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Abstract:

FAB ENTEPRISES is a fourth party logistics company (4PL). concisely, the company was able to gain the trust of several
large companies such as Cerestar, Harvestar, PT. Samudra Indonesia, PT. Alam Sejati, CV. Sakinah, PT. Editing Sriwijaya,
PT. Berlian Manyar Sejahtera and Pelindo 1II. Considering billions of FAB Enterprises business fields, it is not easy to gain
trust from those various large companies.

This study aims to: 1) Review and analyze the factors that are driving and inhibiting the forming trust process in
organizational relationships between FAB Enterprises and its business partners; and 2) To develop a trust model in
organizational relationships between FAB Enterprises and its business partners.

This study uses a qualitative approach with the historical constructionist method. Research data was collected using
several methods of data collection, namely in-depth interviews, observation, and documentation. The data obtained were
then analyzed using three steps of analysis, namely familiarization, meaning withdrawal, and data transcription.

The results show that the factors that encourage the formation of trust in business relationships between FAB
Enterprises and its business partners consist of: 1) the personal characteristics of the owner; 2) Owner reputation; 3)
Information dissemination; 4) Proof of performance; 5) Management of communication; 6) Consistent performance and
management of communication. The inhibiting factor in the formation of trust in business relations between FAB
Enterprises and its business partners was the communication management factor which had experienced a decline due
to internal changes in the company, namely from PT. MAF becomes FAB Enterprises The second conclusion that can be
drawn is that trust in business relationships between FAB Enterprises and its business partners is influenced by intention
and attitude factors which is moderated by performance and communication. While intentions and attitudes are
influenced by reputation and reputation is influenced by personal characteristics.

Keywords: Logistics, FAB Enterprises, trust, business partners

1. Introduction

The development of the global market is driving the increment of business competition. The motives of the

companies involved in the competition can be vary, namely just to be able to survive or to win the competition and become
the best. One of the efforts made by the company to be able to increase its competitiveness is by dividing operational
activities and setting priorities for activities to maximize its contribution to the achievement of company objectives. The
company ensures that each activity is handled by parties who have the right qualifications to achieve increased efficiency
and effectiveness that encourage the growth of company performance.
One activity that requires professional management is the provision of company logistics. In this case, the company tends
to entrust the logistics management to companies that specifically deal with logistics so that the company can focus on
managing its core business. This opportunity become the basis for the development of the logistics business in Indonesia
(Rahayu, 2014).

The object of this research is one of the logistics companies that has a very rapid development, namely FAB
Enterprises which is a fourth party logistics company (4PL) type. This type of company is not concentrated on asset or
warehouse ownership, instead, this company provides solutions, systems and software management. FAB Enterprises run
its business in the field of Logistic, Trading, Supply Chain and Consultant services with unique character and governance.

In just a short time after being founded by its owner, FAB Enterprises was able to gain the trust of several large
companies such as Cerestar, Harvestar, PT. Samudra Indonesia, PT. Alam Sejati, CV. Sakinah, PT. Editing Sriwijaya and PT.
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Berlian Manyar Sejahtera and Pelindo III. Considering billions of FAB Enterprises business fields, of course to be able to
gain trust from various large companies is not easy.

Based on the initial interviews conducted on the owners of FAB Enterprises, the authors considered that the forming
trust process to the FAB Enterprises reflects the elaboration of Elaboration Likelihood Model (ELM), Heuristic Systematic
Model (HSM), and Theory Planned Behavior (TPB). However, the three theories must be elaborated because there are gaps
in each of these theories when used to cover the research phenomenon. It appears that the Theory Planned Behavior
(TPB) only describes the process of forming the behavior of an individual, which there is no element of persuasive
communication and information risk. Whereas Elaboration Likelihood Model (ELM) and Heuristic Systematic Model
(HSM) are not clearly describes the process of forming a behavior, but only explaining the process of establishing
communication and how to minimize the risk of information to form trust.

Based on the explanation above, the formulation of the research problem includes: 1) What factors are driving and
inhibiting the process of trust formation in organizational relations between FAB Enterprises and its business partners?
and 2) How is the trust model in the organizational relationship between Enterprises and its business partners? Based on
the formulation of the problem, the purpose of this research is to: 1) Review and analyze the factors that are driving and
inhibiting the process of forming trust in organizational relationships between FAB Enterprises and its business partners;
and 2) To develop a trust model in organizational relationships between FAB Enterprises and its business partners.

2. Literature Review

2.1. Elaboration Likelihood Model

Elaboration Likelihood Model (ELM) was first introduced by Petty and Cacioppo (1986). This model states that the
process of changing attitudes needs to consider the mediating factors of the persuasion process, namely the weight
(valence) and the number of messages related to cognitive responses. This is proofed by the research of Fabrigar, et.al,
(2006), which found that the amount of information that an individual has regarding the object of attitude determines the
strength of changes in attitudes experienced by individuals. Furthermore, Petty and Cacioppo (1986) also put forward the
basic principles carried by ELM, namely:

e Humans actually have the urge to adopt the right attitude.

e Although humans want to adopt the right attitude, the number of relevant issues that individuals need to evaluate
messages related to attitudes varies between individuals. In this case individual motivation and ability will be very
decisive.

e Variables that affect the number and direction of attitudes can be: persuasive arguments, peripheral route, and
individual motivation and abilities.

e Motivation and ability to process messages can affect the desire to change attitudes, both in the positive and
negative direction.

e The variables that influence the process of attitude formation will have a negative or positive impact on
motivation, and

e Changes in attitude resulting from the process of argumentation that is relevant to the topic will have an impact
on change that can better predict behavior than changes in attitudes obtained rather than peripheral routes.

2.2. Heuristic Systematic Model

This model is similar to ELM in assessing at the process of attitude formation. The advantages of Heuristic
Systematic Model (HSM) is the process situation where persuasion occurs in advance to guarantee validation of the
message delivered. According to Chaiken (in Eagly & Chaiken, 1993), basically, the message recipient wants an accurate
message.

This thinking is based on two contradictory things, first that individuals want to adopt the right attitude (postulate
1 of ELM), secondly that attitude theory suggests that formed and changed attitudes are influenced by the social
environment that allows the entry of various subjective processes in order to maintain interpersonal relationships.
Therefore, Chaiken stated that there are two other motivations that can be used to find out the validity of information that
can be done with both heuristic and systematic processes, namely motivation or an urge to maintain a certain attitude, and
impression motivation to accept attitudes so that individuals can be accepted socially by the environment.

2.3. Theory of Planned Behavior

Theory of Planned Behavior (TPB) was developed by Ajzen as an extension of the Theory of Reasoned Action (TRA).
TPB is a conceptual framework that is used to examine individual behavior, which allows the recognition of factors and
rational considerations that influence individual decisions (Kumar, 2012). TPB is a theory used to predict individual
behavior based on attitudinal factors on behavior, subjective norms and behavioral control (Sumarwan, 2011; Hisyam,
2009; and Nuary, 2010).

The fundamental difference between TPB and TRA is the existence of a theoretical component in the form of
Perceived Behavioral Control (PBC) in TPB. According to TPB, a person's intention towards certain behaviors is influenced
by three variables; namely attitudes, subjective norms, and perceived behavioral control. In other words, it can be said that
the three determinants of intention to behave are attitudes toward behavior, subjective norms related to behavior and
perception of control in the form of ease and difficulty in displaying these behaviors (Ajzen 2005).
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Perceived Behavioral Control (PBC) indicates that a person's motivation is influenced by how he perceives the
level of difficulty or ease of displaying a particular behavior. If someone has strong control beliefs about existing factors
that will facilitate a behavior, then the person has a high perception to be able to control a behavior. Conversely, a person
will have a low perception in controlling a behavior if he has strong control beliefs about factors that hinder behavior.

The purpose of TPB is: (a) to predict and understand the impact of intention to behave on behavior, (b) to identify
strategies to change behavior, and (c) to explain real human behavior. The assumptions underlying TPB include: (a)
humans are rational and use existing information systematically; (b) humans understand the impact of their behavior
before deciding whether or not to realize the behavior (Ajzen, 2005).

Model of TPB can be seen in the picture below:

I
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Figure 1:Model of Theory of Planned Behavior (TPB) (Ajzen, 2005)

The picture above shows that in the TPB scheme, a person's behavior is determined by the intention to behave,
while the intention to behave is determined by attitude, subjective norm and perceived behavior control. In addition,
background factors indicate that each individual is different in his social environment such as age, gender, education,

income, religion, intelligence and experience which can indicate various issues or information that affect the individual's
beliefs (Ajzen, 2005:135).

1.1. Elaboration of the Models

Based on the three models that have been explained, namely Elaboration Likelihood Model (ELM), Heuristic
Systematic Model (HSM), and Theory of Planned Behavior (TPB), then elaboration can be done to get the model below.:
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Persuasive Informative rsk
communication
Artitude Subjective norms Perceived
behavioral control
Intention Behavior

Figure 2: Model Elaboration (Petty & Cacciopo, 1986; Chaiken, 1987; & Ajzen,2005)

The picture above illustrates that trust behavior can be obtained from persuasive communication between the two
parties that build a relationship, even though the process has the potential to create risks that could cause distrust. All of
these things are determined by the background of individuals who build communication ranging from social factors

including age, gender, educational background, income and religion. Then individual factors that include intelligence and
nercnnalitv factars and infarmation factars in the form of claritv of information given
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These conditions will determine the attitudes of each individual, individual perceptions of social pressure to do a
certain behavior or not (subjective norms) and perceived behavioral control that is useful as a determinant of individual
behavioral intentions that are not under full control or pressure from others. With the emergence of these things, it is
hoped that there will be an intention to give trust and hope, which can eventually be realized as a belief that truly lasts and
is not easily affected in any condition.

1.2. Trust
According to Rousseau et al. (1998), trust is a psychological area in the form of a willingness to accept what is based
on expectations for attention or good behavior from others. According to Nugroho and Hidayat (2017), trust is a mental
attitude in the form of a willingness to depend on others on the basis of the belief that the other party has certain values.
Trust has three main dimensions, namely ability, kindness and integrity (Mayer et.al., 1995).

1.2.1. Ability
Ability refers to the competence and characteristics of the seller / organization in influencing and authorizing

specific areas. In this case, how the seller is able to provide, serve, to secure the transaction from the interference of others.
This means that consumers obtain guarantees of satisfaction and security from sellers in making transactions. Kim et al.
(2003a) states that abilities include competence, experience, institutional validation, and ability in science.

1.2.2. Kindness

Kindness is the willingness of sellers to provide mutually beneficial satisfaction between themselves and
consumers. The profit obtained by the seller can be maximized, but customer satisfaction is also high. The seller is not
solely pursuing maximum profit, but also has great attention in realizing consumer satisfaction. According to Kim et al.
(2003a), kindness includes attention, empathy, confidence, and acceptance.

1.2.3. Integrity

Integrity relates to the behavior or habits of sellers in running their business. Whether the information provided to
consumers is correct according to the facts or not. Whether the quality of the product sold is trustworthy or not. Kim et al.
(2003a) suggests that integrity can be seen from the standpoint of fairness, fulfillment, loyalty, honesty, dependability, and
reliability.

The process of forming trust can be influenced by various factors, including (Lewicki dan Bunker, 1996):

e Predisposing personality, showing that each individual has a different predisposition to believe in others. The
higher the level of individual predisposition to trust, the greater the expectation of being able to trust others.

e Reputation and stereotype, although individuals do not have direct experience with others, individual
expectations can be formed through what is learned from friends or from what has been heard. Other people's
reputations usually form strong expectations that bring individuals to see elements to believe and not believe and
bring to a relationship approach to mutual trust.

e Actual experience, for most people, individuals build facets of experience to speak, work, coordinate and
communicate. Some of these facets are very strong in belief, and some are strong in distrust. Over time, both
elements of trust and distrust begin to dominate experience, to stabilize and easily define a relationship when the
pattern is stable, individuals tend to generalize a relationship and describe it with high or low trust or mistrust..

e Psychological orientation, states that individuals build and maintain social relationships based on their
psychological orientation. This orientation is influenced by the relationships that are formed and vice versa. In a
sense, so that the orientation remains consistent, then individuals will look for relationships that are appropriate
to their souls.

Based on the basis of its formation, trust can be classified into three types, namely calculation-based trust,
knowledge-based trust, and identification-based trust (Lewicki dan Bunker, 1996).

1.2.4. Calculation-Based Trust
This trust is formed by referring to three aspects, namely the aspects of profit to be gained if you believe, the
potential for loss, and the potential benefits. This type of trust is called the easiest type to change because the
basis is in the form of calculations. That is, if there is a favorable prediction, trust will be formed. Conversely, if
there are harmful preconditions, then trust will disappear and allow the emergence of distrust.

1.2.5. Knowledge-Based Trust
This type of trust is formed on the basis of information held on other parties, which can then be used to predict

the behavior of those who are trusted. One way to get this knowledge is to repeat the interactions or through a
long-term process while always updating the information.

Identification-based Trust
This type of trust is formed based on the results of the process of identification of members of a group. If there are
fundamental similarities to the characteristics obtained from identification, it is generally indicated that group
members can be trusted. Similarity aspects of characteristics become the main reference for the formation of
identification-based trust.
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Trust can be measured using four indicators, namely exhibiting trust, achieving result, acting with integrity, and
demonstrating concern (Shaw, 1997).
e Exhibiting Trust is an indicator that shows the existing state of trust.
e Achieving Result is an indicator that explains the level of trust based on performance in fulfilling responsibilities.
e Acting with Integrity, is an indicator that shows the consistency between words and actions.
e Demonstrating Concern, is an indicator that explains trust through a form of concern for others.
The process of trust formation starts from before the transaction or further relationship between the two parties.
The level of trust in this phase is still very small. After the transaction process is complete, the level of trust is changed. A
positive experience during a transaction will increase trust, while a negative experience will reduce trust (Singh and
Sirdeshmukh, 2000). The trust model can be described as follows:
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Figure 3: Trust Forming Process (Singh and Sirdeshmukh, 2000)

According to Child (2001), changes in trust from the initial conditions to the creation of loyalty are influenced by the
existence of transference, namely the transfer of information and changes from expectations to beliefs, which occur
because the trustor performs calculation activities. If the calculation results show that the benefits obtained by the trustor
are greater than the costs or other risks that must be incurred, then it is likely that the trust level of a trustor will increase
from hope to confidence. The changing process from hope to belief is called the process of understanding, which also
occurs in the changing process from belief to action and loyalty.

Trust that is formed in the context of business relations refers to practices that consist of: 1) Speaking as it is and
creating transparency; 2) Demonstrate respect and show loyalty; 3) Aligning errors and fulfilling commitments; 4) Listen
first and give confidence; 5) Clarifying expectations and providing results; 6) Confronting Reality and Becoming Better;
and 7) Practicing accountability (Fauziah, 2013).

2. Research Methodology

This research approach is qualitative, namely the approach used to study natural phenomena by prioritizing the
role of researchers as a key instrument for conducting inductive analysis in order to gain an in-depth understanding of the
meaning of the phenomenon under study (Sugiyono, 2012).A qualitative approach involves the conceptualization process
and results in the formation of classification schemes The method used in this research is historical constructionistic
method, which has five main characteristics, namely: 1) Disclosure of philosophical basis; 2) Confining assumptions; 3)
Focusing on the main phenomenon; 4) Perform the process until the smallest unit; and 5) Thematic data analysis(Daymon
& Holloway, 2002).

This research was carried out at the Head Office of FAB Enterprises at Jalan Sudirman 17 Surabaya-East Java. The
party chosen as the research informant consisted of management and employee representatives from the FAB Enterprises
company, and its business partners included Cerestar, Harvestar, Agristar, Alam Sejati, PT. Astarika Stuwarindo
represented by management representatives and employees.

Research data was collected using several methods of data collection, namely in-depth interviews, observation,
and documentation. Interviews were conducted on each research informant to obtain primary data, while observation and
documentation were carried out to obtain secondary data. The data obtained were then analyzed using three steps of
analysis, namely familiarization, meaning withdrawal, and data transcription.

3. General Description of the Research Object

This study chose the FAB Enterprises as the object of research to study and develop a trust model in business
relations between national companies and international companies. The company that has its head office in Surabaya is a
service company engaged in logistics, trading, supply chain, and consultant. In its efforts to enliven the national logistics
business, FAB Enterprises is committed to provides the best and timely quality services through the creation of a safe,
comfortable and highly valued work culture. FAB Enterprises have a long-term target to become one of the companies that
contribute to the government's efforts to improve the people's economy through the distribution of people's needs that
reach remote areas at affordable prices (fab-enterprises.com, 2018).

The vision of FAB Enterprises is to become an integrated, widest and best logistics service company in Indonesia and
able to provide solutions and reliable. Based on this vision, the mission carried out by FAB Enterprises is to increase the
value of the company through networks, modern infrastructure and business diversification and commit to customers to
provide services that are always on time with the best value (fab-enterprises.com, 2018).

4. Data Analysis

The primary data of this study were obtained from interviews conducted with 6 informants consisting of 3 FAB
Enterprises employees and 3 representatives from FAB Enterprises business partners, namely 1 representative from
Cerestar, Harvestar, Agristar; 1 representative from PT. True Nature; and 1 representative from PT. Astarika Stuwarindo.
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4.1. FAB Enterprises Employees

Initial Name
Position
Length of working

CK
deputy director
approximately 3 years (joined FAB Enterprises since December 2015).

Initial Name
Position

Length of working
Task

NG

operational staff

approximately 1 year(joined FAB Enterprises since November 2017).

manage and supervise company activities in the field, starting from the arrival and
departure of ships; the process of loading and unloading ships; transfer process from or
to the warehouse; and oversee the process of delivering goods according to vendor
requests.

Initial Name

LY

Position operational staff
Length of working approximately 2,5 year(joined FAB Enterprises since January 2016).
Task responsible for every operational activity of FAB Enterprises, both in the office and in the
field (factories, warehouses, ships, ports).
Table 1

4.2. FAB Enterprises Business Partner

Initial Name MN

Position representative of Harvestar, Cerestar, dan Agristar
Cooperation period approximately 5 years

Initial Name AY

Position representative of PT. Astarika Stuwarindo
Cooperation period more than 2 years

Initial Name AH

Jabatan representative PT. Alam Sejati Trans

Cooperation period approximately 2 years

Table 2

Based on the results of the interview, it is known that all informants have similar opinions, that both employees
and business partners have high trust in FAB Enterprises and its owner, Mr. F. According toCK, which is the informant who
served as the deputy director of FAB Enterprises the trust of business partners towards the FAB Enterprises is primarily
based on the performance of the leadership that in accordance with expectations. This underlies the creation of a long-
term business relationship between FAB Enterprises and all of its business partners. Until now, no business partner has
ever broken the cooperative relationship. All FAB Enterprises business partners are always satisfied with the high-quality
services provided by FAB Enterprises Personally, CK states that the characteristics of the owner, Mr. F, are the main factors
driving the trust of business partners. According to CK, Mr. F is a good, responsible, and trustworthy leader.

Although the business collaboration between FAB and its business partners is currently running well, CK stated that
the FAB has a major weakness, namely the absence of facilities. CK added that FAB did have high trust in FAB owners, but
due to lack of facilities, FAB's business relationship with its partners could be threatened if business partners chose to
directly use the services of vendors from FAB who have facilities. This was stated by CK as follows:

“The strength of the FAB is the trust of the owner. The disadvantage of Fab is that it does not have
facilities and this is very risky if the FAB partner or vendor can directly go to the owner of the goods”
(CK).

According to CK, one way that can be done by FAB to maintain business relationships with partners and minimize
risks is by holding a gathering between FAB and business partners.

The same thing was stated by NG, which is the research informants who became operational staff at FAB Enterprises
that FAB Enterprises had a good relationship with all its business partners. Regarding the trust of business partners
towards FAB Enterprises NG argues as follows:

“FAB partners have a good assessment and put good trust in the performance of FAB companies and
FAB owners” (NG).

Furthermore, NG also explains the main foundation that forms the trust of business partners towards the Enterprises
FAB as follows:

“FAB partners believe in the FAB because they believe in FAB performance. In addition, they also
believe in the capabilities and communication of the FAB” (NG).

In addition to mentioning that business partner trust is due to the company's ability, NG also stated that the
personality of the FAB owner, Mr. F, is one of the sources of business partner’s trust in the FAB. This is as the NG statement
as follows:

“Mr. F is a person who can be trusted and is able to account for the business confidence received”. (NG)
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NG added, that FAB owners have self-characteristics that make the business partners and also the employees trust
him. This is as stated in the NG statement below:

“Yes, Mr. F is a leader who can be trusted in carrying out his responsibilities both to business partners,
vendors and employees” (NG).

With the trust of its business partners, NG believes that business relationships between FAB and all its business
partners will last in a long run. This is as stated in the NG statement below:

“Yes, as long as FAB and partners are still able to carry out the obligations of each party according to
expectations, I believe that the working relationship will last in a long time” (NG).

According to NG, the strength of FAB lies in its extensive communication network and determination to provide
services that are in line with the expectations of all its business partners. The FAB can be more developed if it is able to
take advantage of opportunities by capitalizing on partner trust and an extensive communication network to further
develop its business network while still maintaining existing business relationships. NG added that FAB also has a
weakness, namely the high dependence on the performance of its business partners or vendors. That is, if there is a
decrease in performance at the vendor or business partner, then this will automatically affect the performance of the FAB.
Plus, at this time there have been many similar companies that threaten the FAB market.

The next informant, namely LY who became a partner of NG as an operational staff, stated that FAB had a very good
business relationship with its business partners, mainly because of the leadership of Mr. F who had high experience and
capabilities in the business field of the FAB. This is as stated in the LY statement below:

“The perception is good and positive because the FAB is led by people who are very experienced and
smart” (LY).

The positive perception of the business partner made FAB a trusted company. In addition, FAB has been known as a
company that has high quality services in the logistics sector. This is as LY answers when asked about the main reason
from the business partners to entrust their logistics to the FAB as follows:

“Yes, because the ability and experience in handling companies in the logistics field has been tested”
(LY).

Personally, LY views the owner and leader of FAB as an extraordinary figure, has a high ability in the field of business,
and can be trusted to develop FAB into an increasingly large company. This was stated as follows:

“FAB progress is very rapid because it is led by intelligent and very experienced people” (LY).
“Yes, because with his ability and intelligence, FAB can develop and advance” (LY).

LY also believes that based on the current track record in which no business partner has decided to end the
collaboration with the FAB, the FAB will also be able to maintain the trust of business partners and continue the
cooperative relationship in the future. This is as stated by LY below:

“Must be convinced because of the progress of a value-added company to maintain the commitment and
trust in working with the main partners and vendors” (LY).

LY considers that the greatest strength of the FAB lies in the leadership of Mr. F, while the biggest weakness of the
FAB is the distrust of the leader to the performance of the staff.

Based on the results of interviews with 3 FAB employees above, several important points can be drawn which show
the trust of business partners and employees towards FAB and their owners according to the internal FAB point of view as
follows:

e FAB business partners believe in FAB because of the company's ability to provide quality services according to

expectations and FAB's communication skills in managing business relationships.

e The trust of business partners is also due to the credibility of the FAB owner and leader who has high experience

in the field of business, smart, and responsible.

e The business relationship between FAB and its business partners can last in a long run because of the trust in the

FAB and the owner of the FAB.

e According to FAB employees, the owners and leaders of FAB is responsible, trustworthy, intelligent and highly

experienced.

e The factor that become the strength of the FAB lies in the leadership of Mr.F, the extensive communication

network, and the trust of business partners to the FAB and FAB leaders.

e The weakness of the FAB lies primarily in the high dependence of the FAB on business partners.

Furthermore, it will be explained about the results of interviews with research informants representing FAB business
partners. The first external informant is Mr. N representing three major companies, namely Harvestar, Cerestar, and
Agristar. According to Mr. N, trust is something that is not directly obtained or already exists naturally. To be able to trust
someone or a company, there needs to be a process to be able to obtain that trust. Based on this, Mr. N has given high
confidence to Mr. F as the owner of FAB to become a business partner. For five years of working together, Mr. N assesses
that the performance of the FAB and its owner is always in line with expectations. This is as stated by Mr. N below:

“Trust is earned, if I trust Pak F he has to be earned. And you earned by performance, is not going to
come by people. It has to be by performance, so as each ship come and go, already we have been doing
business for the last 5 years. It's already proven you know that this guy is a performer” (MR. N).

Mr. N added, that the business relationship with the FAB was preceded by his individual trust to the FAB owner, Mr. F.
According to Mr. N, Mr. F has all the things needed to be a trusted business partner, both in terms of ability, positive self-
characteristics, such as honesty, trustworthiness, and integrity or compatibility between words and actions. This is as
stated by Mr. N below:
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“You see, it's not a mathematic thing, it's not mathematics. Sometimes, as a manager we call ourselves
objective management, objective management means you use figures, numbers to evaluate your choice.
But, in a case of choosing an agent is not purely numbers only, [ said performance was translated to
numbers, through the numbers I see that he is very up performing but the person in directly, the person
trustworthiness, the person speaks and deliver or his words, keeps his promises, and this all good
business. So, F has that, so | have more confidence in doing business with him. I let trust him, because in
our business you see I tell you my secret when sometimes you come to my room” (Mr. N).

The second external informant is AY representing PT Astarika Stuwarindo. In accordance with the opinions of other
informants, AY also has high trust in FAB and its owners. Indeed, the business relationship between the AY company and
FAB is still just around 2 years, but individually, AY has known the FAB owner, Mr. F, since 2009. Based on the length of
friendship between AY and MR.F, AY knows the characteristics of Mr.F, which is committed and trustworthy. This become
the basis for the establishment of cooperation between AY companies and FAB as stated in the AY statement below:

“It is started to the issue of personal trust between individuals. There are personal beliefs and indeed
there has never been a problem with Mr. F during our friendship and I already know what Mr. F is like,
about his commitment, [ know exactly any kind of things related to his characteristics. I met Mr. F for
the first time was at PT MAF. Then MAF gained the trust of a large wheat mill, which began to open a
factory in Gresik. I consider it as an opportunity for me, then I follow up with Pak F and deal, then the
term of payment path has been agreed and so on. So, Mr. F as the logistics and I became the vendor of
Mr. F. Over time, PT MAF turned into FAB which led by Mr. F himself.

Because there is already a trust in the beginning, so that it flows so smoothly, with Mr. F became the
only decision maker in the FAB, I feel more suitable to work with the FAB” (AY).

Based on the trust held to Mr. F, AY even dared to take a big risk to cooperate with the FAB without using formal
procedures at all. It can be said, even though business cooperation between the two has a very large value, but the
agreement formed purely refers to the trust factor alone without the formality such as a written agreement, MoU, or the
use of guarantees in each transaction. AY have a high trust in Mr. Fthat encourage him to become brave enough to take the
big risks handling the pressures from the AY company directors. According to AY, Mr. F has never betrayed the trust given
and the business cooperation relations between the two have never experienced major problems. AY statement on this
matter can be seen below:

“Because this is indeed not small in value, the transaction value is not small, one ship is about 2-4 billion
every time there is a ship activity. I am personally convinced that the risk is great, if in any occasionMr.
F does not fulfill his commitment, then I will suffer for it. Because of a high trust I put on Mr. F, there is
no contract that is legally should available, namely it should go to a notary and so on, there are assets
held and all kinds. But I did not do it because I already knew and there were risks. From the start of one
ship every three months to four months, then it developed until now. In 2017, almost in every month,
there were around three ships with an average volume of around 20,000 tons on average per month.
Back to the issue of trust, internally my moral burden is high because of pressures from the board of
directors, finance, head office and all kinds. Why didn't I follow up with Pak F to make official letters,
MoUs, etc.? I did not do that because I maintained good relations, maintained trust between us, I did it
because I really maintained good relations, even I was willing to be responsible because that was the
risk that I had” (AY).

The cooperative relationship between AY companies and FAB is well established because of the intense and regular
management of information carried out between AY and FAB. This is stated by AY as follows:

“I know them, know them well. I don't only hold on in Astarika. I am also a GM in three other companies,
so I have more commerecial activities. For a daily activity with the FAB I delegate to the manager below
me, the operational manager. Well, this operational manager is the one who communicates directly
with Mr. F's team. I still communicate with Mr. F if there are special cases” (AY).

“Every ship that wants to enter is informed by Mr. F's team. I always use SOPs, by forming teams with
operational leaders, checklists, final checklists of personnel and equipment, making WA groups
between Mr.F and Astarika teams. From there I was able to follow any developments, if there were
extraordinary events I always took the time to check directly in the field” (AY).

Based on a good business relationship between AY and FAB companies, AY also strives to provide the best service to
the FAB to gain trust from the FAB. This is stated by AY as follows:

“I have big hopes because FAB has a large volume. Place one manager to contact the company that is
considered big to handle specifically, because FAB has a high contribution to my company so I have to
handle it myself.

[ don't want any inconvenience in service so the FAB divides the order with the others” (AY).

Business relationship between AY and FAB companies that have lasted more than 2 years did face several obstacles
due to external influences. According to AY, the factors that influence business relationships are mainly in the form of
increasing dollar value, which threatens the company's performance and the continuity of business relationships with the
FAB. Another factor that also influences business relations between AY companies and FAB is when the company changes
from MAF to FAB. This is stated as follows:
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“Import activities because the cost will be large. If you import it using US dollars, if the US dollar is
higher than the price of the goods will be higher. My performance depends on FAB, if the FAB goes
down, I also go down, so I have to find another substitution” (AY).

“Oh yeah, at that time, the transfer from MAF to FAB. Because there was pressure from Mr.F’s partner to
my board of directors, there was pressure from my directors to Pak F's business partner. There is
information that is very worrying for the company. Then I was summoned by the board of directors to
ask for assurance from Mr. F” (AY).

According to AY, the main factor underlying the business relationship between his company and the FAB was his trust
in Mr. F. If Mr. F is no longer become FAB leader, then it is not certain that AY will continuethe business relations with FAB.
If the business relationship continues without Pak F, then AY will not use the cooperation method that has been used so far
with Mr. F. AY needs to identify the new FAB leaders to decide which business collaboration model to use. This is stated by
AY as follows:

“For me, all will be gone. Everything will return to the official. This is my relationship with Pak F, all of
which are unofficial, because of trust.

If, Mr. F was no longer on FAB, for example his child replace his position, then it would automatically
need to rebuild a business relationship with FAB, because it is uncertain that his son have the same
characteristics as his father, or more extreme, if Mr.F passed away, and FAB leadership is held by his
wife, I this case, I also don't know the commitment of his wife” (AY).

Opinions from the third external informants, namely AH representing PT Alam Sejati Trans also have similarity with
the opinions of other informants. However, AH awareness of the existence of the FAB and Mr. F through a fairly long
process. This is as stated in the AH statement below:

“Initially, I worked with PT. Samudra Indonesia, as expedition ship forwarding, loading and unloading
or stepdooring. Then [ was appointed as the transportation of the goods to the warehouse or factory.
We only know each others name. When serving Samudera Indonesia with Harvestar, I firstly knew Mr.
Agung, who gave orders to provide transportation. At the time of monitoring on the ship or in the
Warehouse to provide services to the smoothness of new transport, I was able to meet directly with Mr.
F” (AH).

“I knew the name before first finally meeting directly around Perak port. Besides, | heard from several
friends about his reputation. This is because of Mr. F's previous background at Expatindo. Furthermore,
[ was directly related in contact with FAB” (AH).

AH also based his cooperation with the FAB on personal factors from the owner of the FAB, namely Mr. F. According
to AH, Mr. F has a good reputation among his friends as a person who can be trusted and has a high commitment in
carrying out his work. This is as stated in the AH statement below:

“First, the reason is Mr. F's background. After a direct relationship with Mr. F through the FAB, the
visible impression shows that Mr.F is committed” (AH).

“I prefer the personality of Mr.F” (AH).

“My trust in Mr. F, honestly, he can be trusted by a large company, therefore I try to maintain the
interests of the Joint. I do not want to provide bad services that can affect the cooperative relationship”
(AH).

“There is no agreement in writing with him. There is not even a formal work order because no problem
has ever arisen” (AH).

Business relations between AH companies and FAB have considerable value and are carried out regularly. Therefore,
both AH and FAB try to establish communication patterns to maintain clarity and consistency of information and to avoid
misinformation in their business activities. This is as stated in the AH statement below:

“We already have our own team and have been informed about the order to be carried out, even though
sometimes Mr. F is not so sure about the team. If he is not sure, Mr.F will always contact me to make
sure the team is ready on request. In addition, we also carry out joint handling by ourselves.

There is no agreement on paper or MoU. Commitment is the principle held” (AH).

“Clarify by meeting directly because there are interventions from parties other than Mr. Ayub and Mr. F.
Looking for the sources of information by asking directly to those concerned because of direct personal
cooperation relationships. "I don't know the party who came to intimidate, I only believed in Mr. F”
(AH).

Communication between AH companies and FAB is carried out by referring to the principles of openness and

reminding. This can be seen from the AH statement below:
“By reminding each other and clarifying.
Maintain business ethics with anyone including PT Astarika who gave orders to PT Alam Sejati” (AH).
“From the beginning I considered that commitment was something that could be held during
cooperation. If he doesn't match, then he says that it doesn't fit, just how to negotiate, even though I
don't have the documents, papers, letters, or signatures I remember. I once forgot about the cost, I
forgot and he reminded me” (AH).

According to AH, trust in the FAB and Mr.F has not been declining so far. Although there was an influence from
government policies that threatened the decline in profits obtained by the company, but AH still put great trust in the FAB
and Mr. F. This is as stated by AH as follows:
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“There is a policy from the government that causes a decrease in harvestar profit. Harvestar will only
produce flour, it will not make factories like other companies because they are worried that they will be
hostile to other companies” (AH).

Based on a well-established business relationship between AH companies and FAB, AH plans to maintain good
relations with the FAB even though Mr.F is no longer the leader of the FAB. However, the cooperation system that will be
used is not the same as the system used when Mr.F is still the leader of the FAB. AH plans to use formal procedures by
completing various written documents as proof of cooperation with the FAB when Mr.F is no longer the leader of the FAB.
Collaboration with Mr.F is currently purely based on trust, so it does not use formal procedures at all. This is as stated in
the AH statement below:

“I will continue to maintain good relations with the FAB even though Mr.F retired or died” (AH).

“If Mr.F dies, then I will continue to strengthen the commitment that has been built by making a written
contract, no longer personally as in collaboration with Mr.F.

So far, I have delegated my nephew, Mr. Stephen, who has prepared for the next generation to maintain
good relations with the FAB and Mr.F personally.” (AH).

Based on the results of interviews with informants representing the FAB business partners above, some important
points can be drawn which explain the trust in the FAB and Pak F, among others:

e Business relations with the FAB are based primarily on the characteristics of the FAB owner, Mr. F, who is known

to be a trusted person, has a high commitment, and has integrity.

e FAB business partners have high trust in the FAB, and vice versa, hoping FAB also has high trust in its business

partners.

e Based on the trust that is built on the FAB, the FAB business partners have loyalty to the FAB to continue to strive

to establish good business relationships with FAB even though they have changed leaders later.

5. Discussion

5.1. Driving and Inhibiting Factors in the Process of Trust Formation

Trust between parties involved in business cooperation cannot be formed easily, but must be built from the
beginning through a series of verification processes (Yousafzai et.al,, 2003). Trust is the belief that a person's word or
promise can be trusted and someone will fulfill his obligations in an exchange relationship (Rotter, 1967). Based on this, a
person can gain trust from other parties after proving that what is said and promised is truly fulfilled properly. This goes
on repeatedly until the other party really feels confident that the person will also realize the promise or the words
conveyed in any other time.

According to Lewicki and Bunker (1996), there are at least 4 factors that influence the process of trust formation,
namely personality predisposition; Reputation and stereotype; Actual experience; and psychological orientation. These
four factors, if integrated with the belief change model proposed by Singh and Sirdesmukh (2000), will become the
determinant of whether trust will be formed in the initial conditions, then change into expectations, then develop into
beliefs realized in the form of actions and end up creating loyalty. Based on this, the discussion in this section will outline
the factors that led to the formation of expectations, beliefs, actions and loyalty from business partners towards the FAB
Enterprises

In accordance with the results of the data analysis in the previous section, it can be seen that FAB employees stated
that all FAB business partners have high trust in FAB and their owners. This is evidenced by the good relationship that
exists between the FAB and all of its business partners and the absence of business partners who decided to end the
cooperation so far. Based on FAB's internal point of view, employees consider that the competent, intelligent, responsible
and trustworthy FAB leader is one of the main determinants of the formation of cooperation between the FAB and all its
business partners.

If referring to the assessment of FAB business partners, it is known that the characteristic factor of the leader is the
main determinant of the formation of trust in the FAB Enterprises Both business partners from domestic and foreign
companies start a business relationship with FAB based on the reputation of the owner who is known as a trustworthy
businessman, has high experience, and is committed to carrying out his obligations. Based on this, it can be stated that the
factors that encourage the formation of expectations in business partners towards the FAB are the factors of the FAB
owner's reputation. Knowledge of the reputation of the FAB owners encourages FAB business partners to start
establishing business cooperation with FAB. This is consistent with the explanation from Child (2001), which states that
the change from the initial condition to hope is caused by the transfer of knowledge or the transfer of information.

According to Lewicki and Bunker (1996), reputation is able to form strong expectations that bring individuals to see
elements of trust and lead to a relationship approach to mutual trust. A good reputation comes from superior competence
and integrity that is inherent in oneself. In the context of the emergence of business partners' expectations on FAB, the
reputation of the FAB owners who are driving the creation of expectations on the FAB comes from the commitment,
responsibility, integrity, and trustworthiness of the FAB owners. This is in accordance with the elaboration of Elaboration
Likelihood Model (ELM), Heuristic Systematic Model (HSM), and Theory of Planned Behavior (TPB), which illustrates that
individual factors and information factors form informative risks encourages the formation of perceived behavior and
control behavior.

Hope can develop into a belief if what is really expected can be fulfilled properly based on factual experience
(Lewicki and Bunker, 1996). Likewise, with the expectations of FAB business partners towards FAB. According to the
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results of the data analysis, it is known that the performance of the FAB and its owners are in accordance with the
expectations. What is conveyed, promised, and agreed upon in business cooperation is truly fulfilled well by the FAB and
its owners. Doney and Cannon (1997) state that the performance shown by the parties that give hope, in this case the FAB
and its owner, is become a calculated value by those who hope, in this case the FAB business partner, wherein the results
of these calculations determine the formation of trust.

Changes from expectations to beliefs through a series of processes of proving performance and managing
relationships during the process. Based on the results of data analysis, it is known that FAB and its business partners are
trying to establish structured and applicable communication to manage their business relationships. Various methods
were used, ranging from the preparation of cooperation procedures, the making of WA groups to facilitate communication
and crosschecks, to go down directly to the field to examine certain cases. The communication that was formed between
FAB and its business partners became an instrument that convoy the formation of business partners' trust to the FAB.

The formation of confidence in the performance of other parties involved in business relationships is an indication
of the formation of trust which is called the process of understanding (Child, 2001). If this increase, then confidence will
shape actions that imply elements of trust, such as the use of services in a sustainable manner. Increasing confidence into
action does not only require proof, but more than that. In this case, FAB and the owners of FAB succeeded in making their
business partners believe and continue to collaborate with FAB for years because FAB showed consistency in its
performance. In addition, the characteristics of the owner which are the main factors determining the establishment of
business relationships also have consistency. In a sense, even though there were some problems that could hamper the
process of collaboration, such as internal changes in the FAB, the existence of government policies that led to a decrease in
profit, as well as when a crisis caused an increase in the dollar exchange rate, the FAB owners still showed integrity and
commitment, which made The FAB business partners increasingly believes in FAB. In the end, the consistency of FAB's
performance and its owner integrity can make its business partners loyal and hope to be able to work together with FAB
continuously.

Trust in business relationships can increase or decrease. Likewise, with the process of forming trust, where inon
one side, there are factors that encourage the formation of trust between parties involved in business relationships, while
on the other side, factors that inhibit the formation of trust was arise. Based on the results of data analysis, it can be seen
that all informants stated that the FAB can be trusted, which indicates that there are no problems that cause a delay in the
formation of trust or a decrease in the trust that business partners already have to the FAB. However, the author caught
one thing that had become an obstacle in the collaboration between FAB and its business partners, namely when there was
an internal change in the company from PT MAF to FAB Enterprises. In this case, one of FAB's business partners had
experienced problems due to pressure from other FAB business partners. These indicate the existence of failure in
communication channels, wherein communication between business partners of FAB should not be occurred directly. The
communication should be performed through FAB only. Maybe this is due to the internal change process of the FAB, so
that communication with business partners becomes a bit problematic. However, the impact that arises from these
problems is actually very large towards the formation of trust. In fact, it was stated that one of the FAB's business partners
was instructed by his directors to request guarantees from the FAB for the business cooperation carried out. Whereas for
years of establishing a business relationship with FAB, the business partner has never used a guarantee system in every
collaborative transaction. The demand for guarantees against FAB shows the decline of trust from FAB business partners,
as well as being a barrier to the formation of trust in business relations between FAB and its business partners.

5.2. Trust Model in Organizational Relationship between FAB Enterprises and Its Business Partners.

Trust in business relations between FAB and its business partners is formed through a long process which consists
of several stages, namely the initial stage, the stage of the formation of expectations, the stage of formation of beliefs, and
the stage of the formation of actions and loyalty. In the early stages when a new business relationship is formed, FAB's
business partners base their decision to establish business relationships with the FAB on the positive reputation of the
FAB owner. This positive reputation comes from the self-characteristics of FAB owners who have high commitment,
responsibility, integrity, experience, and trustworthiness. FAB business partners who get information about the positive
reputation of FAB owners then put their hopes on FAB and create interest to open the chance for business cooperation.

The hopes of the FAB business partners are successfully met by FAB and its owners through performances that are
in line with expectations and supported by systematic management of communication. When the FAB succeeded in
proving that the FAB was able to fulfill its obligations and provide results that were in line with the expectations of FAB
partners, hope developed into belief. FAB business partners become convinced that FAB does have the qualities needed to
carried out the business cooperation that is established in a proper way. Furthermore, the convictions that are formed are
increasing along with the consistency of FAB performance that makes FAB business partners decides to establish
cooperation with FAB in a sustainable manner. This can be stated in the trust formation model below:
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Figure 4: The FAB Enterprises Trust Forming
Flow and its Business Partners

Based on the flow of trust formation and the factors that influence it, it can be described the trust model in FAB
Enterprises business relationships with its Business Partners as follows:

Uhua W fd o+

i Intention i i Attitude i

Figure 5: Trust Model in FAB Enterprises Business
Relations with Its Business Partners

6. Conclusion and Recommendation

6.1. Conclusion

Based on the discussion that has been done, it can be concluded that the factors that encourage the formation of
trust in business relationships between FAB Enterprises and its business partners consist of: 1) the personal
characteristics of the owner; 2) Owner reputation; 3) Information dissemination; 4) Proof of performance; 5) Management
of communication; 6) Consistent performance and management of communication. The inhibiting factor in the formation
of trust in business relations between FAB Enterprises and its business partners was the communication management
factor which had experienced a decline due to internal changes in the company, namely from PT. MAF becomes FAB
Enterprises

The second conclusion that can be drawn is that trust in business relationships between FAB Enterprises and its
business partners is influenced by intention and attitude factors which is moderated by performance and communication.
While intentions and attitudes are influenced by reputation and reputation is influenced by personal characteristics.

6.2. Theoretical Implications
This study contributes in the formulation of a trust model in business relationships by referring to the elaboration
of Elaboration Likelihood Model (ELM), Heuristic Systematic Model (HSM), and Theory of Planned Behavior (TPB).
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6.3. Managerial Implications

Based on the findings of the study, every company that wants to develop trust in business relationships with its
partners needs to pay attention to the factors that influence the formation of trust, namely reputation, performance,
communication, and attitudes and interests of business partners. Management of those factors can encourage the
formation of long-term trust in a business relationship.

7. Recommendation

This research can be followed up by carrying out research that takes the same topic but with different objects to
obtain findings that strengthen the trust model found in this study. Further researchers can also apply the trust model
found in this study as a conceptual model of research to prove the influence of each factor on trust.
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