principle, consumer trust is easy to copy, but it takes a long time to build it, and 
they cannot make mistakes in the meantime, since it's a fragile resource that can easily be 
damaged by a comment or negative opinion. The strong consumer trust developed in the 
examined organization is therefore rare, as it cannot be easily and quickly imitated. Based 
on experience in our research, we see that the conflict management for both the supplier 
and the consumer is advanced. They conduct open communication; the management is 
visible and available to employees and customers. Therefore, the development and 
maintenance of consumer trust is not surprising. 

 

Elements of VRIO The relevant characteristics of the focal firm 

Value 
The retail store in the village offers mixed-category products, which 
is strengthened by consumer trust in it 

Rarity 
Good geographical location (very few shops in the village) and good 
consumer trust toward this specific retail firm; consumers can go to 
this shop frequently 

Imitability 
Stable consumer trust which was developed over long period of time 
that’s why it is difficult to imitate 

Organization 
Part of the organization's corporate culture is trust towards 
employees, suppliers and customers; it has good relationships with 
its stakeholders 

Table 4 The VRIO analysis of the focal organisation (Own ed.) 

 Looking at global retail trends (Zeller, 2024), the focal company researched differs 
from some these trends in some respects. For example, it does not use AI in its operations 
and is dominated by traditional, in-store shopping. However, they are trying to make this 
personal shopping as efficient and harmonious as possible, paying more attention to the 
needs of their customers (Tinonetsana and Msosa, 2023). This is in line with the global 
strategy, as a significant proportion of retailers aim to remain memorable for their 
customers (Zeller, 2024), as competition between retail chains and stores is very strong. 

 The impact of social media is also increasing on the retail side (Raniya et al., 2023), 
but there are differences between e.g. China and the US (Statista, 2024), but this area was 
not found in our research, nor do special, high-priced brands play a significant role in the 
small rural shop. The phrase 'retail apocalypse' was used even before the pandemic 
(Thompson, 2017), with e-commerce becoming increasingly popular, resulting in large 
numbers of shop closures. This global trend continued after the epidemic (Müller-Pérez et 
al., 2023), but our empirical results show that shoppers in a well-known store in a small 
town still opt for traditional on-site shopping. Consumer demand is growing towards 
sustainability (Wilson, 2024), but this demand has not yet been reflected among the store 
stakeholders included in the research. 
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Conclusions 

VRIO is basically a tool that is very useful for companies because it allows them to 
see what resources and capabilities they have. Then, knowing how valuable, rare, 
inimitable and organized resources and capabilities the company has, it can create a 
sustainable competitive advantage over time. 

 

 

Figure 3 Visualisation of the main results of the research (Own ed.) 

The investigated small business offers a wide range of products in order to provide 
all its customers and seemingly could develop strong consumer trust over the long years. 
For the small-scale retailer at the heart of the case study, the consumer trust that has been 
established now provides a competitive advantage that is difficult to replicate (due to the 
long time span) and unique (specific to the organisation). In response to our research 
question, consumer trust in the organisation can therefore function as a competitive 
advantage, firstly towards its employees and then towards the products it offers. The right 
behaviour on the part of the organisation, which is part of the corporate culture, has created 
trust and faith in consumers (see Figure 3). This consumer trust was maintained and further 
strengthened when it was found that the products offered were of consistently high quality. 

Based on the results of the research, it would be worthwhile to conduct quantitative 
research how consumer trust leads to increased competitiveness. It would be also 
interesting to examine how this works in the case of large multinational retail chains, 
which have different relationships with their individual customers because of their size and 
other characteristics. 

References 

Ajzen, I., & Fishbein, M. (1975). Belief, attitude, intention and behaviour. London: 
Addison-Wesley. 

Amin, M., Rezaei, S., & Tavana, F. S. (2015). Gender differences and consumer’s 
repurchase intention: The impact of trust propensity, usefulness and ease of use for 
implication of innovative online retail. International Journal of Innovation and 
Learning, 17(2), 217–233. https://doi.org/10.1504/IJIL.2015.067409 

faith

consistently 
high quality

good 
behaviour 



DOI: 10.12700/THTO.2025.02.06 

 
CONSUMER TRUST AS A COMPETITIVE ADVANTAGE IN THE RETAIL SECTOR 

 

THINKING TOGETHER  81 

Astawa, I. P. M. (2022). VRIO model as a framework for developing tourism 
competitiveness - Case study in tourism village in Gianyar Regency, Bali. In 
Proceedings of the International Conference on Applied Science and Technology on 
Social Science 2021 (iCAST-SS 2021). https://doi.org/10.2991/assehr.k.220301.029 

Agustian, K., Pohan, A., Zen, A., Wiwin, W., & Malik, A. J. (2023). Human resource 
management strategies in achieving competitive advantage in business 
administration. Journal of Contemporary Administration and Management, 1(2), 
108–117. https://doi.org/10.61100/adman.v1i2.53 

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of 
Management, 17, 99–120. 

Barney, J. (2002). Gaining and sustaining competitive advantage (2nd ed.). Upper Saddle 
River, NJ: Prentice Hall. 

Cook, K. S., & Santana, J. J. (2020). Trust: Perspectives in sociology. In J. Simon (Ed.), 
The Routledge handbook of trust and philosophy (1st ed.). New York: Routledge. 

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of 
information technology. MIS Quarterly, 13(3), 319–340. 

Davis, J., Mengersen, K., Bennett, S., & Mazerolle, L. (2014). Viewing systematic reviews 
and meta-analysis in social research through different lens. SpringerPlus, 3, 511. 
https://doi.org/10.1186/2193-1801-3-511 

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer–
seller relationships. Journal of Marketing, 61(2), 35–52. 
http://dx.doi.org/10.2307/1251829 

Agu, E. E., Iyelolu, T. V., Idemudia, C., & Ijomah, T. I. (2024). Exploring the relationship 
between sustainable business practices and increased brand loyalty. International 
Journal of Management & Entrepreneurship Research, 6(8), 2463–2475. 
https://doi.org/10.51594/ijmer.v6i8.1365 

ElSayad, G., & Mamdouh, H. (2024). Are young adult consumers ready to be intelligent 
shoppers? The importance of perceived trust and the usefulness of AI-powered retail 
platforms in shaping purchase intention. Young Consumers. Advance online 
publication. https://doi.org/10.1108/YC-02-2024-1991 

Fink, A. (2019). Conducting research literature reviews: From the internet to paper (5th 
ed.). Los Angeles: Sage Publications. 

Flyvbjerg, B. (2006). Five misunderstandings about case study research. Qualitative 
Inquiry, 12(2), 219–245. 

Garai-Fodor, M., & Popovics, A. (2023). Analysing the role of responsible consumer 
behaviour and social responsibility from a generation-specific perspective in the light 



 
 
 
 

82  The economy in practice 

of primary findings. Acta Polytechnica Hungarica, 20(3), 121–134. 
https://doi.org/10.12700/APH.20.3.2023.3.8 

Gupta, A. S., Mukherjee, J., & Garg, R. (2023). Retailing during the COVID-19 lifecycle: 
A bibliometric study. International Journal of Retail & Distribution Management, 
51(11), 1413–1476. https://doi.org/10.1108/IJRDM-09-2022-0363 

Jarvenpaa, S. L., Tractinsky, N., & Vitale, M. (2000). Consumer trust in an internet store. 
Information Technology and Management, 1(1), 45–71. 
http://dx.doi.org/10.1023/a:1019104520776 

Kaukab, M. E., & Anggara, A. A. (2024). Transforming the roots of competitive 
advantage: The new strategy of ASEAN firms post-COVID-19. Asian Journal of 
Economics, Business and Accounting, 24(7), 176–187. 

KSH (Hungarian Central Statistical Office). (2024a). Belkereskedelem. Retrieved August 
2, 2024, from https://www.ksh.hu/belkereskedelem 

KSH (Hungarian Central Statistical Office). (2024b). Kiskereskedelem. Retrieved August 
2, 2024, from https://ksh.hu/s/helyzetkep-2023/#/kiadvany/kiskereskedelem 

Kelemen-Erdős, A., Mitev, A., & Szakály, Z. (2024). Retain or reduce? Delisting decisions 
in relation to manufacturer-retailer relationships in grocery store retailing. Periodica 
Polytechnica Social and Management Sciences, 32(2), 131–140. 
https://doi.org/10.3311/PPso.21528 

Kokthi, E., Thoma, L., Saary, R., & Kelemen-Erdős, A. (2022). Disconfirmation of taste as 
a measure of trust in brands: An experimental study on mineral water. Foods, 11, 
1276. https://doi.org/10.3390/foods11091276 

Kumar, N. (1996). The power of trust in manufacturer–retailer relationships. Harvard 
Business Review, 74(6), 93–107. 

Lookman, K., Pujawan, N., & Nadlifatin, R. (2023). Innovative capabilities and 
competitive advantage in the era of industry 4.0: A study of trucking industry. 
Research in Transportation Business & Management, 47, 100947. 
https://doi.org/10.1016/j.rtbm.2023.100947 

Lado, A. A., Dant, R. R., & Tekleab, A. G. (2008). Trust-opportunism paradox, 
relationalism, and performance in interfirm relationships: Evidence from the retail 
industry. Strategic Management Journal, 29(4), 401–423. 
https://doi.org/10.1002/smj.667 

Larzelere, R. E., & Huston, T. L. (1980). The Dyadic Trust Scale: Toward understanding 
interpersonal trust in close relationships. Journal of Marriage and Family, 42(3), 
595–604. https://doi.org/10.2307/351903 



DOI: 10.12700/THTO.2025.02.06 

 
CONSUMER TRUST AS A COMPETITIVE ADVANTAGE IN THE RETAIL SECTOR 

 

THINKING TOGETHER  83 

Logan, M., Ligon, G., & Derrick, D. (2017). Applying an organizational framework to 
examine jihadi organizations as an industry. Homeland Security Affairs, 13(6). 
https://www.hsaj.org/articles/14097 

Luhmann, N. (1979). Trust and power. Wiley. 

Ma, H. (2000). Competitive advantage and firm performance. Competitiveness Review, 
10(2), 15–32. https://doi.org/10.1108/eb046396 

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of 
organizational trust. Academy of Management Review, 20(3), 709–734. 
https://doi.org/10.5465/amr.1995.9508080335 

Mugoni, E., Nyagadza, B., & Hove, P. K. (2023). Green reverse logistics technology 
impact on agricultural entrepreneurial marketing firms’ operational efficiency and 
sustainable competitive advantage. Sustainable Technology and Entrepreneurship, 
2(2), 100034. https://doi.org/10.1016/j.stae.2022.100034 

Müller-Pérez, J., Acevedo-Duque, Á., Rettig, P. V., García-Salirrosas, E. E., Fernández-
Mantilla, M. M., Izquierdo-Marín, S. S., & Álvarez-Becerra, R. (2023). Consumer 
behavior after COVID-19: Interpersonal influences, eWOM and digital lifestyles in 
more diverse youths. Sustainability, 15, 6570. https://doi.org/10.3390/su15086570 

Niewczas-Dobrowolska, M., Górka Chowaniec, A., & Sikora, T. (2024). Changes of 
consumer behavior caused by the COVID-19 pandemic. International Journal for 
Quality Research, 18(1), 129–152. https://doi.org/10.24874/IJQR18.01-09 

Raniya, R. F., Lubis, P. H., & Kesuma, T. M. (2023). The influence of social media 
marketing and store atmosphere on purchase decision mediated by consumer trust in 
millennial coffee shops in Banda Aceh. International Journal of Business 
Management and Economic Review, 6(1), 144–155. 
https://doi.org/10.35409/IJBMER.2023.3466 

Sharma, R., & Gupta, H. (2024). Harmonizing sustainability in industry 5.0 era: 
Transformative strategies for cleaner production and sustainable competitive 
advantage. Journal of Cleaner Production, 445, 141118. 
https://doi.org/10.1016/j.jclepro.2024.141118 

Statista. (2024). Social commerce revenue worldwide from 2018 to 2028. Retrieved 
November 26, 2024, from https://www.statista.com/statistics/1231944/social-
commerce-global-market-size/ 

Tick, A. (2023). Industry 4.0 narratives through the eyes of SMEs in V4 countries, Serbia 
and Bulgaria. Acta Polytechnica Hungarica, 20(2), 83–104. 
https://doi.org/10.12700/APH.20.2.2023.2.5 



 
 
 
 

84  The economy in practice 

Tinonetsana, F., & Msosa, S. K. (2023). Shifts in consumer behavioural trends during and 
post the COVID-19 pandemic: An analysis using the Theory of Reasoned Action. 
Business Excellence and Management, 13(4), 47–60. 

Tranfield, D., Denyer, D., & Smart, P. (2003). Towards a methodology for developing 
evidence‐informed management knowledge by means of systematic review. British 
Journal of Management, 14(3), 207–222. https://doi.org/10.1111/1467-8551.00375 

Tsai, W., & Ghoshal, S. (1998). Social capital and value creation: The role of intrafirm 
networks. Academy of Management Journal, 41(4), 464–476. 
https://doi.org/10.2307/257085 

Thompson, D. (2017, April 10). What in the world is causing the retail meltdown of 2017? 
The Atlantic. https://www.theatlantic.com/business/archive/2017/04/retail-meltdown-
of-2017/522384/ 

Uzzi, B. (1997). Social structure and competition in interfirm networks: The paradox of 
embeddedness. Administrative Science Quarterly, 42(1), 35–67. 
https://doi.org/10.2307/2393808 

Yin, R. K. (2002). Case study research: Design and methods (3rd ed.). Sage Publications. 

Yin, R. K. (2018). Case study research and applications: Design and methods (6th ed.). 
Sage Publications. 

Wernerfelt, B. (1984). A resource-based view of the firm. In N. J. Foss (Ed.), Resources, 
firms, and strategies (pp. 103–116). Oxford University Press. (Original work 
published 1984) 

Wilson, J. (2024). Consumers walking the talk, spending based on ESG. KPMG. 
https://kpmg.com/us/en/articles/2023/consumers-walking-talk-spending-on-esg.html 

Zeller, A. (2024, November 8). Top 11 retail trends (2024 & 2025). Exploding Topics. 
https://explodingtopics.com/blog/retail-trends 


