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ABSTRACT 
 

 

People all over the world are embracing online shopping and there is a general agreement that trust plays 

a key role in influencing online shopping frequency. This project seeks to address the increasing need for 

new studies in this area. This is an empirical project that investigates the moderating effects of culture on 

the impact of trust on online shopping frequency. The central focus of this project was to examine whether 

culture affects the decision of the international consumer to trust in online shopping contexts. In an 

attempt to contribute to both cross-cultural and e-commerce research, the project examined shoppers 

across 34 countries using two of Hofstede’s six cultural dimensions: Uncertainty avoidance and 

Individualism.  

 

The project took a post-positivist approach to research and adopted a mixed method research design. 

Thus, data were collected using both quantitative and qualitative research designs, which provided a 

complimentary triangulation of the results. Both secondary and primary data sources were used, as the 

project developed a model and tested several hypotheses based on the literature on e-commerce, social 

psychology, and culture. Seven hypotheses were tested and research results revealed that trust has a 

positive impact on online shopping frequency in a multicultural context. Interestingly, no moderation 

effects were found for culture.  

 

The importance of this project lies in the fact that it seeks to further research at the intersection of culture, 

trust, and online shopping. Moreover, unlike most e-commerce projects that gather data from students 

within a single country, this project examines data from respondents of various demographic and 

socioeconomic characteristics, across several countries.   

 

 

 

 

Keywords: Trust, Online Shopping frequency, Culture, E-vender, E-hoppers, Uncertainty avoidance, 

Individualism, Collectivism 
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CHAPTER ONE: INTRODUCTION 

 

1.1 Introduction 

More than half a century ago, McLuhan (1964, p.6) coined the term ‘Global Village’ to describe how 

electric technology has contracted our globe into a village. Nowadays, the term has become more 

apparent as new technologies are increasingly integrating the global market into one virtual space by 

means of internet and web facilities. Firms that choose to expand internationally are bound to encounter 

a growing consumer segment: online shoppers. Online shopping is an important part of the global 

economy and is growing much faster than traditional store retailing (Richard & Habibi, 2016; Pan, Kuo, 

Pan, & Tu, 2013). Global online retail sales witnessed a compound annual growth rate (CAGR) of 17% for 

the period 2007 to 2012, reaching a total of $521 billion in 2012. In 2014, it increased by more than 50% 

to almost $840 billion (ATKearney, 2013; 2015). However, conditions within the e-commerce environment 

are filled with uncertainty, despite growth in online retail sales. 

 

In the first instance, online shopping is inherently characterized by higher levels of uncertainty as 

compared to a physical shop (Chen & Chou, 2012). It lacks physical assurances of the senses (i.e. touch, 

smell, etc) and protection for consumers against fraud, privacy, and information security for online 

transactions (D'Alessandro, Girardi & Tiangsoongnern, 2012). Apart from information asymmetry 

concerning transaction processes (Chen & Chou, 2012), the issue of national culture also influences the 

behaviour of e-shoppers (Ganguly, Dash, Cyr & Head, 2010; Sabiote, Frías and Castañeda, 2012a). 

 

1.2 Background to the Project 

The metaphor of the ‘global village’ serves as the backdrop for this project. This means that participants 

in the project are not considered as nationals of countries but, as belonging to specific cultural dimensions 

as suggested by Hofstede (2011) and Srite and Karahanna (2006). This is a cross-cultural study that 

considers the world as a global village where cultural dimensions represent tribal groups, such that 

participants from any two countries could be classified as belonging to a specific cultural group. Two 

articles inspired this project, as both investigated the moderation effect on culture within online settings. 

The first article by Sabiote, et al. (2012a) investigated the impact of cultural dimensions on e-service 

quality and satisfaction and focused on only two dimensions (individualism and uncertainty avoidance). 

In the second article, Ganguly, et al. (2010) examined the mediating role of trust and the moderating effect 

of culture in e-commerce. These studies are related to this project in the sense that they examined the 

moderating effects of the two cultural dimensions, which are the main focus of this project. However, the 

current project differs from these studies in that it investigates the moderating role of the two cultural 

dimensions from the perspective of trust and online shopping frequency. 

 

This project is an extension of a prior study carried out by International Marketing students (class of 

2015/2016) at Mälardalen University. The theme of the prior study was ‘The International Consumer’, and 

it aimed at examining the behaviour of consumers across various nationalities within both traditional 
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(offline) and online environments. This current project extends the prior study further by examining the 

moderating role of culture on the impact of trust on online shopping frequency. In this study, moderation 

refers to a change in the direction or the strength of a relationship between two variables, as a result of a 

third variable (Baron and Kenny, 1986; Lindley & Walker, 1993). This project consists of both quantitative 

and qualitative studies. First, it examines the effect of trust for the e-vendor on online shopping frequency. 

Next, it determines whether culture plays a moderating role on the relationship between trust and online 

shopping frequency. 

 

This project uses two approaches to investigate culture and trust. For the first approach, scores from The 

Hofstede Center (2016) for cultural dimensions were assigned to participants in the quantitative study, 

which treats trust as a general construct. In contrast, informants in the qualitative study are profiled with 

the aim of identifying individual culture for each informant. The qualitative study also delves further into 

the concept of trust by treating it as a multidimensional construct, based on the conceptualization as 

posited by Lewis and Wiegert (1985). According to these authors, trust has two dimensions that form the 

basis of social order. These are cognitive-based trust and affective-based trust. The project investigates 

the two dimensions of trust with the use of primary data to determine which is more influenced by culture 

in the context of online shopping.  

 

1.3 Research Problem 

A considerable gap exists in the e-marketing literature between theory and practice (Black, 2005), which 

describes previous studies as disjointed or loosely integrated (Kaur & Quareshi, 2015). Moreover, 

Costagliola, Fuccella and Pascuccio (2014) mention that the literature on trust and online shopping has no 

unified research direction, performance metrics or benchmarks. Based on the aforementioned, there is a 

need to understand the complex and dynamic phenomena of trust in online shopping due to the rising 

growth in e-commerce (Chen & Chou, 2012; Richard & Habibi, 2016). In addition, there are calls in the 

Marketing literature for more cross-cultural comparisons of online shopping frameworks. (Bianchi & 

Andrews, 2012; Xu-Priour et al., 2014).   

 

According to Frank, Enkawa and Schvaneveldt, et al. (2015), the moderating effects of cultural dimensions 

on online shopping requires further research. This serves as a motivation for this project, which extends 

cultural research further by examining the moderating effects of two of Hofstede’s (2011) cultural 

dimensions (individualism/collectivism, and uncertainty avoidance) within the framework of trust in 

online shopping. According to Sakarya and Soyer (2013), few researchers have attempted to study the 

impact of culture on consumer online shopping, and there are inconclusive findings (Sabiote et al., 2012a) 

about how consumers of different cultural groups would respond concerning trust in online shopping 

settings. Based on the aforementioned, this project responds to calls (Frank et al., 2015; Kaur & Quareshi, 

2015) for further research to investigate the relationship between trust and online shopping within the 

context of culture. 
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1.4 Research Significance 

This is an empirical study of the moderating effects of culture on the impact of trust on online shopping 

frequency. The goal is to shed light on how different cultural dimensions consider the importance of trust 

for the e-vendor in online shopping. This project seeks to contribute to both cross-cultural and e-

commerce research and has both academic and managerial implications. From an academic perspective, 

the project contributes to extant literature by extending, complementing, and triangulating findings of 

previous studies. The project contributes toward theory development of mainstream literature and 

provides further insights into how differences in cultural dimensions tend to impact the strength of the 

relationship between trust and online shopping. The analytical processes and outcomes of this project 

provide an academic reference and might serve as useful guidelines for future researchers.  

 

From a practical perspective, this project provides information about the behaviour of online shoppers 

and what e-vendors can do in order to build trust while effectively targeting shoppers of different cultural 

dimensions. The project provides useful evidence for global e-marketers in terms of how to become 

culturally sensitive in their approaches to creating an ideal e-shopping experience for different customer 

groups. Findings regarding the behaviour of online shoppers will provide information for online service 

providers to effectively define offerings, design websites and meet consumption requirements of diverse 

groups within virtual environments. 

1.5 Research Questions and Purpose  

The research questions for this project were as follows: 

1. What is the impact of trust on online shopping frequency within a cross-cultural context? 

2. Does culture moderate the impact of trust on online shopping frequency? 

 

The purpose of this project was to examine the moderating role of culture on the relationship between 

trust and online shopping frequency. Using a quantitative and a qualitative study, the project also sought 

to investigate the impact of trust on online shopping frequency. Only two cultural dimensions were 

examined in this project; given that, they are more related to the concept of trust. The first is uncertainty 

avoidance, which is considered to be the widely-used (Sabiote, et al., 2012a) for its ease of interpretation 

within online contexts, and the other is individualism/collectivism, which has been discussed extensively 

in the literature as a basis for contrasting differences between societies (Lu, et al., 2013). 

 

1.6 Structure of the thesis 

This project reviewed existing literature in the areas of online shopping, trust and culture in order to 

develop a model for examining the three constructs based on prior work by scholars. Next, it presented 

and explained the methods to be used for the research process, which included data collection and 

analysis. The data was presented, summarized and reported for the answering of research questions. The 

project ends with a discussion of research findings, summary, and conclusion. References for the literature 

used in the study are provided, as well as an appendix with excerpts from the questionnaire and the 

interview guide.  
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CHAPTER TWO: CONCEPTUAL FRAMEWORK 

 

2.1 Introduction 

This chapter reviews extant literature in the areas of online shopping, trust and culture with the intention 

of identifying an appropriate framework for the current project. It discusses contrasting definitions, 

theoretical underpinnings and current findings of variables within the study. The chapter ends by 

proposing a conceptual model and an outline of hypotheses for the project. 

 

2.2 Online shopping frequency 

Online shopping frequency is the outcome variable in this project. It is defined in the literature as the use 

of web stores, up until the transactional stage of purchasing and logistics, or the extent to which a 

consumer makes either a positive or negative evaluation about a purchase online (Bianchi, & Andrews 

2012; Monsuwé, Dellaert & Ruyter 2004). The main difference between online shopping and traditional 

shopping is the absence of face-to-face contact. Transactions in online shopping occurs in a virtual 

environment and in the absence of the physical assurance of traditional buying experience (Kailani & 

Kumar, 2011). Advancement in communication and information technologies allows shoppers to 

complete the entire shopping process using a computer and technical interfaces (Chen & Chou, 2012). 

Overall, consumers that shop online perceive more risks than those who shop using traditional stores. 

Pappas (2016) revealed that consumers tend to switch from one web store to the other in search of e-

vendors that offer high quality and low risk. There is evidence in the literature concerning the 

overwhelming importance of trust in online shopping (Fisher & Chu, 2009), as research results by Xu-

Priour, et al. (2014) show that trust has a significant influence on online shopping. 

 

2.3 The Concept of Trust 

This project will treat the concept of trust, first as a general construct, and later as having two dimensions 

(cognitive-based trust and affective-based trust). This section discusses definitions of trust, trust in e-

vendors characteristics (the general construct) and the two dimensions of trust (cognitive-based trust and 

affective-based trust) within online environments. 

 

2.3.1 Definitions of trust 

At the foundation of nearly all major theories of interpersonal relationships, lies the concept of trust 

(Simpson, 2007). Notwithstanding, the concept is vague and has literally dozens of definitions, to the 

extent that some researchers find definitions of the concept to be contradictory and confusing (McKnight 

& Chervany, 2002). For instance, Mayer, Davis and Schoorman (1995) define trust as the willingness for a 

party to be vulnerable to the actions of another, with the expectation that the other party is going to 

perform a specific action. Trust is also the mutual confidence that neither party to an exchange will act 

opportunistically, such that the vulnerabilities of another would be exploited (Barney and Hansen, 1994). 

From a social psychologist perspective, Lee and Turban (2001) discuss three factors that form the basis of 
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trust. The first concerns the expectation and willingness of a trusting party to engage in a transaction. The 

second relates to the risks associated with and acting on such expectations, while the third considers the 

circumstantial factors that serve to either improve or hinder the development and maintenance of trust. 

This project leans on the definition by Tan and Sutherland (2004), who provide a definition of trust from 

the point of view of online shopping. According to the authors trust for the online store refers to the 

perceived credibility and benevolence of the store from the point of view of the consumer.  

 

2.3.2 Trust in e-vendor characteristics 

In this project, trust in e-vendor characteristics is considered as a general construct and is defined as the 

extent to which the trustor (e-shopper) is willing to be vulnerable to the actions of the trustee (e-vendor) 

based on the expectation that the trustee will perform a specific action required by the trustor, 

irrespective of the ability of the trustor to control or monitor the trustee. Characteristics relate to the 

competence and moral qualities of the e-vendor and are described by such virtues as ability, predictability, 

integrity and benevolence.  

 

Online consumers are likely to purchase from e-vendors that they can trust. There is evidence in the 

literature that higher levels of trust suggest lower perceived risks, which in turn leads to increased 

satisfaction with e-transactions and greater intentions to buy online (Furner, Racherla & Zhu, 2013). Trust 

in the characteristics of an e-vendor is a critical antecedent for online shopping due to the tendency for 

information asymmetry, high levels of uncertainty and the impersonal nature of online environments 

(Chen & Chou, 2012). Trust in online vendors positively influence consumers’ attitudes towards the e-

vendor, which in turn influences their willingness to buy (Bianchi & Andrews, 2012). Trusting the 

characteristics of the vendor is very important in online shopping as there is almost no guarantee that the 

e-vendor will refrain from unethical or opportunistic behaviour such as unfair pricing, sharing of personal 

data with third parties, presenting inaccurate information or processing purchase activity without prior 

permission (Hsu, Chuang & Hsu, 2014; Teoh, Chong, Lin & Chua, 2013). The extant e-tailing literature 

suggests that trust in vendor characteristics makes consumers comfortable in sharing personal 

information, completing online transactions, and acting on e-vendor advice (Becerra & Korgaonkar 2011; 

Bianchi & Andrews, 2012; Hsiao, Lin, Wang, Lu & Yu, 2010). According to Bianchi and Andrews (2012), 

research evidence suggests that consumer trust in online vendors has a positive relationship with 

attitudes towards purchasing online and that this relationship holds regardless of cultural background. 

Based on the above, we hypothesize as follow:  

 

H1: Trust in e-vendor characteristics has a positive impact on online shopping frequency. 

 

2.3.3 Cognitive and Affective Trust 

Cognitive-based trust and affective-based trust are the multidimensional trust constructs that expand the 

examination of trust in this project. They facilitate an in-depth investigation as to which e-vendors’ 

characteristics has the most impact on online shopping frequency. According to social psychologists 

(Johnson & Grayson, 2005; Lewis and Wiegert, 1985), these dimensions have four elements. These are 

ability and predictability for cognitive-based trust, and benevolence and integrity for affective-based trust 
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(Calefato, et al., 2013; Schumann, Shih, Redmiles & Horton, 2012). In other words, these characteristics 

represent beliefs held by individuals in an exchange relationship that the other party (the e-vendor) will 

not act opportunistically by taking unfair advantage.   

 

2.3.3.1 Cognitive-based trust 

Cognitive-based trust is a willingness to rely on a service provider as a result of specific instances of reliable 

conduct (Johnson & Grayson, 2005). It arises from an accumulated knowledge about the trustee; thus, 

allowing the trustor to make predictions, with some level of confidence, regarding the likelihood that a 

trustee will live up to his/her obligations (Johnson & Grayson, 2005).  

 

The first element of cognitive-based trust is ability, which describes a trustee’s capability (competence, 

efforts to satisfy, and giving of advice) to complete a task or meet an obligation, and may be evaluated by 

a trustor through the available information (Calefato, et al., 2013). 

 

Competence  

This is an umbrella term for experience and institutional affirmation (Kim, Ferrin, & Rao, 2003). It refers 

to the characteristics of an e-vendor in influencing and performing functions related to the normal course 

of business and concerns a service provider’s level of knowledge and experience concerning the focal 

service (Johnson & Grayson, 2005). This characteristic implies that customers can get a guaranteed 

performance from the e-vendor who performs the transaction professionally (Sumarto, Purwanto & 

Khrisna, 2012). Sumarto, et al. (2012) found no relationship between e-vendor ability and trust for the e-

vendor.   

 

Efforts to satisfy 

Efforts to satisfy is a general term that represents six variables: information quality, system quality, service 

quality, product quality, delivery quality, and perceived price (Lin, Wu & Chang, 2011). Satisfaction 

influences attitude change and purchase intention (Oliver, 1980). Satisfaction with a purchase experience 

leads to repeat purchasing. Lin, Wu and Chang (2011) found a positive and significant correlation between 

overall online user satisfaction and the six variables that explain the term –efforts to satisfy. In addition, 

Ballantine (2005) suggests that satisfaction levels of shoppers tend to increase when e-vendors engage 

actively with them. 

 

Giving of Advice 

Participants in a study by Briggs, Burford, Angeli, Lynch and Trabak (2002) defined advice as information 

based on personal or professional experience and knowledge, which helps people make decisions. 

Shoppers are willing to follow the advice of competent and benevolent e-vendors (McKnight, Choudhury 

& Kacmar, 2002). According to Briggs, et al. (2002), three influential factors exert significant influence 

upon e-shoppers’ decision to accept or reject the advice on offer: source credibility, personalization, and 

predictability. According to the authors, credibility refers to the impartial demonstration of knowledge 

and expertise, whereas personalisation is about website interactivity and the tailoring of advice to 

facilitate decision making. 
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The second element of cognitive-based trust is predictability. It refers to the degree to which the trustee 

meets the expectations of the trustor in terms of reliability and behaviour consistency (Calefato, et al., 

2013), such that the trustor is willing to depend on the trustee. 

 

Willingness to depend 

This is a characteristic of trust that explains the conscious decision by an individual to engage in a positive 

relationship with the vendor (McKnight, Choudhury & Kacmar, 2002). It suggests specific behavioral 

intentions that explain how an e-shopper is willing to accept the specific vulnerabilities that come from 

interacting with an e-vendor. Metehan and Yasemin (2011) observed that customers who are willing to 

depend on the e-vendor will freely share information, follow advice and shop online.  

 

2.3.3.2 Affective-based trust 

Affective-based trust refers to the confidence that the trustor places in the trustee on the basis of feelings 

generated by the level of care and concern demonstrated by the trustee (Johnson & Grayson, 2005). It is 

an expression of the emotional bond between two parties whereby individuals believe some form of 

intrinsic goodness and return will result from emotional investment in the relationship. 

 

The first element of affective based trust is benevolence. It refers to the extent to which a trustee is 

courteous, kind, available, receptive, and willing to help and share information or resources with the 

trustor (Calefato, et al., 2013). Important aspects of benevolence are fair treatment of customers, ease of 

contact and customer engagement. 

 

Fair treatment 

Fairness has its roots in equity theory, which identifies individuals as having basic needs for fairness in 

social exchanges, whereby changes in human attitudes and behaviour are attempts to restore fairness or 

equity (Joshi, 1989). The literature identifies three kinds of fairness: interactional, procedural and 

distributive fairness. While the first two concern relationships, the latter is outcome oriented (Martinez-

tur, Peiro, Ramos & Moliner, 2006). Chen and Chou (2012) found that distributive and procedural fairness 

are important for maintaining good relationships between shoppers and e-vendors; thereby increasing 

trust for the e-vendor.  

 

Ease of contact 

Parasuraman, Zeithaml, & Malholtra (2005) refer to contact as the availability of assistance by means of 

telephone or online representatives. Collier and Bienstock (2006) advice e-vendors to provide several 

mediums whereby the e-shopper can obtain assistance because contact improves the quality of vendors’ 

online service operation. Chen and Chou (2012) found that satisfaction results whenever customers are 

able to contact e-vendors via any communication channel, and if they can also receive a timely response 

in an acceptable manner. Ease of contact is a significant determinant of customer trust in the e-vendor, 

as customers often become frustrated whenever they are unable to contact the e-service provider (Chiu, 

Chang, Cheng, & Fang, 2009). 
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Customer engagement 

Hoffman and Novak (1996) suggests two types of interactivity. These are person-interactivity (ability for 

a person using the web to communicate with other individuals) and machine-interactivity (ability for an 

individual to access content online). In e-tailing contexts, the two types of interactivity exist in social 

shopping networks, where e-vendors and shoppers engage one another in product and services 

discussions. As shoppers engage and collaborate in networks, they develop trust for information provided 

not only by the e-vendor but also by experienced shoppers (Hsiao, et al., 2010), as recommendation is a 

strong and significant factor in promoting e-shoppers decisions to buy from an e-vendor. 

 

The second element of affective-based trust is integrity. It refers to the set of moral norms held by the 

trustee (Calefato, et al., 2013). In online shopping integrity relates to honesty and perceived privacy. 

 

Honesty 

Though there are legal frameworks for the e-tailing environment, e-vendors should consider moving 

beyond legal rules toward adopting ethical principles (Jan, 2012) because the higher the perceived 

trustworthiness of the e-vendor, the more likely shoppers are willing to buy from the vendor (Buttner & 

Goritz, 2008). According to Jan (2012), the Organization for Economic Cooperation and 

Development (OECD) considers delivery failure as the most frequently cited problem in online shopping. 

Hidden costs is another problem and Jan (2012) warns e-shoppers to stay watchful of devious e-vendors. 

 

Perceived privacy 

This is a term that describes the unauthorized use of personal and financial information of individuals 

(Lim, 2003). Perceived privacy explains why e-customers are reluctant to disclose personal or financial 

information. While Roca, García and Vega (2009) found that perceived privacy is not a determinant of 

perceived trust, findings by Hsu, et al. (2014) revealed that privacy is an enabling factor for trust in a 

website and a significant determinant of customer trust in the e-vendor (Chiu, et al., 2009). This suggests 

that when shoppers become confident of privacy protection policies, trust levels tend to increase for the 

shopping platform. 

 

2.4 Control Variables 

There are four control variables in this project. Control variables provide some degree of robustness to a 

model when assessing the relationship between other variables (Clarke, 2005). Though they have real 

effects, their inclusion does not cause efficiency concerns as they are meant only to affect the issue of 

bias (Clarke, 2005; Johnston & DiNardo, 1997, p.110). Advocates (Oneal & Russett, 2000, p.5) for including 

multiple control variables in a model do not claim that analyses must include every variable; nonetheless, 

an important prerequisite for control variables is that researchers should include them on the basis of 

previous empirical work (Clarke, 2005). The four control variables in this project are: security of website, 

reputation of webstore, e-payment method and user-friendliness of website. 
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2.4.1 Security of web site  

Security of a website refers to a set of programs and procedures to verify an information source and to 

guarantee the integrity and privacy of the information (Tsiakis & Sthephanides, 2005). It refers to the 

technical aspects that ensure confidentiality, integrity, authentication, and non-recognition of 

relationships (Teoh, et al., 2013). The three areas of security are systems security, transaction, and the 

legal aspect, and the three basic security mechanisms are encryption, digital signature, and 

checksum/hash algorithm (Teoh, et al., 2013). Researchers (Hsu, et al., 2014; Lu, et al., 2013) claim that 

security and privacy are the two most important ethical concerns of internet users. Together, they are the 

most important concerns that influence trust within online settings (Black, 2005; Teoh, et al., 2013). In 

online shopping, security and privacy extend beyond the misuse of credit card information to include the 

inappropriate profiling of consumers and/or the transfer of shoppers data to third parties. Kaur and 

Quareshi (2015) mentions that online shoppers are particularly anxious when it comes to the choosing of 

passwords, revealing of personal information, and entering payment details. Research findings by Hsu, et 

al. (2014) reveals that when website security requirements are met, the confidence level of consumers 

increases and they shop more online. Based on the above, we hypothesize as follow:  

 

H2: Security of a website has a positive impact on online shopping frequency. 

 

2.4.2 Reputation of webstore  

Corporate reputation is the extent to which stakeholders in an industry believe that a firm is honest and 

concerned about its customers (Keh & Xie, 2009). In online shopping settings, shoppers are hesitant to 

make transaction decisions owing to perceptions of uncertainty caused by imperfect information and 

opportunism by e-vendors (Pan, et al., 2013). In such circumstances, reputation of the webstore plays an 

important role in influencing online shopping frequency (Keh & Xie, 2009; Park & Lee, 2009). Highly 

credible web stores with established reputation are more persuasive than sources with little or no 

credibility. This is evident in the fact that consumers take the longest time to make purchasing decisions 

when buying from sellers of low reputation (Pan, et al., 2013). There are numerous findings in the 

literature concerning the positive effect of vendor reputation on the propensity to shop online (Akroush 

& Al-Debei, 2015; Hsu, et al., 2014), as reputation is the most frequently named factor influencing the 

success of webstores (Pan, et al., 2013). Keh and Xie (2009) assert that vendor reputation is a key factor 

in both traditional markets and e-commerce settings, while Hsiao et al. (2010) reveals that perceived 

website reputation has a positive influence on consumer’s trust. Akroush and Al-Debei (2015) provide 

support for these findings and claim that the higher the perceived webstore reputation, the higher the 

perception of consumers regarding advantages and benefits obtained from the web store. Based on the 

above, we hypothesize as follow:  

 

H3: Reputation of the webstore has a positive impact on online shopping frequency. 

 

2.4.3 E-payment Method  

Electronic payment (e-payment) refers to the transfer of an electronic value of payment from a payer to 

a payee using web-based user interfaces that allow customers to remotely access and manage their bank 
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accounts or transactions using an electronic network (Hsieh, Yang, Yang & Yang, 2013; Teoh, et al., 2013). 

E-payment method describes the different means of processing finance or payments using the internet as 

a medium. There are several different cyber-payment methods (Mangiaracina, 2009; Özkan, Bindusara & 

Hackney, 2010); nonetheless, in this project, e-payment method is a comprehensive term referring to 

online payment methods in general. There is limited literature concerning how e-payment method 

influences online shopping frequency and most of what exists is focused on e-commerce from the 

standpoint of banks rather than of consumers (Yang, Pang, Liu, Yen & Tarn, 2015). Risk diminishes when 

individuals trust parties that are involved in transactions; consequently, trust in e-commerce transactions 

is an important element for online applications (Özkan, et al., 2010). Research findings show that e-

payment method is an important determinant of online shopping due to the high degree of uncertainty 

and risk prevalent in most online transactions (Teoh, et al., 2013; Yang, et al., 2015). Based on the above, 

we hypothesize as follow:  

 

H4: E-payment method has a positive impact on online shopping frequency. 

 

2.4.4 User-friendliness of website 

User-friendliness of a website is a general term used to describe two concepts: Ease of use, and usefulness. 

In the online shopping literature, Ease of use is about perceptions regarding the effortlessness of the 

shopping process, while usefulness explains whether online shopping is an effective medium in helping 

consumers accomplish a task (Monsuwé, et al., 2004; Gong, Stump & Maddox, 2013). In other words, 

technology is perceived as more useful when it is easy to use. Some characteristics of ease of use are 

search functions, download speed, and navigation (Zeithaml, Parasuraman & Malhotra, 2002). The 

literature refers to these characteristics as atmospheric cues. Richard and Habibi (2016) assert that 

atmospheric cues tend to be more influential in online shopping than in traditional ones due to the lack 

of ambience and social factors in virtual settings. Researchers (Chen & Chou, 2012; Richard & Habibi, 

2016) agree that the more effective a web store in terms of user-friendliness, the higher the likelihood of 

attracting and retaining consumers. In online settings, user-friendliness increases shopping frequency 

through increased usability, lower search costs and better comprehension of contents in a website (Teoh, 

et al., 2013). Based on the above, we hypothesize as follow:  

 

H5: User-friendliness of website has a positive impact on online shopping frequency. 

 

2.5 Moderation variables  

The second objective of this project seeks to determine the moderation effects of culture on the impact 

of trust on online shopping frequency. A moderator is a third variable, which influences the relationship 

between two other variables. Baron and Kenny (1986), describe it as any variable (qualitative or 

quantitative) that affects the direction and/or the strength of the relation between an independent 

variable and a dependent variable. A moderator variable may reduce or enhance the direction of the 

relationship between a predictor variable and an outcome variable, or it may even change the direction 

of the relationship from positive to negative or vice versa (Baron and Kenny, 1986; Lindley & Walker, 

1993). Most researchers introduce moderators when there is an unexpectedly weak or inconsistent 
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relationship between the two variables (Baron & Kenny, 1986; Lindley & Walker, 1993). Importantly, the 

moderator variable must not correlate with the independent and dependent variables in order to provide 

a clearly interpretable interaction variable. 

 

2.5.1 Culture 

Hofstede (1991, p.4) defines culture as the “collective programming of the mind which distinguishes the 

members of one group or category of people from those of another”. Hofstede succeeded in measuring 

the concept and attributed to each country represented in his study an index value (between 0 and 100). 

According to Hofstede, Hofstede & Minkov (2010), the six dimensions of national culture are power 

distance, uncertainty avoidance, individualism, masculinity, long-term orientation, and indulgence. 

Hofstede’s cultural dimensions have faced some level of criticism as scholars increasingly question his 

methodology (Ganguly et al., 2010). One major critique is that Hofstede’s typology does not allow for 

prediction of individual behaviour (Furner, et al., 2013). This means that Hofstede measures culture as a 

national construct; therefore, it cannot be applied to every individual member of a country. Using 

Hofstede’s dimensions, Srite & Karahanna (2006) developed four espoused national culture constructs for 

determining culture at the individual level; thus, allowing for the prediction of individual level behaviour. 

The four constructs by Srite & Karahanna (2006) are espoused uncertainty avoidance, espoused 

collectivism, espoused power distance and espoused masculinity.  

 

Culture influences attitudes, lifestyle, and how people communicate and interact with technologies. it is 

the most significant factor that explains differences in consumer behaviour (Xu-Priour, et al., 2014) and is 

a significant differentiator, which plays a moderating role in predicting purchase intentions (Ng, 2013; Xu-

Priour, et al., 2014). A few researchers have studied the moderation effect of culture. For instance, Sabiote 

et al. (2012b) concluded that individualism is a significant moderator between service quality and 

satisfaction with the online purchase. Individualism also moderates the effect of perceived risk, social 

exchange and information content towards trust (Cheung, & Chang, 2009). Ganguly (2010) found that 

collectivism negatively moderates the relationship between trust and purchase intention but, found no 

moderator effect of uncertainty avoidance in the relationship between trust and perceived risk. Lastly, 

uncertainty avoidance has a moderating effect in the formation of overall perceived value of a service 

purchased online (Sabiote, et al., 2012a). 

 

2.5.1.1 Uncertainty Avoidance 

According to Hofstede (2011), the Uncertainty Avoidance dimension describes the extent to which 

members of a culture feel threatened by uncertain or unknown situations. The uncertainty avoidance 

dimension has two poles: High uncertainty avoidance (HUA) and Low uncertainty avoidance (LUA). 

According to Hofstede (2001; 2011), HUA implies the resistance to change, stability, strict control system, 

predictability, risk avoidance, and discomfort with the unknown. On the contrary, LUA culture embodies 

a willingness to change, ease of adjusting to the unknown, risk-taking, tolerance for innovation and new 

ideas, and optimism about the future. The different characteristics of the two poles indicate that 

individuals from both poles may differ in terms of perceptions, beliefs and use of e-commerce (Sabiote, 

et al., 2012b). Research findings by Srite and Karahanna (2006) reveal that uncertainty avoidance is the 
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only cultural dimension that consistently moderates the relationship between subjective norms and 

intention to adopt.  

 

HUA individuals tend to develop trust less quickly and may expend more effort on uncertainty reduction 

(Furner, et al., 2013). Consumers from HUA cultures are hesitant in buying online and tend to lack trust in 

online service providers for fear of loss of privacy (Kailani & Kumar, 2011; Sabiote, et al., 2012a). In 

addition, they are associated with slow internet buying adoption rates (Kaur & Quareshi, 2015) and tend 

to differ from LUA shoppers in terms of perceptions, beliefs and use of e-commerce (Kim & Peterson, 

2003). HUA individuals place a high value on an assertive outcome, such that they would shun ambiguous 

situations in search of security (Chong, Yang & Wong, 2003); in contrast, LUA individuals place a high value 

on a possible positive outcome. HUA shoppers pay more attention to rules, formality and promises made 

by service providers (Lee & Joshi, 2007; Sabiote, et al., 2012a). Lim, Leung, Sia and Lee (2004) suggest that 

HUA shoppers tend to avoid online purchasing, compared to LUA shoppers.  HUA shoppers prefer to 

minimize risk and may require more security in terms of privacy in order to raise confidence levels when 

shopping online (Sabiote, et al., 2012a).  

 

HUA shoppers have higher perceived risk when using the internet (Ganguly, 2010). Empirical evidence 

revealed that HUA shoppers give more preference to navigational design for generating trust (Cyr, 2008; 

Ganguly, 2010; Singh, Kumar & Baack, 2005). Sabiote, et al. (2012b) also found that perceived privacy and 

relevant information on a website significantly influence the satisfaction of uncertainty avoidant 

shoppers. However, Lee, Joshi and Bae (2009) observed that perceived privacy has no impact on LUA 

shoppers. In conclusion, perceived risk has a more negative influence on the overall assessment of the 

purchasing process for HUA shopper compared to LUA shoppers (Sabiote, et al., 2012b). Findings in the 

literature provide evidence that high uncertainty avoidance has a moderating effect on the overall 

perceived value of the online shopping process (Sabiote, et al., 2012b). Based on the aforementioned, we 

make the following hypotheses: 

 

H6: High uncertainty avoidance positively moderates the impact of trust on online shopping frequency. 

 

2.5.1.2 Individualism 

The Individualism dimension measures two extremes of culture. It is also known as Individualism versus 

Collectivism and refers to the extent to which members of a society are integrated into groups. While 

individualism describes cultures with loose ties, collectivism denotes cohesive in-group tendencies 

whereby members protect each other in exchange for unquestionable loyalty (Hofstede, 2011). 

 

Individualists enter a relationship if they perceive a net benefit and exit a relationship when the costs of 

participation exceed the benefits; in contrast, those who score high on collectivism develop stronger 

feelings of trust when interacting with people with whom they already have a relationship (Furner, et al., 

2013; Frost, et al., 2010). This demonstrates that trust perception on intention to use online shopping is 

stronger for collectivists than for individualists (Xu-Priour, et al., 2014). Research results by Kim (2005) 

revealed that affective-based trust determinants have a positive impact on consumer trust in the e-vendor 
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within collectivist cultures while cognition-based trust determinants are positively related to consumer 

trust in the e-vendor within individualist cultures. Moreover, privacy is more significant for individualists 

while cyber security (third party seal) has a positive impact on trust in e-vendor for collectivists (Kim, 

2005). 

 

While collectivists would search for communities where they can interact with other customers in order 

to enhance their trust for the vendor (Cheung, & Chang, 2009; Lee, Geistfeld & Stoel, 2007), individualists 

tend to seek out those having good reputations (Chong, Yang & Wong, 2003). Collectivists have a stronger 

desire for sharing information while individualists have a tendency to receive information (Madupu & 

Cooley, 2010). Collectivists will share information on social media and will seek advice from experts for 

emotional support and decision making (Ji, Hwan, Ji, Rau, Fang & Ling, 2010). Whereas collectivist 

shoppers place more importance on the responsiveness of e-vendors, individualistic shoppers are more 

concerned with website ease of use (Li & Mantymaki, 2011). Based on the aforementioned, we make the 

following hypotheses: 

 

H7: Individualism positively moderates the effect of trust on online shopping frequency. 

 

2.6 Conceptual framework for this project 

The proposed model presents seven hypotheses (H1 to H7) that depict the impact of seven variables on 

the outcome variable (online shopping frequency). There are four control variables: security of the website 

(H2), reputation of the webstore (H3), e-payment method (H4), and user-friendliness of the website (H5); 

two moderator variables: high uncertainty avoidance (H6), and individualism (H7); and one predictor 

variable of interest in the study, which is trust in e-vendor’s characteristics (H1). The predictor variable 

represents the concept of trust in the model and stands for a general form of trust. Nonetheless, the 

concept of trust is expanded in the qualitative study from a social psychological stance (Johnson & 

Grayson, 2005; Lewis and Wiegert, 1985) in order to provide rich contextual information for the validation 

of H1. Hypotheses for the control variables are supported by the literature: security of the website (Hsu, 

et al., 2014), reputation of the webstore (Akroush & Al-Debei, 2015), e-payment method (Yang, et al., 

2015), and user-friendliness of the website (Richard & Habibi, 2016). In this model, moderation implies 

that the causal relation between trust and online shopping frequency changes as a function of the 

moderator variable –culture. The two moderator variables (H6 and H7) represent cultural dimensions 

(Hofstede, 2011; Srite & Karahanna, 2006) of e-shoppers. Online shopping frequency is the dependent 

variable in the model. A feedback loop flows from online shopping frequency to trust in e-vendor’s 

characteristics, indicating that experience obtained from online shopping serves as input for evaluating e-

vendors. 
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 Figure 1: Interaction effects of cultural dimensions on the impact of trust on online shopping 
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CHAPTER THREE: METHODOLOGY 

3.1 Introduction 

The central focus of this project is to examine whether culture affects the decision of the international 

consumer to trust in online shopping contexts. In this chapter, the methods used throughout this project 

are described. Information is presented about the approach, strategy, and design of the research. The 

chapter also explains how data was analysed, as well as the ethical considerations of the project. 

3.2 Research strategy and design 

This project took a post-positivist approach to research, such that it reflects both the objectivist 

epistemological and the critical realist ontological perspectives (Levers, 2014). This implies that while the 

need for rigour, logical reasoning and attention to evidence were actualized in this project, the project 

also upheld the view that knowledge is shaped by contextual influences. This means that the post-

positivist approach was justified by the use of two scientific methods (deductivism and inductivism) in this 

project. Concerning the former, the project moved from theory to data by suggesting and testing explicit 

hypotheses in the quantitative study. Subsequently, it moved back to theory from data as it validated 

findings of the hypotheses about the impact of trust and the moderation tendencies of culture on the 

relationship between trust and online shopping frequency. 

 

This project adopted a mixed method research design. By so doing, it gathered data using both 

quantitative and qualitative research designs; thus, providing a complimentary triangulation of results 

(Bryman & Bell, 2015; p.402). The project began with a quantitative study, whereby hypotheses were 

deduced based on the supporting literature in the areas of trust, online shopping and culture. Following 

preliminary findings, a qualitative study was carried out in an effort to gain further insight into the 

underlying reasons for consumers’ formation of trust in online shopping. According to Bryman and Bell 

(2015, pp.650–656), the mixed method research design is useful in adding meaning to numeric data, as it 

provides robust evidence to support research conclusions. It facilitates interpretation of research findings 

and helps fill gaps when the researcher cannot rely on a single research method. Apart from compensating 

for methodological weaknesses in single research designs, it also helps to provide a complete 

understanding of a research problem; thus, increasing the generalizability of findings. 

 

Following the quantitative study, a qualitative study was carried out as an in-depth investigation of the 

concept of trust in online settings. It also sought to determine which characteristics of the e-vendor 

influence trusting decisions the most within online environments. Furthermore, responses of informants 

from the qualitative study were examined in order to validate findings from the quantitative study 

concerning the moderation effect of culture on the impact of trust on online shopping frequency. Nine e-

vendor characteristics pertaining to two dimensions of trust were examined: cognitive-based trust (ability 

and predictability) and affective-based trust (benevolence and integrity).  
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3.3 Target population 

The target population for this project is defined as consumers who shop online and reflect one of the two 

cultural dimensions (Individualism and Uncertainty avoidance), as a more dominant cultural trait. 

According to Hofstede (2011), six dimensions of culture exist in each nation. In the quantitative study, 

dimensions of culture and scores were assigned to participants based on information from The Hofstede 

Center (2016). Several researchers have assigned Hofstede’s national cultural dimensions and scores to 

participants in their studies (Sabiote et al., 2012a; Xu-Priour, 2014).  

 

On the contrary, informants in the qualitative study were profiled according to individual culture, with the 

intention to compensate for limitations associated with the assignment of national cultural dimensions to 

individuals. Some researchers have profiled participants in order to identify individual culture (Srite & 

Karahanna, 2006; Yoo, Donthu & Lenartowicz, 2011). Respondents from 34 countries participated in the 

project. Please refer to appendix I for the list of countries according to cultural dimensions, the frequency 

of participants and scores assigned.  

 

3.4 Sampling and sample size 

Non-probability sampling was used throughout the project. Secondary data was used for the quantitative 

study and responses in the dataset were obtained via convenience sampling across several online 

platforms. Respondents included family members, friends, and acquaintances, who were willing to 

participate in the study. Altogether, the link to the questionnaire was sent out to 2,094 potential 

respondents, some of whom forwarded the link to other contacts. After the data collection period, a total 

of 521 respondents had partaken in the survey either fully or partially. The response rate for the online 

survey was about 25%. Nonetheless, responses of only 327 participants were used for this project because 

they satisfied the conditions for cultural dimensions.  

 

For the qualitative study, priori purposive sampling was used. It is a form of non-probability sampling, 

whereby the criteria for selecting participants are established at the outset of the research in order to 

answer the research questions (Bryman & Bell, 2015, p.410). This form of sampling ensured that the 

sample selected met the purpose of the study while depicting a semblance of representativeness. In order 

to maintain consistency with the sample in the quantitative study, two criteria were set. The first was to 

select informants who were nationals of countries that participated in the quantitative study. The second 

concerned the profiling of informants by use of screening statements in order to identify the most 

dominant individual culture of each informant. The screening/profiling statements were inspired by 

Srite and Karahanna (2006) and Yoo, et al. (2011). Informants were asked a set of questions in order to 

identify their respective cultural dimension. During the process, all informants who did not reflect the 

cultural dimensions for this project as a dominant culture trait were not considered for the study. Out of 

46 potential informants that were profiled, only 18 satisfied the conditions for the cultural dimensions of 

this project. All interviews were audio recorded apart from six respondents who preferred not to be audio 

recorded. The response rate for the qualitative study was 39%. 
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3.5 Data collection 

The quantitative study made use of secondary data, which was obtained from a research dataset for a 

prior study conducted by Master students of the International Marketing class (2015-2016), for the course 

Business Research Methods (FOA307-H15-23012) at Mälardalen University. Responses were gathered by 

means of an online survey, which was opened from October 12 2015 to October 20, 2015 using a 

questionnaire that was designed with the Netigate software package. Most questions were close-ended 

and were designed as either Likert-scale type or, matrix-weighted questions (Bryman & Bell, 2015, pp.245-

247). All questions were written in the English language and contained basic words to ensure that 

respondents fully understood them. The link to the questionnaire was sent to respondents along with 

messages that explained the importance and purpose of the survey, as well as the deadline for accessing 

the link to the questionnaire. During this period, the link to the questionnaire was sent out via mobile text 

messages, emails and social media (Facebook, LinkedIn, WhatsApp, Viber, etc.) by each of the thirty 

students of the class. 

 

For the qualitative study, primary data was gathered via semi-structured interviews. The interview guide 

focused on cultural profiles and cognitive and affective trust in online shopping. The interview guide 

consisted of three parts: (i) screening statements for identifying individual-culture, (ii) online shopping 

and (iii) trust. Questions about trust were adapted from two separate studies. Those relating to ability and 

predictability, and benevolence were inspired by Calefato, et al. (2013), while questions on integrity were 

adapted from the study by Al-maghrabi, Dennis, Halliday and BinAli (2011). Data collection took place in 

Sweden from April 22 to May 5, 2016. While collecting the data, it was ensured that informants selected 

for the interviews were born and raised in their country of origin for a considerable period of time (i.e. 

more than 10 years). Interviews took place in two Swedish cities, Eskilstuna and Västerås and at various 

locations. A total of seven interviews were conducted at the residences of interviewees, four were 

conducted at workplaces, and the rest were conducted on the campuses of Mälardalen University in 

Västerås (4 interviews), and Svenska för Invandrare (SFI) in Eskilstuna (3 interviews). Both the topic and 

purpose of the interview were fully explained to informants before each interview began and informants 

were given enough time to provide answers in a free and friendly environment. Twelve out of eighteen 

interviews were audio recorded with the prior approval of each respondent; thus, suggesting a 

considerable level of transparency, truthfulness, and credibility.  

3.6 Operationalization of research questions 

The following are the theoretical concepts of this project: online shopping, trust (cognitive-based trust 

and affective-based trust), and culture (individualism, collectivism and high/low uncertainty avoidance). 

Please refer to appendix II for how the research questions were operationalized. In the quantitative study, 

research question one was operationalized with two sub-questions. The first concerned online shopping 

frequency, while the other covered the following concepts: trust in e-vendor characteristics, security of 

the website, reputation of the webstore, e-payment method, and user-friendliness of the website. 

Research question two was operationalized by one sub-question relating to country of birth for the 

assignment of national cultural dimensions to participants.  
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In the qualitative study, both research questions were operationalized in the interview guide, which had 

four sections covering all concepts in the project. Section one had 30 screening statements to identify the 

most dominant cultural dimension of each informant. All informants were profiled at the beginning of the 

interview using the 30 screening statements that were adopted from Srite and Karahanna (2006). The 

statements comprised of five groups corresponding to five of Hofstede’s cultural dimensions 

(Individualism, Uncertainty voidance, Power distance, Long-time orientation, and masculinity) 

respectively. The informants were asked to rate the statements on a scale from 0 (strongly disagree) to 

10 (strongly agree). Scores of each group of statements were calculated, and the mean scores were 

compared to determine the most dominant cultural dimension of the informant. Consequently, if an 

informant was identified as belonging to one of the two cultural dimensions (Individualism or Uncertainty 

avoidance), which are of interest in this study, the interview was carried on, otherwise the informant was 

excluded from the sample. 

3.7 Analysis of Data 

Data analysis in this project was carried out by use of both quantitative and qualitative techniques in order 

to obtain findings from the secondary and primary datasets, respectively. Qualitative research results 

played a key role in providing in-depth contextual understanding for the support of quantitative findings.  

 

Quantitative data were analysed by use of the IBM SPSS statistics software, which is widely used in the 

quantitative analysis (Bryman & Bell, 2015, p. 365). Questions that were analysed in the quantitative study 

were obtained from the secondary data set and pertained to online shopping frequency, trust and culture. 

All hypotheses were tested in this project at the 0.05 level of significance. According to Baron and Kenny 

(1986), different statistical analyses can be used to measure and test differential effects based on the type 

of moderator variable. As all variables in the quantitative study were at the interval level and measured 

on an ordinal scale, multiple linear regression was employed to test H6 and H7 for moderating effects 

using interaction variables. The secondary data set was split into two groups based on cultural dimension. 

Furthermore, z–scores were computed for the independent and the moderator variables and a new 

composite (interaction) variable was derived by finding the product of the z-scores. While the original 

(unstandardized) values for both the independent and moderator variables were used in the model, the 

interaction variables comprised of the product of z-scores of the independent variable and a moderator 

variable. 

 

For the testing of H1 to H5, hierarchical linear regression (a variant of multiple linear regression) was used. 

This variation in method was necessary as control variables were introduced into the model in order to 

test the robustness of the model via the incremental addition of variables (Clarke, 2005). The analysis was 

carried out in two stages. In the first stage, the predictor variable (trust in e-vendor’s characteristics) was 

entered in model one, while the four control variables were entered into the model in the second stage. 

The four control variables were: security of website, reputation of webstore, e-payment method and user-

friendliness of website. The independent variable and dependent variables were trust in e-vendor’s 

characteristics and online shopping frequency, respectively. Both methods of analysis (multiple linear 

regression and hierarchical linear regression) are important for determining how much variance in the 

outcome or dependent variable is explained by the independent variables.  



19 
 

 

Analysis of data for the qualitative study began by coding key words and themes in the interview guide. 

Audio recordings of interviews were transcribed and grouped according to cultural dimensions. The notes 

that were taken from the interviews that were not audio recorded were integrated with the transcriptions 

of the audio-recorded interviews. Next, data patterns and themes were examined and interpreted to 

obtain answers to the research questions. Most importantly, patterns and relationships observed within 

and across cultural dimensions were summarized and reflected upon.  A set of criteria were established 

to measure the level of informants’ preferences for a particular e-vendor characteristic. These criteria 

were based on the verbal expressions and the sentimental opinions by the informants during the 

interview. For example, if an interviewee was strongly concerned about the web store sharing his/her 

information with a third party by answering (yes of course, absolutely, I am very concerned, or yes it is 

very important for me, etc.), then it would be considered as High preference (H). On the other hand, if the 

answer was (No, not at all, I am not concerned, or it is not important for me, etc.), it would be taken as 

Low preference (L). Finally, answers that were not clearly decisive, such as (I don’t know, I may be 

concerned, or It could be important, etc.) were taken to be Average (A). 

3.8 Research Limitations 

The first limitation of this project concerns the issue of random sampling, as samples for both the 

quantitative and qualitative studies were obtained via non-probability sampling. Furthermore, the sample 

size of the qualitative study comprised of only 18 respondents, which is low. This project used secondary 

data for the quantitative study. In many instances, secondary data is not presented in the form required 

for the project at hand. For example, in the literature, there are several variables that influence consumer 

trust within online settings. However, some of these variables were not included in this project because 

they did not form part of the secondary data. Furthermore, only two of Hofstede’s (2011) cultural 

dimensions were examined in this project. Lastly, cultural dimensions were assigned to participants in the 

quantitative study based on Hofstede’s (2011) dimensions of national culture. In cultural studies assigning 

cultural dimensions to individuals based on national aggregates could be viewed as a limitation in cross-

cultural research. This limitation was remedied in the qualitative study by profiling informants based on 

individual culture.  

3.9 Ethical Considerations 

The project sought to abide by codes of conduct as recommended by the British Psychology Society 

(2014), pertaining to the right of human subjects during a research study. This project adopted scholarly 

standards of accountability, quality, and robustness while seeking to achieve clear and transparent 

objectives. Respect for the privacy and dignity of individuals was upheld during the process of data 

collection by explaining the nature of the study to participants and avoiding any form of unfair, prejudiced 

or discriminatory practice. During the data gathering phase, participants were able to freely withdraw or 

modify their consent or, to ask for the destruction of all or part of the data that they have contributed. 

The researchers ensured that procedures for seeking, taking and recording consent were appropriate to 

customs, legal frameworks, and cultural expectations. For example, valid consent was sought from 

informants on the basis of adequate information. Lastly, all contributions by participants were treated 

with confidentiality and anonymity. 
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3.10 Replicability, reliability and validity 

Replication, reliability and validity are necessary evaluation criteria for the substantiation of findings in 

the quantitative study. The research process outlined above provides support for the replication 

parameter and demonstrates that the project was exempt from bias (Bryman & Bell, 2015, p. 56) and is 

replicable over time and space. However, the small sample used for the qualitative study could pose an 

argument against the replicability parameter (Bryman & Bell, 2015, p. 190). Concerning reliability, the 

sample size of the secondary data used in this project is relatively large (n = 327). Furthermore, 

participants in the survey had diverse characteristics (representing 34 countries). The two cultural 

dimensions (Individualism, and Uncertainty Avoidance) investigated were also significantly represented 

by respondents in the dataset. A reasonable level of reliability was also attained in this project, as the 

variables and measurements used were carefully considered to be consistent with the literature. 

 

Research validity was improved, first by ensuring that research objectives were clearly defined and 

operationalized. In addition, items used in both the questionnaire and interview guide were carefully 

matched to research objectives. These items were compared to those used by other researchers in the 

literature and were confirmed by research supervisors/lecturers as valid for the project. In terms of 

transferability, the stability of the qualitative study must be cautiously considered due to the small sample 

size. Nonetheless, thick descriptive data that is necessary for transferability criteria in qualitative research 

was maintained in this study through elucidating the data collection process and interpretations of the 

data collected (Naano, 2014). To enhance trustworthiness (Shenton, 2004) in this study, all interviews 

were audio recorded and transcribed, except for six interviews due to the unwillingness of interviewees 

to be audio recorded. Instead, notes were taken from those six interviews to be integrated later in the 

transcriptions. Furthermore, the objective of the research were clearly explained to the interviewees and 

enough time were given at the beginning of the interview for the interviewees to be feel comfortable in 

order to provide truthful information
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CHAPTER FOUR: RESEARCH RESULTS AND ANALYSES 

4.1 Introduction 

This chapter is divided into two main sections (4.2 and 4.3), which provide answers to the two research 

questions, respectively. In order to answer each research question, findings are presented first from the 

quantitative study and next from the qualitative study. There were seven hypotheses in this project, which 

were all tested in the quantitative study. Findings form the qualitative study validated the results from 

the quantitative study. Appendix I shows that there were 327 participants in the quantitative study. 

Participants from countries with uncertainty avoidance dominant culture were 58 while those from 

individualism dominant culture were 269. In apendix III, tables 2 and 3 show that the ages of participants 

ranged for 16 to 70, with 89% of respondents representing the ages 16 to 34. The distribution was 51% 

females, 47% males and 2% ‘other’. In the qualitative study, all participants were frequent shoppers at 

online stores and each provided information about a preferred e-vendor. Altogether, 18 informants 

participated in the qualitative study. Males and females were equally represented (9 each) and ages 

ranged from 23 to 60.  

4.2 Research Question 1: What is the impact of trust on online shopping frequency within a 

multinational and cross-cultural context? 

 

The first research question of this project was answered by testing the first five hypotheses: 

H1: Trust in e-vendor characteristics has a positive impact on online shopping frequency. 

H2: Security of a website has a positive impact on online shopping frequency. 

H3: Reputation of the webstore has a positive impact on online shopping frequency. 

H4: E-payment method has a positive impact on online shopping frequency. 

H5: User-friendliness of website has a positive impact on online shopping frequency. 

All hypotheses were tested at the 0.05 level of significance. 

 

In the first instance, a test for multicollinearity was carried out for all variables and the results revealed 

no existence of multicollinearity between the variables. Non-significant correlations were found between 

all the control variables on the one hand and the independent and dependent variables on the other. On 

the contrary, significant correlations were found between almost all control variables; nonetheless, the 

correlation scores were relatively low: ranging from r = 0.263 for security of website and user-friendliness 

of website, to r = 0.376 for security of website and reputation of webstore. Please refer to table 04 in 

appendix III for correlation scores and significance results. 

 

Next, a hierarchical linear regression was run to test the five hypotheses above. The objective was to 

determine whether trust in e-vendor’s characteristics has a positive impact on online shopping frequency. 

The test was run using two models. The first model was for the independent and dependent variables 

only, while the control variables were entered into the second model. In appendix III, tables 05 and 06 

show the following findings for the two models: 

Model 1: [F(1, 320) = 3.924, p-value = 0.048, Adjusted R2 = 0.009; R Squared Change = 0.012]. 
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Model 2: [F(5, 316) = 1.843, p-value = 0.104, Adjusted R2 = 0.013; R Squared Change = 0.016]. 

 

Model 1 is statistically significant, whereas model 2 is not. This means that the control variables add no 

value to the model in explaining the variation in the dependent variable (online shopping frequency). 

Model 1 shows a sample coefficient of determination (R2) of 0.012, which indicates that only 1.2% of the 

variation in the dependent variable (online shopping) is explained by trust in the characteristics of an e-

vendor. This low value suggests that there are other variables that explain online shopping frequency; 

however, the insignificant results of model 2 recommend that the sample size may have to be increased 

in order to reach significant findings, which provide support for the literature. 

 

Table 07 in appendix III provides support for H1 with p-value = 0.048 < alpha (α) = 0.05, and a coefficient 

estimate (β = 0.075). Therefore at the 95% confidence level, we conclude that trust in e-vendor’s 

characteristics has a positive impact on online shopping frequency. All hypotheses for the control variables 

were not supported at the 95% confidence level. Table 08 below provides a summary of the findings. 

 

 
 

 

4.2.1 Findings from the qualitative study for RQ1 

The qualitative study examined two kinds of trust (cognitive-based trust and affective-based trust), which 

impact online shopping frequency. The following are findings from the in-depth study concerning e-

vendor’s characteristics that influence cognitive-based trust within online environments in order to 

validate findings from the quantitative study. 

 

4.2.1.1 Cognitive-based trust in online shopping settings 

 

Competence of e-vendors: Almost all shoppers agreed that they have developed some level of trust for 

their e-vendors due to their knowledge about online shopping and their ability to carry out transactions 

professionally with some degree of experience. Some shoppers believe that e-vendors having substantial 

knowledge about online shopping services are those that have been in business for a relatively long period 

of time. A small proportion of shoppers mentioned that they trust and shop only from big online stores, 

which they believe have more knowledge in e-tailing. 

 

Efforts to satisfy customers: A majority of e-shoppers trust online stores that take certain measures to 

satisfy shoppers. These measures include regular alerts via mobile messages and email about product 



23 
 

updates, and discount offers and lower prices. A few shoppers agreed that they trust e-vendors who 

provide information about shipping schedules, fast delivery and the possibility of returning purchases. 

Overall, shoppers tend to trust e-vendors who provide lots of information covering such aspects as the 

quality of products, various payment methods, and timely delivery.  

 

Giving of advice: Only a few shoppers believe that their e-vendors give advice in order to enhance the 

online shopping experience. Nonetheless, most shoppers admitted that they do not pay attention to 

shopping advice because they are familiar with the website and believe that they know what they want 

before visiting the store. While most shoppers have a tendency to rely upon their own opinions; those 

that pay attention to advice look out for information relating to discounts, popular brands with lower 

prices, new offers and how to get better deals. 

 

Willingness to depend on the e-vendor: E-shoppers develop trust for vendors who are able to predict 

their needs. According to informants, e-vendors must be reliable and consistent in their behaviour and 

also their methods of operation must be clear and simple to comprehend. E-vendors who keep promises 

and have transparent procedures are likely to win the trust of shoppers. A small proportion of shoppers 

are willing to establish long-term relationships in order to reduce uncertainty and opportunistic 

behaviour. 

 

The findings provided above are for the two variables of cognitive-based trust (ability and predictability). 

The most important characteristic in this category was found to be the effort to satisfy customers. To a 

large extent, responses of shoppers tend to provide support for H1.  

 

4.2.1.2 Affective-based trust in online shopping settings 

 

Honesty of e-vendors: Several respondents did not feel that e-vendors are truthful and honest in their 

dealings with them. They do not also believe that e-vendors seek the welfare of shoppers. There was 

almost a general agreement amongst shoppers that the major objective of e-vendors is their own financial 

gain. Most shoppers have doubts about the truthfulness or honesty of e-vendors and would search a 

website for third party approval seals or, testimonials from other shoppers. 

 

Perceived privacy: A majority of shoppers were concerned about the sharing of personal and financial 

information with third parties. Many shoppers claimed to have adopted different measures to protect 

themselves. For example, some informants explained that they use a separate email account for online 

shopping due to the risk of sharing their main email accounts with e-vendors. The perception amongst e-

shoppers regarding sharing of information breeds distrust, as some claim that they would seek legal action 

if they become aware that their information was shared with third parties without their consent.   

 

Fair treatment: Informants mentioned that the two frequently cited service failures in online shopping 

were late delivery and wrong delivery of items. E-shoppers will develop trust for e-vendors who respond 

appropriately and fairly in the event of a service failure by correcting the situation, compensating the 
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shopper, or providing a refund. On average, shoppers believe that there is a considerable degree of 

fairness in online shopping, as some e-vendors are supported by online community platforms where 

consumers openly discuss any form of malpractice. 

 

Ease of contact: A majority of informants claimed that they tend to develop trust for e-vendors who 

provide timely solutions to problems when they arise. They also mentioned that their vendors were 

relatively easy to contact, especially via email as opposed to phone calls, which usually had long wait 

times. According to e-shoppers, email wait times were between 6 to 48 hours. Some informants develop 

high levels of trust for e-vendors who have a live chat on the website or, those with a physical store that 

facilitates face-to-face contact. Email and social media were cited as the most frequently used modes of 

contact. 

 

Customer engagement: Some shoppers mentioned that they trust e-vendors who engage actively with 

them using social media and other forms of live online streaming platforms. For others, the preferred 

mediums of engagement are newsletters, feedback forms, and periodic emails.  Some e-vendors give 

video presentations to increase trust levels while others engage customers actively by encouraging 

reviews and commentaries.  While a few e-shoppers would not engage with e-vendors, a majority claimed 

that they participate actively when they trust the e-vendor and would even recommend friends in order 

to receive discounts.   

 

The findings provided above are for the two variables of affective-based trust (benevolence and integrity). 

Affective-based characteristics that were found to be more important for online shopping were perceived 

privacy and honesty. Results show that there is some degree of support for H1. Together, research results 

of cognitive and affective-based tend to validate the findings of the hypothesis.  

 

4.3 Research Question 2: Does culture moderate the impact of trust on online shopping frequency? 

 

The second research question had two hypotheses (H6 and H7). To begin with, z-scores were calculated 

for the independent variable and each moderator variable. Next, the product of the z-scores was 

computed as the value of each interaction variable (i.e. Ztrust x ZInd). A test for multicollinearity between 

the variables was conducted and the findings in appendix III, table 09 show no existence of 

multicollinearity between the variables. Table 10 below present a summary of correlation findings. 

Relatively low correlations were found between the interaction variables and the independent and 

moderator variables.  
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In order to determine the moderation effects of trust and culture on online shopping frequency, two sets 

of regression analysis were run: one set for each cultural dimension. In appendix III, tables 11 – 13 provide 

results for the moderation effects of uncertainty avoidance (H6), while tables 14 – 16 provide results for 

the moderation effects of individualism (H7). 

 

H6: High uncertainty avoidance positively moderates the effect of trust in the characteristics of the e-

vendor on online shopping frequency. 

 

In appendix III, results of the output in tables 11 and 12 show that the model is statistically insignificant: 

F(3, 54) = 1.369, p-value = 0.262, Adjusted R square = 0.019. This indicates that the variables have no 

explanatory power over online shopping. In table 13, no interaction effect was found for H6 with p-value 

= 0.695 > alpha (α) = 0.05, and the coefficient estimate (β = -0.034). Therefore at the 95% confidence level, 

we conclude that high uncertainty avoidance has no moderation effect on the impact of trust for the e-

vendor on online shopping frequency. 

 

H7: Individualism positively moderates the effect of trust in the characteristics of the e-vendor on online 

shopping frequency. 

 

In appendix III, results of the output in tables 14 and 15 show that the model is statistically insignificant: 

F(3, 263) = 1.954, p-value = 0.121, Adjusted R square = 0.11. This indicates that the variables have no 

explanatory power over online shopping frequency. In table 16, no interaction effect was found for H7 

with p-value = 0.191 > alpha (α) = 0.05, and the coefficient estimate (β = -0.054). Therefore at the 95% 

confidence level, we conclude that the individualism has no moderation effect on the impact of trust for 

the e-vendor on online shopping frequency. 

 

Figure 02 below shows a graphical representation of the moderation effects of the two cultural 

dimensions. The purpose of the graph is to show a picture about the relationship between the three 

concepts using the slope of the line in the diagram, which represents the moderation effect of the cultural 

dimensions in the study. The coefficient of determination (R2) is 0.046 for uncertainty avoidance, and 

0.007 for individualism. These values indicate very low correlation (√R2) between trust and online 

shopping frequency when culture is introduced as a third variable. The correlation scores (square root of 

R square) are 0.2145 for uncertainty avoidance, and 0.0837 for individualism-collectivism. These results 

show that the strength of the correlation is low for both cultural dimensions. Therefore, there is a reason 

to believe that culture does not moderate the impact of trust on online shopping.  
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Figure 2: Moderation effects of culture on online shopping and trust for the e-vendor 

 

4.3.1 Findings from the qualitative study for RQ2 

The qualitative study investigated four cultural poles of the two cultural dimensions in this project. The 

objective was to validate findings of the quantitative study through an in-depth evaluation about the 

moderation effects of culture on the impact of trust on online shopping frequency. The table below 

present findings from the qualitative study concerning similarities and differences observed between and 

within the cultural groups. Each rating: High (H), Average (A) or Low (L), indicate the preference for a 

particular e-vendor characteristic, which influences trust for the e-vendor in online settings. Findings in 

the table are explained below the table. 
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4.3.1.1 Cognitive-based trust, uncertainty avoidance and online shopping frequency 

 

HUA shoppers believe that e-vendors must have a high level of knowledge about online shopping services 

and must make immense efforts to satisfy customers. These customers pay little or no attention to advice 

from e-vendors due to high levels of distrust, even though they prefer dependable e-vendors who take 

measures to reduce uncertainty. Likewise, LUA shoppers have a need for e-vendors with substantial 

knowledge about online shopping services. Satisfaction level rises for LUA shoppers when e-vendors 

provide timely solutions (usually within 24 hours) to problems when they arise. They have a preference 

for e-vendors having a physical store due to their preference for face-to-face contact; nonetheless, they 

pay no attention to advice from e-vendors because they believe that they already know what they want. 

They are sceptical of e-vendors and adopt different measures to protect themselves; nonetheless, they 

prefer dependable e-vendors who help reduce uncertainty. 

 

4.3.1.2 Affective-based trust, uncertainty avoidance and online shopping frequency 

 

HUA shoppers do not believe that e-vendors put their interest first; therefore, they have a high need for 

e-vendors to prove their honesty. They express high levels of concern for the sharing of personal and 

financial information with third parties and also worry about information theft. HUA shoppers have a high 

need for fair treatment and will easily switch e-vendors in situations of service failure. They would shop 

only from e-vendors that are easy to contact and have an average preference for engagement with the e-

vendor. Similarly, LUA shoppers have a need for honest e-vendors, as they usually search a website for 

third party approval seals or, testimonials from other shoppers. They also express high levels of concern 

regarding the sharing of personal and financial information with third parties and worry about the 

possibility of information theft by criminals. Shoppers in this category have a tendency to shop from 

smaller online stores, due to some level of doubt pertaining to not being treated fairly by e-vendors. 

Though they believe that e-vendors must be easy to contact, they show little interest in participating or 

giving feedback to a store.  

 

4.3.1.3 Cognitive-based trust, individualism and online shopping frequency 

 

Individualist (IND) shoppers believe that their e-vendors are highly knowledgeable about online shopping 

services. These shoppers get satisfaction from shopping at big online stores that give good offers and 

make a fast delivery. They have a high need for advice and prefer e-vendors who give advice to enhance 

the shopping experience. They believe that dependable e-vendors are those who are able to predict needs 

by making suggestions about alternative products. All the same, collectivist (COL) shoppers believe that 

their online stores are knowledgeable about online shopping services because their e-vendors have been 

in the business for a relatively long time. They become satisfied when e-vendors provide a lot of 

information about product options, discounts, and processes. Though they prefer e-vendors who will give 
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advice to enhance the shopping experience, they often pay very little attention, especially when they have 

developed familiarity with the website. They have a high need for dependable e-vendors because they 

have the tendency to develop long-term relationships. 

 

4.3.1.4 Affective-based trust, individualism and online shopping frequency 

 

Most IND shoppers have a high need for honest e-vendors, though they believe that e-vendors do not put 

the interest of customers first. These shoppers have an average concern about the sharing of information 

with third parties. Nonetheless, they would seek legal action if they became aware of the malpractice. 

They also show little concern about information theft because they shop mainly at stores having adequate 

security measures. IND shoppers have a high need for fair treatment and suggests such factors as 

reasonably priced items and providing timely assistance for shoppers as indications of fairness. They also 

prefer e-vendors who are easy to contact and would interact actively with e-vendors. In contrast, COL 

shoppers believe that their online stores seek the welfare of customers because they have transparent 

processes and keep promises. They also show very little concern for personal and financial information 

sharing with third parties because they tend to develop trust for their e-vendors. COL shoppers expect e-

vendors to respond appropriately and fairly in the event of a service failure, by correcting the situation, 

compensating the shopper, or providing a refund. They prefer e-vendors who are easy to contact and 

make active efforts to engage customers.  

 

In conclusion, the findings cited above reveal no moderation effects of culture on the impact of cognitive 

and affective trust on online shopping frequency. Though some trivial differences were observed between 

and within the two cultural dimensions, there is no reason to believe that culture moderates the impact 

of cognitive and affective trust on online shopping frequency. For example, findings in the table indicate 

similarities in the preferences across five characteristics: Knowledgeable e-vendors, Efforts to satisfy 

customers, Dependable e-vendors, Honesty of e-vendors, and Ease of contact. In addition, the remaining 

four characteristics do not have clear differences between cultural dimensions. For example, the 

characteristic ‘Fair treatment’ shows very little difference between the two cultural dimensions. 

Nonetheless, clear differences were observed for only three characteristics: Giving of advice, Information 

privacy, and Customer engagement. As a result of these very trivial differences observed between cultural 

dimensions, we conclude that there is no support for H6 and H7. This means that cultural dimensions do 

not moderate the effect of cognitive and affective trust on online shopping frequency. These findings of 

the qualitative study provide support for the quantitative study above.  
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CHAPTER FIVE: DISCUSSIONS AND CONCLUSIONS 

5.1 The impact of trust on online shopping frequency (RQ1) 

This project has several key findings. To begin with, research findings confirmed the assertion by Bianchi 

and Andrews (2012), as it provided support for the hypothesis that trust for e-vendors’ characteristics has 

a positive impact on online shopping frequency. Nonetheless, this finding contradicts the assertion by 

several researchers that trust is a critical antecedent (Chen & Chou, 2012) and is very important in online 

shopping (Hsu, et al., 2014; Teoh, et al., 2013). The very low coefficient of determination found in the 

quantitative study suggests that trust might not be as important for online shopping as is noted in the 

literature. This project also provided new contextual understanding concerning the dimensions of trust 

and the characteristics of e-vendors that drive online shopping behaviour across cultural groups. These 

findings help filled gaps in the literature as regards which cognitive and affective factors drive customers 

to purchase online and how their combinations better explain online shopping behaviour (Pappas, et al., 

2016). 

 

While Sumarto, et al. (2012) found no relationship between e-vendor ability and trust for the e-vendor, 

findings in this project revealed that ability (a cognitive variable) influences trust for e-vendors. E-shoppers 

in this project revealed that e-vendor’s knowledge and experience, which are characteristics of ability, are 

essential for developing trust. In addition, several shoppers mentioned that they tend to develop trust for 

e-vendors who are able to provide information about quality of products, payment methods, and timely 

delivery. These findings reject the research results by Sumarto, et al. (2012) while confirming the assertion 

by Chen and Chou (2012) that when consumers get more information, they tend to have more faith in the 

e-vendor, which leads to high levels of satisfaction with online transactions. 

 

Findings revealed that a majority of shoppers do not pay attention to advice from e-vendors. Briggs, et al. 

(2002) mentioned that in order for e-shoppers to accept an advice, there must be source credibility. This 

was found to be true, as most shoppers admitted to having doubts about the honesty of e-vendors and 

would search a website for third party approval seals or, testimonials from other shoppers. Honesty of e-

vendors was found to be a major concern for shoppers and provides support for the warning by Jan (2012), 

who advises e-shoppers to stay watchful of certain e-vendors who are imposters within online 

environments. Some e-shoppers were found willing to establish long-term relationships with e-vendors, 

mainly because they seek to reduce uncertainty and opportunistic behaviour. E-shoppers tend to develop 

trust for vendors who keep promises, and are reliable and consistent in their behaviour. This finding 

reinforces the argument by Chen and Chou (2012) that both distributive and procedural fairness are 

important for maintaining good relationships between shoppers and e-vendors.  

 

According to Metehan and Yasemin (2011), customers who are willing to depend on the e-vendor will 

freely share information and follow advice. No support was found for this claim in the project, as there 

was very little incentive to freely share information, especially with third parties. Roca, García and Vega 

(2009) found that perceived privacy is not a determinant of perceived trust. In contrast, perceived privacy 

was found to influence perceived trust; thus, providing support for conclusions by researchers (Chiu, et 
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al., 2009; Hsu, Chuang & Hsu, 2014). Findings in this project revealed that shoppers tend to adopt different 

measures to protect themselves online, and some would seek legal action in the event of privacy violation. 

Results showed that e-shoppers prefer timely response (Chen & Chou, 2012) in events of service failure. 

Email wait times mentioned by shoppers were between 6 to 48 hours and findings suggest that shoppers 

tend to develop trust for e-vendors who provide timely solutions to problems when they arise. Findings 

also showed that contact increases trust; thus, affirming conclusions by (Chiu, et al., 2009) and also that 

e-shoppers would prefer any communication channel (Chen & Chou, 2012; Collier & Bienstock, 2006), as 

long as the response is timely. Results also confirmed assertions (Ballantine, 2005) that shoppers tend to 

trust e-vendors who engage actively with them.  

 

5.2 Moderation effect of culture (RQ2) 

Research result from the quantitative study showed no moderation effect of culture on the impact of trust 

on online shopping frequency. Apart from slight variations in preference for specific characteristics, the 

findings of the qualitative study validated results of the quantitative study. This project found no support 

for the claim by researchers (Kim & Peterson, 2003; Lim, et al., 2004) that HUA shoppers tend to differ 

from LUA shoppers in terms of perceptions, beliefs and use of e-commerce, and also that HUA shoppers 

would be more inclined to avoid e-shopping than LUA shoppers. There is evidence to support assertions 

by Furner, et al. (2013) that HUA shoppers tend to develop trust less quickly and are expected to expend 

more effort on uncertainty reduction. This was found to be true for LUA shoppers. Findings also confirmed 

the conclusion by Sabiote, et al. (2012a) that HUA consumers lack trust in online service providers for fear 

of loss of privacy. However, no support was found for the claim by Lee, et al. (2009) that perceived privacy 

has no impact on LUA shoppers. Results showed that both HUA and LUA shoppers express high levels of 

concern regarding the sharing of personal and financial information with third parties. Support was also 

found for the claims that HUA shoppers are expected to be hesitant in buying online (Kailani & Kumar, 

2011) and that LUA shoppers are less likely to shop at online stores and are associated with slow internet 

buying adoption rates (Kaur & Quareshi, 2015). 

 

This project found a partial support for the claim that COL shoppers will seek advice from experts for 

emotional support and decision making (Ji, et al., 2010). Findings showed that COL shoppers often pay 

very little attention to advice, though they prefer e-vendors who will give advice. According to researchers 

(Furner, et al., 2013; Frost, et al., 2010), individualists enter a relationship if they perceive a net benefit 

and exit it when the costs of participation exceed the benefits. This claim was found to be true, as IND 

shoppers were the only group that mentioned the seeking of legal action in the event of a breach of 

privacy by the e-vendor. COL shoppers were also the only group that showed very little concern for the 

sharing of personal and financial information with third parties; thus, confirming findings in the literature 

(Furner, et al., 2013; Frost, et al., 2010) that collectivists develop stronger feelings of trust when 

interacting with people with whom they already have a relationship. 

 

Overall, there were more similarities in responses for cognitive-based trust across cultural dimensions 

than there were for affective-based trust. Nonetheless, similar tendencies were observed between and 
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within cultural dimensions, such that there is reason to believe that culture does not moderate the effect 

of trust in the characteristics of the e-vendor on online shopping frequency.  

 

5.3 Conclusion 

One motivation for this project was to explore the relatively understudied subject of the moderation 

effects of culture on the relationship between trust and online shopping frequency. A conceptual model 

was developed for the investigation of three concepts: trust, culture and online shopping frequency with 

the use of the mixed method approach. It was not the objective of this study to generalize findings, rather 

the findings are intended to stimulate new discussions in research at the intersection of the three 

concepts. While these findings must be treated with caution, they break new grounds and shed light on 

the changing nature of the relationship between these concepts; thus, giving rise to new research 

directions in these areas. This project reached some very interesting findings that need not be ignored by 

academics and practitioners.  

 

The first interesting finding is that trust in the characteristics of e-vendors has a positive impact on online 

shopping frequency. While this is not new in the literature, this project disconfirmed assertions by several 

researchers who claim that trust plays an important role in influencing online shopping. In the first 

instance, results of the quantitative study showed that trust has a very low explanatory power over online 

shopping frequency. This indicates that though trust influences the frequency of online shopping, it is not 

a major factor and that there could be a host of other factors that are more important than trust in 

explaining online shopping frequency. Secondly, results from the qualitative study showed that shoppers 

of all cultural dimensions have some level of distrust for e-vendors; yet, they continue to shop online. For 

example, a majority of uncertainty avoidant shoppers believe that e-vendors do not seek their interest; 

thus, they prefer to rely upon their own opinions and would pay little or no attention to advice from e-

vendors. Moreover, they adopt different measures in order to protect themselves when shopping online. 

Similar opinions are shared by shoppers of the individualism dimension. IND shoppers do not believe that 

e-vendors put their interest first while COL shoppers choose to develop long-term relationships with e-

vendors in order to reduce uncertainty. 

 

The second interesting finding is that culture has no moderating effect on the impact of trust on online 

shopping frequency. This is a controversial finding; nonetheless, empirical data in this project provides 

support for this conclusion. Though subtle differences were observed between and within cultural 

dimensions, these differences were found to be statistically insignificant in the quantitative study. This 

conclusion was validated by results from the qualitative study, which also reached a similar conclusion. 

What makes this finding interesting is that it opens new questions for investigating the supposedly 

changing nature of cultural dimensions in the context of online shopping. There are many possible 

explanations for this finding. The first could be as a result of the convergence of cultures due to increasing 

migration and the physical interaction among individuals of all cultural groups. The second reason could 

be as a result of the nature of the internet which provides the platform for online shopping. The internet 

facilitates virtual interaction among individuals of various backgrounds and serves as a medium for the 

exchange of cultural values. Consequently, online shoppers could be categorized as belonging to a tribe 
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of individuals with merging cultural characteristics, which is made possible by multiple interactions in a 

virtual space. While these are only propositions, they provide opportunities for further research into 

whether culture moderates the impact of trust on online shopping frequency.
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CHAPTER SIX: RECOMMENDATIONS AND FUTURE RESEARCH 

6.1 Research implications  

This project contributes to the literature at the intersection of culture, trust, and online shopping by 

examining the behaviour of shoppers from two cultural dimensions across several countries. It was 

observed that culture has no moderating effect on the impact of trust on online shopping frequency. 

While most studies in the literature examine cultural dimensions across only a few countries at a time, 

this project advanced cross-cultural research by investigating consumer behaviour based on most 

dominant culture across thirty-four countries. Apart from being under-researched, there are claims 

(Frank, et al., 2015; Sakarya & Soyer, 2013) in the literature about inconclusive findings of the moderating 

effects of cultural dimensions on online shopping. This project sought to fill this gap by providing rich 

insights into this area of research. 

 

This project offers several important lessons for managers in the e-tailing sector. One important lesson is 

that customers who shop online tend to have similar tendencies for developing trust in e-vendors. Results 

of this project suggest that there seems to be a convergence of cultural dimensions within online 

environments, such that e-shoppers tend to share similar preferences for certain characteristics of the e-

vendor. For e-managers, this means that a similar strategy could be used across countries irrespective of 

culture. On the other hand, as far as the two dimensions of trust are concerned, it was observed that 

characteristics of affective-based trust seem to have the most dissimilarities in preferences amongst e-

shoppers. Consequently, e-tailers are advised to be mindful of the emotions of shoppers which tend to 

vary in terms of developing trust.  

6.2 Future research 

This project investigated the impact of trust on online shopping frequency, and the moderating role of 

culture on the impact of trust on online shopping frequency. The central focus of this project was to 

examine whether culture affects the decision of the international consumer to trust in online shopping 

contexts. Researchers who wish to replicate this project are encouraged to do so. The data used in this 

project is a property of Mälardalen University and is obtainable upon formal request. There are several 

directions for future research. In order to enhance accuracy and generalizability of the findings, 

researchers could use probability sampling while ensuring that an equal number of respondents from 

each cultural dimension is represented in the sample. In addition, the questionnaire for the secondary 

data was published only in English, while respondents were from 34 countries with different national 

languages. This limitation could be curbed by translating the questionnaire into national languages of the 

participants. In this project, trust was found to have very little explanatory power over online shopping 

frequency even as other variables were introduced into the model. Future researchers are encouraged to 

increase the sample size and/or use a battery of questions for each variable in order to enhance reliability. 

We also believe that it would be worthwhile to take product type into consideration in order to reach 

conclusions that could be generalized. For example, research could be conducted in the online apparel 

sector. Luxury or low-cost items sold online could also provide clearly defined segments for more specific 

research questions.  
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Furthermore, instead of assigning cultural dimensions to individuals, as was done in the quantitative 

study, e-shoppers could be also profiled online in order to identify cultural groups. More cultural 

dimensions could be also investigated, rather than only two dimensions as was the case in this project. It 

is conceivable that loyalty programs could influence trust for a particular e-vendor. Future research could 

isolate similar factors or, examine how they help influence trusting decisions for shoppers of cultural 

dimensions. Future research could also take the form of case studies at a particular e-vendor having 

shoppers of different cultural dimensions. Comparative studies could be conducted for shoppers in offline 

versus online environments. According to the literature, trust develops gradually over time. Therefore, a 

longitudinal study using a panel of shoppers could help shed more light on the subject, as opposed to 

cross-sectional data used in this project. Lastly, research could conduct studies into the converging nature 

of cultures by investigating patterns of internet usage or online social interaction. These findings could be 

correlated with online shopping frequency to determine whether culture is still a moderating factor with 

online environments.



35 
 

REFERENCES 

Akroush, M. N., & Al-Debei, M. M. (2015). An integrated model of factors affecting consumer attitudes  

towards online shopping. Business Process Management Journal, 21 (6), 1353 – 1376. 

 

Al-maghrabi, T., Dennis, C., Halliday, S. V., & BinAli, A. (2011). Determinants of Customer Continuance  

Intention of Online Shopping. International Journal of Business Science and Applied  

Management, 6 (1), 41–65. 

 

ATKearney (2013). Online Retail is Front and Center in the Quest for Growth. The 2013 Global Retail E- 

Commerce Index. Retrieved March 12, 2015, from 

https://www.atkearney.se/documents/10192/3609951/Online+Retail+Is+Front+and+Center+in+

the+Quest+for+Growth.pdf 

 

ATKearney (2015). Global Retail E-Commerce Keeps on Clicking. The 2015 Global Retail E-Commerce Index.  

Retrieved March 12, 2015, from 

https://www.atkearney.com/documents/10192/5691153/Global+Retail+E-

Commerce+Keeps+On+Clicking.pdf 

 

Ballantine, P. W. (2005). Effects of interactivity and product information on consumer satisfaction in an  

online retail setting. International Journal of Retail & Distribution Management, 33 (6) 461 – 471. 

 

Barney, J. B., & M. H. Hansen. (1994). Trustworthiness as a source of competitive advantage. Strategic  

Management Journal, 15, 175–190. 

 

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in social psychological  

research: conceptual, strategic, and statistical considerations. Journal of Personality and Social 

Psychology, 51 (6), 1173-1182. 

 

Becerra, E. P., & Korgaonkar, P. K. (2011). Effects of trust beliefs on consumers' online intentions. 

European Journal of Marketing, 45 (6) 936 – 962. 

 

Bianchi, C., & Andrews, L. (2012). Risk, trust, and consumer online purchasing behaviour: a Chilean  

perspective. International Marketing Review, 29 (3), 253-276. 

 

Black, G. S. (2005). Predictors of consumer trust: likelihood to pay online. Marketing Intelligence & 

Planning, 23 (7), 648 – 658. 

 

Briggs, P., Burford, B., Angeli, A. D., Paula Lynch, P., & Trabak, A. (2002).Trust in online advice. Social  

Science Computer Review, 20 (3), 321-332. 

 

Bryman, A., & Bell, E. (2015). Business Research Methods. 4th Edition, Oxford (UK): Oxford University  



36 
 

Press. 

 

Buttner, O. B., & Goritz, A. S. (2008). Perceived trustworthiness of online shops. Journal of Consumer  

Behaviour, 7, 35–50. 

 

Calefato, F. Lanubile, F., & Novielli, N. (2013). A Preliminary Investigation of the Effect of Social Media on  

Affective Trust in Customer-Supplier Relationships. In: Humaine Association Conference on  

Affective Computing and Intelligent Interaction, ACII 2013. p. 25-30, IEEE, Geneva, 2-5 September, 

doi: 10.1109/ACII.2013.11 

 

Chen, Y. T., & Chou, T. Y. (2012). Exploring the continuance intentions of consumers for B2C online 

Shopping. Online Information Review, 36 (1), 104 – 125. 

 

Cheung, S. H., & Chang, M. K. (2009). Building trust in online shopping: the moderating effect of  

individualism and collectivism. The 9th International Conference on Electronic Business, Macau, 

November 30 - December 4, 2009. 

 

Chiu, C. M., Chang, C. C., Cheng, H. L., & Fang, Y. H. (2009). Determinants of customer repurchase  

intention in online shopping. Online Information Review, 33 (4), 761 – 784. 

 

Chong, B., Yang, Z., & Wong, M. (2003). Asymmetrical impact of trustworthiness attributes on trust,  

perceived value and purchase intentions: a conceptual framework for cross-cultural study on 

consumer perception of on-line auction. Proceedings of the 5th International Conference of the 

Center for Electronic Commerce, ACM, New York, NY, pp. 213-219. 

 

Chui, Y. B., Lin, C.P., & Tang, L. L. (2005). Gender differs: assessing a model of online purchase intentions  

in e-tail service. International Journal of Service Industry Management, 16 (5), 416-435. 

 

Clarke, K. A. (2005).The phantom menace: Omitted variable bias in econometric research. Conflict  

Management and Peace Science, 22, 341–352.  

 

Collier, J. E., & Bienstock, C. C. (2006). Measuring service quality in e-retailing. Journal of Service  

Research, 8 (3), 260-75. 

 

Costagliola, G., Fuccella, V., & Pascuccio, F. A. (2014). Towards a trust, reputation and recommendation  

meta model. Journal of Visual Languages and Computing, 25, 850–857. 

 

Cyr, D. (2008) Modeling website design across cultures: relationships to trust, satisfaction, and e-loyalty,  

Journal of Management Information Systems, 24 (4), 47–72. 

 

D'Alessandro, S., Girardi, A., & Tiangsoongnern, L. (2012). Perceived risk and trust as antecedents of  



37 
 

online purchasing behavior in the USA gemstone industry, Asia Pacific Journal of Marketing and 

Logistics, 24 (3), 433 – 460. 

 

Dorfman, P. W., & Howell, J. P. (1988). Dimensions of national culture and effective leadership patterns:  

Hofstede revisited. In E.G. McGoun (Ed.), Advances in International Comparative Management, 3, 

127-149. Greenwich, CT: JAI Press. 

 

Fisher, R., & Chu, S. Z. (2009). Initial online trust formation: the role of company location and web  

Assurance. Managerial Auditing Journal, 24 (6), 542 – 563. 

 

Frank, B., Enkawa, T., & Schvaneveldt, S. J. (2015).The role of individualism vs. collectivism in the  

formation of repurchase intent: A cross-industry comparison of the effects of cultural and 

personal values. Journal of Economic Psychology, 51, 261–278. 

 

Furner, C., Racherla, P., & Zhu, Z. (2013). Cultural and review characteristics in the formation of trust in  

online reviews: A multinational investigation. The proceeding of 12th Wuhan International 

Conference on e-business, 2013, pp.423-433【CPCI-SSH】Best paper Award of WHICEB2013. 

 

Ganguly, B., Dash, S.B., Cyr, D., & Head, M. (2010). The effects of website design on purchase intention  

in online shopping: the mediating role of trust and the moderating role of culture. International 

Journal of Electronic Business, 8 (4/5), 302–330. 

 

Green, D., Pearson, J. M., & Pearson, A. (2007). Determining the importance of key criteria in web  

usability. Management Research News, 30 (11), 816-828. 

 

Gong, W., Stump, R. L., & Maddox, L. M. (2013). Factors influencing consumers' online shopping in  

China. Journal of Asia Business Studies, 7 (3), 214 – 230. 

 

Ho, B. C., & Oh, K. B. (2009). An empirical study of the use of e-security seals in e-commerce. 

Online Information Review, 33 (4) 655 – 671. 

 

Hoffman, D. L., & Novak, T. P. (1996). Marketing in hypermedia computer-mediated environments:  

conceptual foundations. Journal of Marketing, 60, 50-68. 

 

Hofstede, G. (1991). Cultures and Organizations: Software of the Mind. London, UK: McGraw-Hill.  

 

Hofstede, G. (2001). Culture’s consequences: Comparing values, behaviors, institutions, and organizations  

across nations (2nd ed.). Thousand Oaks, CA: Sage. 

 

Hofstede, G. (2011). Dimensionalizing Cultures: The Hofstede Model in Context. Online Readings in

 Psychology and Culture, 2 (1). http://dx.doi.org/10.9707/2307-0919.1014. 

 



38 
 

Hofstede, G., Hofstede, G. J., & Minkov, M. (2010). Cultures and Organizations: Software of the Mind,  

McGraw-Hill USA, New York. 

 

Hsiao, K. L., Lin, J. C. C., Wang, X. Y., Lu, H. P., & Yu, H. (2010). Antecedents and consequences of trust  

in online product recommendations. Online Information Review, 34, 935-953. 

 

Hsieh, T. C., Yang, K. C., Yang, C., & Yang, C. (2013). Urban and rural differences. Internet Research, 23  

(2), 204 – 228. 

 

Hsu, M. H., Chuang, L. W., & Hsu, C. S. (2014). Understanding online shopping intention: the roles of four  

types of trust and their antecedents. Internet Research, 24 (3), 332 – 352. 

 

Jan, P. (2012). Security and trustworthiness as drivers of e-shop competitiveness (opinions of young  

customers). Journal of Competitiveness, 4(1), 83-98. 

 

Ji, Y. G., Hwan, H., Ji, S. Y., Rau, P. L .P., Fang, X. W., Ling, C. (2010). The influence of cultural differences  

on the use of social network services and the formation of social capital. International Journal 

of Human-Computer Interaction. 26, 1100–1121.  

 

Johnson, D., & Grayson, K. (2005). Cognitive and affective trust in service relationships. Journal of  

Business Research, 58, 500– 507. 

 

Johnston, J., & DiNardo, J. (1997). Econometric methods. 4th ed. New York: McGraw-Hill. 

 

Joshi, K. (1989). The measurement of fairness or equity perceptions of management information  

systems users. MIS Quarterly, 13 (3), pp. 343-58. 

 

Kailani, M. A., & Rachna Kumar, R. (2011). Investigating uncertainty avoidance and perceived risk for  

impacting internet Buying: A study in three national cultures. International Journal of Business  

and Management, 6 (5), 76–92. 

 

Kaur, G., & Quareshi, T. K. (2015). Factors obstructing intentions to trust and purchase products online.  

Asia Pacific Journal of Marketing and Logistics, 27 (5) 758 – 783. 

 

Keh, H. T., & Xie, Y. (2009). Corporate reputation and customer behavioral intentions: The roles of trust,  

identification and commitment. Industrial Marketing Management, 38, 732-742. 

 

Kim, C. & Peterson, D. (2003). A comparison of the perceived importance of information systems  

development strategies by developers from the United States and Korea, Information Resources 

Management Journal, 16 (2), 1-18. 

 

Kim, D. (2005). Cognition-Based Versus Affect-Based Trust Determinants in E-Commerce: Cross-Cultural  



39 
 

Comparison Study. ICIS 2005 Proceedings. Paper 59. 

 

Kim, D. J., Ferrin, D.L. & Rao, H.R. (2003). Antecedents of consumer trust in B-to-C electronic commerce,  

Americas Conference on Information Systems (AMCIS), Tampa, Florida, 157-167.  

 

Kimmery, K., & McCord, M. (2002), Third-party assurance: mapping the road to trust in e-retailing,  

Journal of Information Technology Theory and Application, 4 (2), 63-82. 

 

Lee, K. & Joshi, K. (2007). An empirical investigation of customer satisfaction with technology mediated  

service encounters in the context of online shopping, Journal of Information Technology 

Management, 18 (2), 18-37. 

 

Lee, K., Joshi, K. & Bae, M. (2009). A cross-national comparison of the determinants of customer  

satisfaction with online stores, Journal of Global Information Technology Management, 12 (4), 25-

51. 

 

Lee, M. L., Geistfeld, L. V., & Stoel, L. (2007). Cultural differences between Korean and American apparel  

web sites. Journal of Fashion Marketing and Management, 11(4), 511–528. 

 

Lee, M.K.O. & Turban, E. (2001). A trust model for consumer Internet shopping. International Journal of  

Electronic Commerce, 6(1), 75-91. 

 

Levers, M-J. D. (2014). Philosophical paradigms, grounded theory, and perspectives on emergence. Sage  

Open, 3, 1 – 6, doi: 10.1177/2158244013517243 

 

Lewis, J. D., & Weigert, A. (1985). Trust as a social reality. Social Forces, 63, 967 – 85. 

 

Liat, C. B. & Wuan, Y. S. (2014). Factors influencing consumers’ online purchase intention: A study  

among university students in Malaysia. International Journal of Liberal Arts and Social Science, 2 

(8). 

 

Li, H. & Mantymaki, M. (2011). An empirical examination of the relationships between the dimensions of  

culture and e-service quality perceptions, 24th Bled eConference eFuture: Creating Solutions for 

the Individual, Organizations and Society Proceedings of the International Conference in Bled, 

Slovenia, 84-99. 

 

Lim, K. H., Leung, K., Sia, C. L. & Lee, M.K.O. (2004). Is e-commerce boundary-less? Effects of  

individualism-collectivism and uncertainty avoidance on internet shopping, Journal of 

International Business Studies, 35 (6), 545-59. 

 

Lim, N. (2003). Consumers’ perceived risk: sources versus consequences. Electronic Commerce Research  

and Applications, 2 (3), 216-28. 



40 
 

 

Lin, C. C., Wu, H. Y. & Chang, Y. F. (2011). The critical factors impact on online customer satisfaction.  

Procedia Computer Science 3, 276–281. 

 

Lindley, P., & Walker, S. N. (1993). Theoretical and methodological differentiation of moderation and  

mediation. Nursing Research, 42, 276–279. 

 

Lu, L. C., Chang, H. H., & Yu, S. T. (2013). Online shoppers’ perceptions of e-retailers’ ethics, cultural  

orientation, and loyalty. Internet Research, 23 (1), 47 – 68. 

 

Madupu, V. & Cooley, D. O. (2010). Cross-cultural differences in online brand communities: an  

exploratory study of Indian and American online brand communities. Journal of International 

Consumer Marketing, 22, 363–375. 

 

Mangiaracina, R. (2009). Payment Systems in the B2c eCommerce: Are They a Barrier for the Online  

Customer? Journal of Internet Banking and Commerce, 14 (3), 1 –16. 

 

Martinez-tur, V., Peiro, J. M., Ramos, J. & Moliner, C. (2006). Justice perceptions as predictors of  

customer satisfaction: the impact of distributive, procedural, and interactional justice. Journal of 

Applied Social Psychology, 36 (1), 100-19. 

 

Mayer, R., Davis, J., & Schoorman, D. (1995). An integrative model of organizational trust. Academy of  

Management Review, 20 (3), 709-34. 

 

McCoy, S., Galletta, D., & King, W. (2005). Integrating national culture into is research: the need for current  

individual-level measures. Communications of AIS 15, 211-224. 

 

McKnight, D. H., & Chervany, N. L. (2002).What trust means in e-commerce customer relationships:  

An interdisciplinary conceptual typology. International Journal of Electronic Commerce, 6(2),  

35–59. 

 

McLuhan, M. (1964). Understanding Media: The Extensions of Man. New York: McGraw-Hill. 

 

Metehan, T. & Yasemin, Z. A. (2011). The effect of web vendor trust on Turkish online shoppers buying  

behavior. Australian Journal of Business and Management Research, 1 (6), 87-96. 

 

Monsuwé, T. P., Dellaert, B. G. C., & Ruyter, K. (2004). What drives consumers to shop online? A literature  

review. International Journal of Service Industry Management, 15 (1), 102 -121. 

 

Naano, V. (2014). Ensuring the quality of the findings of qualitative research: Looking at trustworthiness  

criteria. Journal of Emerging Trends in Educational Research and Policy Studies, 5(2), 272-281. 

 



41 
 

Ng, C. S. P. (2013). Intention to purchase on social commerce websites across cultures: A cross-regional  

study. Information & Management, 50, 609–620. 

 

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions.  

Journal of Marketing Research (JMR), 17 (4), 460-69. 

 

Oneal, J. R., & Russett, B. (2005). Rule of three, let it be? When more really is better. Conflict Management  

and Peace Science, 22, 293–310. 

 

Osborne, J. W. & Waters, E. (2002). Four assumptions of multiple regression that researchers should  

always test. Practical Assessment, Research, and Evaluation, 8(2), 1 – 5. 

 

Özkan, S., Bindusara, G., & Hackney, R. (2010). Facilitating the adoption of e-payment systems: theoretical  

constructs and empirical analysis. Journal of Enterprise Information Management, 23 (3), 305 –  

325. 

 

Pan, M. C., Kuo, C. Y., Pan, C. T., & Tu, W. (2013). Antecedent of purchase intention: online seller  

reputation, product category and surcharge. Internet Research, 23 (4), 507 – 522. 

 

Pappas, N. (2016). Marketing strategies, perceived risks, and consumer trust in online buying behaviour.  

Journal of Retailing and Consumer Services, 29, 92–103. 

 

Parasuraman, A., Zeithaml, V. A. & Malholtra, A. (2005). E-S-QUAL: a multiple-item scale for assessing  

electronic service quality. Journal of Service Research, 7 (3), 213-35. 

 

Park, C., & Lee, T. M. (2009). Information direction, website reputation and eWOM effect: A moderating  

role of product type. Journal of Business Research, 62(1), 61-67.  

http://dx.doi.org/10.1016/j.jbusres.2007.11.017. 

 

Reibstein, D. J. (2002). What attracts customers to online stores, and what keeps them coming back?  

Journal of the Academy of Marketing Science, 30 (4), 465-473. 

 

Richard, M. O., & Habibi, M. R. (2016). Advanced modeling of online consumer behavior: The moderating  

roles of hedonism and culture. Journal of Business Research, 69, 1103–1119. 

 

Roca, J. C., García, J. J., & Vega, J. J. (2009). The importance of perceived trust, security and privacy in  

online trading systems. Information Management & Computer Security, 17 (2), 96 – 113. 

  

Sabiote, C. M., Frıas, D. M., & Castaneda, J. A. (2012a). The moderating effect of uncertainty-avoidance  

on overall perceived value of a service purchased online. Internet Research, 22 (2), 180 –198. 

 

Sabiote, C. M., Frıas, D. M. J. & Castaneda, A. (2012b). E-service quality as antecedent to e-satisfaction:  



42 
 

the moderating effect of culture, Online Information Review, 36 (2), 157-74. 

 

Sakarya, S., & Soyer, N. (2013). Cultural differences in online shopping behavior: Turkey and  

The United Kingdom. International Journal of Electronic Commerce Studies, 4 (2), 213-238.  

 

Schumann, J., Shih, P., Redmiles, D., & Horton, G. (2012, October 2012). Supporting initial trust in  

distributed idea generation and evaluation, The 2012 International ACM SIGGROUP Conference 

on Supporting Group Work (GROUP 2012, Sanibel Island, FL), pp. 199-208. 

 

Shenton, A. K. (2004). Strategies for ensuring trustworthiness in qualitative research projects. Education  

for Information, 22, 63–75. 

 

Simpson, J. A. (2007). Psychological foundations of trust: Current directions in psychological science.  

Association for Psychological Science, 16 (5), 264 –268. 

 

Singh, N., Kumar, V. & Baack, B. (2005). Adaptation of cultural content: evidence from B2C e-commerce  

firms. European Journal of Marketing, 39 (1/2), 71–86. 

 

Srite, M., & Karahanna, E. (2006). The role of espoused national culture values in technology acceptance.  

MIS Quarterly, 30 (3) 679-704. 

 

StatisticsSolutions (2016). Advancement through clarity: Assumptions of multiple linear regression.  

Retrieved May 28, 2016, from http://www.statisticssolutions.com/assumptions-of-multiple-

linear-regression/ 

 

Sumarto, P. H., Purwanto, E. & Khrisna, D. (2012). Antecedents of trust and its impact on loyalty: An  

empirical study on e-commerce's customer in surabaya. International Journal of Information and 

Communication Technology Research, 2 (2), 122-128. 

 

Tan, F.B. & Sutherland, P. (2004) Online consumer trust: A multi-dimensional model, Journal of Electronic  

Commerce in Organizations, 2(3), 40–58. 

 

Teoh, W. M. Y., Chong, S. C., Lin, B., & Chua, J. W. (2013). Factors affecting consumers’ perception of  

electronic payment: an empirical analysis. Internet Research, 23 (4), 465 – 485. 

 

The British Psychological Society (2014). Guidance published by the ethics committee of the British  

Psychological Society. Retrieved April 20, 2016, from 

http://www.bps.org.uk/system/files/documents/code_of_ethics_and_conduct.pdf  

 

The Hofstede Center (2016). Strategy, Culture, Change. Retrieved April 13, 2016, from https://geert-

 hofstede.com/countries.html 

 



43 
 

Tsiakis T., & Sthephanides G. (2005). The Concept of Security and Trust in Electronic Payments.  

Computers & Security, 24, 10-15. 

 

Xu-Priour, D. L., Truong, Y., & Klink, R. R. (2014). The effects of collectivism and polychronic time  

orientation on online social interaction and shopping behaviour: A comparative study between  

China and France. Technological Forecasting & Social Change 88, 265–275. 

 

Yang, Q., Pang, C., Liu, L., Yen, D. C., & J. Michael Tarn, J. M. (2015). Exploring consumer perceived risk and  

trust for online payments: An empirical study in China’s younger generation. Computers in Human 

Behaviour, 50 (2015) 9–24. 

 

Yoo, B., Donthu, N., & Lenartowicz, T. (2011). Measuring Hofstede's five dimensions of cultural values  

at the individual level: Development and validation of CVSCALE, Journal of International Consumer 

Marketing, 23 (3-4), 193-210. 

 

Zeithaml, V.A., Parasuraman, A., & Malhotra, A. (2002). Service quality delivery through Web sites: a  

critical review of extant knowledge. Journal of the Academy of Marketing Science, 30 (4), 362- 

375. 



44 
 

APPENDIX I: Participants in the quantitative study according to country of birth and cultural dimension1 

 

                                                           
1 Dimensions of culture and scores were assigned to participants based on information from The Hofstede Center 
(2016). 
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APPENDIX II: Operationalization of Research Questions 

 
 
 

INTERVIEW GUIDE 

 
I. Profiling/screening statements for individual culture 

 
On a scale from 0 (strongly disagree) to 10 (strongly agree), rate each of the following statements. 

Statements score 

Individuals should sacrifice self-interest for the group.  

Individuals should stick with the group even through difficulties.  
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Group welfare is more important than individual rewards.   

Group success is more important than individual success.   

Individuals should only pursue their goals after considering the welfare of the group.   

Group loyalty should be encouraged even if individual goals suffer.   

Being accepted as a member of a group is more important than having autonomy and independence.  

  

It is important to have instructions spelled out in detail so that I always know what I’m expected to do.  

It is important to closely follow instructions and procedures.   

Rules and regulations are important because they inform me of what is expected of me.   

Standardized work procedures are helpful.   

Instructions for operations are important.   

It is better to have a bad situation that you know about, than to have an uncertain situation which might 
be better. 

 

People should avoid making changes because things could get worse.  

  

People in higher positions should make most decisions without consulting people in lower positions.  

People in higher positions should not ask the opinions of people in lower positions too frequently.  

People in higher positions should avoid social interaction with people in lower positions.  

People in lower positions should not disagree with decisions by people in higher positions.  

People in higher positions should not delegate important tasks to people in lower positions.  

  

Careful management of money (Thrift)  

Going on resolutely in spite of opposition (Persistence)  

Personal steadiness and stability is important  

People should plan for the Long-term   

People should give up today’s fun for success in the future  

Work hard today for success in the future  

  

It is more important for men to have a professional career than it is for women.  

Men usually solve problems with logical analysis; women usually solve problems with intuition.  

Solving difficult problems usually requires an active, forcible approach, which is typical of men.  

There are some jobs that a man can always do better than a woman.  

Women do not value recognition and promotion in their work as much as men do.  

 

II. PRELIMINARY QUESTIONS ABOUT ONLINE SHOPPING 
A. Have you ever purchased a product/service online? 

 If yes: continue to question B 

 If no: stop the interview and thank the informant for his/her time. 
 

B. When was the last time you purchased an item online? 
[This question provides information as to whether the informant can recall his/her shopping 
experience.]  
 

C. How often do you shop online? 
[This question informs about shopping frequency. The higher the frequency, the more reliable the 
responses ought to be.] 
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D. Do you have a favourite online store? 

[This question helps provide focus for the responses. The aim is to aid the informant into providing 
responses about a particular store.] 

 
Note: The questions below are centred on the favourite online store of the informant. 
 

III. AFFECTIVE TRUST 
Benevolence 
1. Do you believe that the online store you shop at puts the interest of customers first? 

a. Why do you think that this store is concerned about your welfare (i.e. matching the appropriate 
quality and price)? 
 

2. Have you experienced any problem in the past with this company?  
a. If yes: Please explain the problem and how it was resolved by the company. 
b. If no: In case a problem arises (dissatisfaction with the goods/services purchase or, you require 

help), can you expect to be treated fairly by this company? (Why do you think so?) 
 

3. How easy is it to contact this company?  
a. What mode of communication (email, phone, social media, etc.) do you use when contacting this 

company?  
b. Are these (is this) convenient for you? 
c. How long does it take for the company to respond to your enquires (i.e. time spent on the phone, 

number of days to respond to email, etc.)? 
 
4. What does this company do to encourage customer engagement (feedback, participation, customer 

dialogue, contribution towards meeting needs successfully)? 
 
5. How friendly (i.e. ease of use) is this website for you?  

a. In your opinion, what factors would make a website easy to use? 
b. How does your company make shopping online easy for you? 
c. Does the company provide sufficient information to make shopping on the website easy?  

 
Integrity  
1. Do you believe that your online store is truthful/ honest in its dealings with you (i.e. charging a fair 

price for goods/services)?  
a. If yes: Why?  
b. If no: Why not?) 

 
2. Are you ever concerned that your web store would share your personal (address, shopping habits, 

product preferences, etc.) and financial information with third parties without your concern? 
a. If yes: Why?  
b. If no: Why not? 
 

3. Are you ever concerned about information theft from this website by hackers or criminals?  
a. Are you aware of any measures that are in place by your web store to prevent information theft? 
b. How certain are you that your web store would keep its commitments (i.e. protection for your 

information)? 
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IV. COGNITIVE TRUST 

Ability/Competence  
1. In your opinion, how knowledgeable is your online store about online shopping services? 

 Please explain why you feel this way. 
 
2. Can you explain how this company makes efforts to satisfy customers? 

a. Are you satisfied with this level of competence? 
 

3. Does your web store give advice to help you enhance your shopping online? 
a. Would you rely on the advice from this company?  
b. If yes: Why? 
c. If no: Why not? 

 
4. What payment methods do you use when shopping online? 

a. Do you think that these e-payment methods are safe?  

 Why do you feel this way? 
 
5. Have you ever recommended this web store to your friends or relatives? 
 
Predictability 
1. How clear for you are this company’s methods of operation?  

a. Can you describe how it operates? 
 

2. Can you depend on this company to meet its promises?  
a. If yes: Why? 
b. If no: Why not? 

 
 
Demographic Characteristics 
 

1) Please indicate your gender 
 
 

2) Please indicate your age group  

18-24   25-34   35-44   45-54   > 55   I don’t know  

Male   Female   Other   I don’t know  
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Appendix III: SPSS outputs from quantitative study 

Table 2: Age distribution of 
participants in the survey 

Age range Frequency Percent 

50 - 70 11 0.034 

35 - 49 24 0.073 

25 - 34 211 0.645 

24 - 16 79 0.242 

I don't know 2 0.006 

Total 327 1.000 
 

Table 3: Gender distribution of participants in the survey 

  Frequency Percent 

Male 153 46.8 

Female 167 51.1 

Other 2 .6 

I do not want to answer this 
question 

5 1.5 

Total 327 100.0 
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