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Abstract

Building trust and understanding their relationship with consumer online purchasing
decisions is important to business-to-consumer (B2C) e-commerce firms seeking to
extend their reach to consumers globally. This study addresses the gap in the knowledge
about this relationship by studying the cognitive and affective responses of consumers

towards a B2C e-commerce website.

Based on the Stimulus—Organism—Response (S—O-R) model, this study examines the
moderating role of individual consumer culture on the relationship between web design
(website accessibility, visual appearance (colour and images) and social networking
services), consumer behaviour (religiosity), privacy, security, emotions (fear and joy)
and interpersonal trust (iTrust), cognitive and affect-based trust concerning online
purchasing intentions. The motivation of this study includes testing and comparing
individual consumer cultural values (individualism and uncertainty avoidance)
difference moderators in proposed multi-perspective model of online interpersonal trust

(iTrust) across two different societies (Australia and Pakistan).

This research applied a quantitative methodology and a cross-sectional survey design
approach. In order to empirically test the research model, surveys were conducted in
Pakistan and Australia. A total of 270 participants from Pakistan and 255 from Australia
responded to the survey. The data of the survey were analysed with the SEM-Partial

Least Square (PLS) approach using SmartPLS 3.0.

Vi



The results of the analysis generated mixed findings. It was found that depending on the
stimulus (S) towards which a reaction is made provides a signal regarding the cognitive
and affect-based trust (Organism) of B2C e-commerce website, which influence

consumers purchase intentions (Response) at the individual level across culture.

The results of this study highlight the need to consider individual consumer level
cultural differences when identifying the mix of e-commerce strategies to employ in
B2C websites, not only at the country level but also in culturally diverse country such as

Australia.
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CHAPTER 1 : INTRODUCTION

This chapter presents an overview of this thesis by describing the key issues related
to the research objectives, scopes and method. The chapter begins with the research
problem statement and the motivation for undertaking this study. Then the purpose
of this research including the research aim and objectives are presented.
Following that, the research questions are provided. Finally, an overview of

research method and the layout of this thesis are presented.

1.1 Statement of the Problem

Business-to-consumer (B2C) refers to the e-business or e-commerce model in which
businesses directly sells to individual consumers (Bidgoli, 2002). The main way a
business-to-consumer (B2C) e-commerce firm communicates with its consumers is
through their websites. Therefore, identifying the website’s components is required
to understand whether the online store is providing the quality of services and
interaction desired by consumers (Cheng et al., 2009). For example, a lack of
perceived security in a website is a major concern for many of the potential
consumers who shop online because of the lack of trust involved in transmitting
sensitive information, such as credit card payments and private information (Ethier et
al., 2006, Greenberg et al., 2008b). The appearance of a website also encourages or
discourages a consumer’s online purchasing intention (Cyr et al. 2005). The
development of B2C websites that are visually pleasing, have accessible content
information and are easy to navigate influences consumers’ trust with cognitive and

affective responses (Cyr, 2013, Ethier et al., 2008).



Establishing trust is one of the key obstacles for online vendors in the success of e-
commerce globally. Trust refers to the consumer’s expectation that the online vendor
will execute specific activities, regardless of the consumer’s ability to control the
vendor action (Pavlou and Chai, 2002). In order to develop a sense of trust in an e-
commerce context, e-vendors try to provide positive online purchasing experiences
for potential consumers. Previous research has identified some of the factors that
contribute to online trust in e-commerce (Gefen et al., 2003b, Kim et al., 2008, Sun,
2010, Palvia, 2009, Ou and Sia, 2009) such as a trusted third-party seal, web
assurance, consumer disposition to trust, familiarity, security, privacy, social-cue
design and attitude. This provides an essential foundation for trust formation in e-
commerce. However, the existing research assumes that these trust factors are built
uniformly across different cultures. There is a need for an interpersonal trust model
to identify a base set of factors, which can be used to form an innovative multi-

perspective trust model that can be applied to the changing nature of e-commerce.

Researchers have found that in an e-commerce context online trust is formed
differently in different cultures (Cyr, 2013, Sia et al., 2009). However, country has
been used as a proxy for culture at a group level by several past researchers in cross-
cultural studies such as (Cyr, 2008a, Lee et al., 2007). In particular, Hofstede’s
(1980) country scores have been applied to examine the effect of cultural values on
consumer purchasing intentions in e-commerce. However, the assumption of
homogeneity in any nation is not suitable, particularly if the national culture concepts
are to be integrated into business-to-consumer (B2C) e-commerce, which reflect

individual behavior.



McCoy et al. (2005) argue that it is inapplicable to use Hofstede’s (1980) country
scores of national cultural dimensions because members of a same society may not
have the same culture values. Considering nations as single cultures raised
complications because within one country heterogeneity may be larger than between
culture heterogeneity (Hofstede, 1980). Srite and Karahanna (2006) contend that
national culture is a macro-level phenomenon, although online purchasing is a one-
person action, therefore analysing culture at the individual consumer level is the
most appropriate way to determine how culture affects technology acceptance
(McCoy et al. 2005). Therefore, the level of analysis at the individual consumer level

is most appropriate in the B2C context.

Given the relationship between trust and e-commerce, it is important to observe the
cross-cultural aspects of trust when looking at online businesses. This is mostly
overlooked by current research, which deals almost completely with Western culture
(Greenberg et al., 2008a, Gefen et al., 2006) and largely ignores other cultural
scenarios (Huang and Fu, 2009). Therefore, the research studies on online trust
remain limited because the trust-influencing factors examined are mainly have
Western backgrounds and might not be valid in other cultural scenarios (Binhui et
al., 2011). For example, the adoption rate of online purchasing is lower in Asian
countries than the Western world (Lee Heng et al., 2010) and one reason for this is
the lack of trust affecting the online purchase intention (Ranzhe et al., 2008).
Therefore, with e-commerce becoming a global phenomenon, by not considering the

effect of culture, the research on consumer online trust remains limited.



E-commerce has the ability to attract global consumers to improve productivity
(Sohaib and Kang, 2014). E-commerce plays a significant role in bridging the digital
gap between developing and developed countries (Kurnia and Peng, 2010).
However, there have been some uncertainties in the significance of e-commerce in
developing countries (Lawrence and Usman, 2010). Pakistan is a developing country
in south Asia with an increasing trend of Internet use. In 2013 Pakistan reached over
20 million Internet users, ranking 15 worldwide for total number of Internet users
(WDI 2013). According to the Pakistan Telecommunication Authority (PTA, 2011),
in 2020 the number of broadband subscribers will increase to 19 million and there
will be more than 160 million mobile users. With the growth of online consumers, e-
commerce is developing in Pakistan. Studies have shown that trust in e-commerce is
the main reason for consumer reluctance to engage in online shopping in Pakistan; in
particular, the use of credit or debit cards as a mode of payment (Yousaf et al., 2012,

Nazir et al., 2012, Hussain et al., 2007).

In addition to this, Internet banking has only recently been adopted and other
payment systems such as PayPal are not available in Pakistan like they are in
developed countries. To overcome this issue, online shopping firms are now
providing cash on delivery option to establish trust. In order for B2C e-commerce to
be successful in Pakistan, researchers must find out some useful measures to provide
an effective online shopping experience. After this is done, there is still a need to
investigate other factors that will build confidence and develop trust in individuals in

B2C e-commerce in Pakistan so they will make online purchases.

A lot of the information that is available on the e-commerce web may be relevant to

global consumers. However, it may also be misinterpreted by specific cultural groups



and may overwhelm the consumers by number of functionalities. For e-commerce to
build trust on the web, suitable user interface characteristics for more culturally
diverse consumers are required (Cyr and Fraser, 2004). Also, existing B2C online
trust studies reflect the early attitude of doing business online, which is that initial
trust in general increased the click-throughs. Although trust does maintain long-term
relationships between consumers and online store, researchers must also take a new
perspective in regards to retaining consumers. Hence, a gap in the literature still
exists. Trust has been extensively researched in an e-commerce context; research on

building online trust at the individual level across cultures is limited.

Therefore, examining consumer trust is critical and must be well understood for the
continuous development of e-commerce across cultures at individual level. In
particular, interpersonal trust (iTrust) in computer-mediated communication is a new
research topic for e-commerce (Thomas et al., 2012). Interpersonal trust refers to the
individual trust formed in another specific party (McKnight and Chervany 2001). In
e-commerce environment, the two participating parties are the online consumer and

the online vendor (Tan and Sutherland 2004).

When transaction complexity in an e-commerce environment makes consumer more
uncertain about online purchasing, then the need for interpersonal trust grows
between consumer and online vendor. Two aspects of interpersonal trust are
cognitive and affect-based (Johnson and Grayson, 2005). B2C e-commerce websites

present both cognitive and affective signals (Karimov et al. 2011).



Previous studies have attempted to examine the effect of cognitive-based trust
aspects (such as security and privacy protection, system reliability, information
quality, legibility and coherence) and affect-based trust aspects (such as presence of
a third-party seal, reputation, word-of-mouth referral, variety, mystery, joy and fear)
on purchasing intentions (Johnson and Grayson, 2005, Kim, 2005, Kim et al., 2008,
Lee and Kozar, 2010, Eastlick and Lotz, 2011, Li et al., 2011). However, these
studies examine specific factors and may prevent a comprehensive understanding of
the consumer’s purchasing intentions in the B2C e-commerce context at the
individual level across cultures. The research problem of this thesis is finding the key
determinants that play a significant role in forming interpersonal trust (both cognitive

and affect-based) in B2C e-commerce at the individual level across cultures.

1.2 Purpose of the Study

As e-commerce continues to grow, a re-investigation of the relationship between
consumers and online vendor is required in order to attain a better understanding of
the aspects that influence a consumer’s online trust. This study investigates how
individuals from different cultures form their interpersonal trust in a B2C website.
This purpose of this study is to propose a multi-perspective model for interpersonal
trust (iTrust) that focuses on the consumer interpersonal aspects of online interaction
in a B2C e-commerce website. This research seeks to fill the gap in the research by
studying consumers’ cognitive and affective responses towards a business-to-

consumer (B2C) e-commerce website.



The researcher intends to apply individual consumer level cultural values
(individualism-collectivism (IDV) and uncertainty avoidance (UA)) as moderators to
a proposed model that will uncover new and improved methods for fostering
consumer trust in an online B2C context, including more innovative approaches to

B2C websites, customer retention and online businesses strategies across cultures.

Therefore, the main aim of this research is to investigate the moderating role of
individual consumer level cultural values (individualism-collectivism (IDV) and
uncertainty avoidance (UA)) on the key determinants of interpersonal trust (iTrust)
towards purchasing intention in B2C e-commerce across cultures. To do this, the
difference in cognitive and affect-based interpersonal trust in a B2C e-commerce

between two different societies (Australia and Pakistan) will also be examined.

Following on from the aim, the research objectives are:

* To propose a multi-perspective iTrust model for B2C e-commerce adoption by
examining web design (website accessibility, visual appearance and social
networking services), consumer behaviour (religiosity), privacy, security and
emotions (fear and joy).

* To investigate individual consumer cultural values (individualism and
uncertainty avoidance) as moderators to a proposed model to uncover innovative
approaches for fostering consumer trust in an online business-to-consumer
context.

* To empirically validate the multi-perspective itrust model in two different

societies (Australia and Pakistan).



* To provide empirical evidence for B2C e-commerce academics, e-commerce
practitioners and business firms to increase awareness of the effect of cultural
differences on online interpersonal trust concerning purchasing intention at the

individual level.

This research applied the cultural values of uncertainty avoidance (UA) and
individualism-collectivism (IDV) (Hofstede, 1980) at the individual consumer level
because these are believed to be highly relevant to trust in cross-cultural business
relationships (Cyr, 2013, McCoy et al., 2005). Hofstede’s (1980) cultural dimensions
show a clear difference between the country score of the two cultural types on the
individualism-collectivism dimension, for Australia scoring 90 and Pakistan 14 (a
difference of 76); and Australia scoring 51 and Pakistan 70 for uncertainty avoidance

(a difference of 19).

Moreover, this research applies the IDV and UA dimensions because this is highly
relevant to trust in cross-culture business relationships (Cyr, 2013, McCoy et al.,
2005). These index scores reveal the country culture of all individuals from that
nation. The culture values applied in this study (IDV and UA) were adopted from
(McCoy et al., 2005, Srite and Karahanna, 2006) in a multi-cultural context as
moderators at the individual consumer level and not according to their national
cultural association. In addition, there are more cultural differences between
countries. By using the data from two different countries, such as Australia
(individualistic and with low UA) and Pakistan (collectivistic and with high UA), it
is possible to determine how cultural values operate at individual consumer levels in

an online B2C relationship across cultures.



1.3  Significance of the Study

The B2C e-commerce website is a dynamic medium. What attracts e-businesses
today may not be effective tomorrow because of constantly changing web
technologies and increasing numbers of consumers worldwide. By understanding
how individuals process information about online purchasing, better guidance can be
provided for those designing the e-commerce websites of tomorrow. The multi-
perspective model of interpersonal trust (iTrust) developed in this research is one

step in this direction.

This research addresses the gap in the existing literature by evaluating how
consumers’ cognitive and affective responses to interpersonal trust (iTrust) in B2C
online stores differ across two very different cultural value systems at the individual
consumer level. More specifically, the responses of Pakistani consumers, a
collectivist culture, are directly compared to the responses of Australian consumers,
an individualistic culture, by examining the B2C online store cognitive and affect-

based trust aspects.

Consumers who shop online may be less collectivistic than average even though they
are in a high collectivist society and vice versa. For that reasons, by comparing two
different cultural societies, it is possible to better understand the stimuli of individual
cultural differences on interpersonal trust in B2C e-commerce. This study is unique
in its focus on Pakistani e-commerce, which is a relatively unexplored area of online

trust in B2C e-commerce context.



Understanding the differences between two different cultures, Australia and
Pakistan, benefits B2C e-commerce since both represent a significant share of the
Internet market. Pakistan is a developing country in south Asia with a growing
number of Internet users that reached approximately 30 million in 2013, while the
number of Internet users per 100 in Australia was 82 in 2013, the 24™ highest

worldwide (WDI, 2013)

One of the key benefits of this research is providing an understanding of the new
drivers of online consumer interpersonal trust in B2C e-commerce across cultures.
The major determinants of consumer trust in an online store are web design (website
accessibility, visual appearance, and social networking services), consumer
behaviour (religiosity), privacy, security and emotions (fear and joy). This research
specifically examines a consumer’s interpersonal trust (cognitive and affect-based)
towards these factors in a B2C e-commerce website. The integration of the above
factors in a single study is important to the success of understanding cross-cultural

B2C e-commerce at the individual consumer level.

This thesis also verifies the validity of the consumer trust aspects examined in the
research on e-commerce in developed countries in a developing country such as
Pakistan, where the use of e-commerce is more limited (Kundi and Shah, 2009).
Therefore, empirical research is required to document and compare the interpersonal
trust aspects and subsequently consumer intention of purchasing in different
countries in order to draw research implications on the development of global e-
commerce.

It is important to identify the online shopping perceptions of these two different

groups because the high uncertainty avoidance consumer’s satisfaction may be
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completely ineffective in producing a desired response of the consumers with low
uncertainty avoidance. As technology becomes an increasingly important part of e-
commerce, e-vendors involved in selling products can benefit from understanding
their targeted consumers’ culture, not only in terms of the whole country’s culture

but also culturally diverse countries such as Australia.

The results of this study may help online shopping managers who could use the
insights from this research to modify their approaches. Developers and website
designers can also use this understanding to increase desirable outcomes by focusing
on the relationship between emotional reactions, cognitive evaluations and trust,
therefore increasing the chances of an online business succeeding in countries with
different degrees of uncertainty avoidance. The results of this study may also
contribute to providing guidance to e-business firms to make changes to their market

strategies to improve their online sales by targeting different cultures.

1.4 Research Questions

The research questions examined in this study are:

1. How is consumer interpersonal trust (iTrust) formed at the individual
consumer level in relation to purchasing intention in B2C e-commerce
across cultures?

a) What is the relationship between security, privacy and cognitive-based
trust in relation to purchasing intention in B2C e-commerce across
cultures and how does the individual cultural value of uncertainty

avoidance (UA) influence this relationship?
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b) What is the relationship between web design factors and cognitive and
affect-based iTrust in relation to purchasing intention in B2C e-
commerce across cultures and how do the individual-level cultural
values of individualism (IDV) and uncertainty avoidance (UA)
influence this relationship?

c) What is the relationship between consumer behaviour (religiosity) and
online cognitive and affect-based iTrust in relation to purchasing
intention in B2C e-commerce across cultures and how does the
individual cultural value of individualism (IDV) influence this
relationship?

d) What is the relationship between consumer emotions (joy and fear) and
affect-based trust in relation to purchasing intention in B2C e-
commerce across cultures and how does the individual cultural value of
uncertainty avoidance (UA) influence this relationship?

e) What is the relationship between cognitive and affect-based iTrust and
purchasing intention in B2C e-commerce across cultures and how does
the individual cultural value of uncertainty avoidance (UA) influence

this relationship?

2. What are the differences between Australia and Pakistan regarding

purchasing intentions in B2C e-commerce?
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1.5 Research Method Overview

The study applies a quantitative correlational research method to collect numerical
data to test the hypotheses. This method uses non-experimental cross-sectional
research. The purpose of cross-sectional research is to collect data at one point in
time in order to make comparison across different groups of respondents (Belli,
2008). This is considered appropriate in this study because this study involves two
groups, Australia and Pakistan. The details of the research methodology are

presented in Chapter 4.

Figure 1.1 shows the different research activities conducted in this study. First,
existing studies were reviewed to identify the gap in the knowledge, and research
questions were developed that would address this gap. Subsequently, based on the
understanding gained from the review of literature, the research model and

hypotheses were developed to answer the research questions.

The constructs used in the conceptual model were operationalised to develop a
questionnaire. Previous validated measures were revised and used for the survey,
then the data sets collected from Pakistan and Australia were statistically analysed.
The data was analysed using variance-based Structural Equation Modeling (SEM)
statistical techniques, such as Partial Least Squares (PLS) path modeling using
SmartPLS version 3 (Ringle et al., 2014), to examine the relationships between the

different parameters of the research model.
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1.6 Thesis Outline

This thesis consists of six chapters. The current chapter introduces the research study
by outlining the problem statement, the purpose of the study and the research
objectives and questions. An overview of the research method and an outline of the
thesis layout are also presented. Figure 1.2 shows the chapter sequence and the
number of refereed research articles produced during the course of this research

study.

Chapter 2 reviews the existing literature related to the cultural difference, web
design, consumer behaviour, cognition, emotion and trust, all within the context of
B2C e-commerce. The critical review of existing studies provides a theoretical

foundation for the key concepts used in the study.

Chapter 3 further explains the development of the theoretical framework and
presents the conceptual model. The operationalisation of the constructs used in the
model is described and the development of the hypotheses is discussed. Chapter 4
outlines the research methodology, including the instruments used and the population
and sample. The data collection process is highlighted and the data analysis

procedure is discussed.

Chapter 5 outlines the details of descriptive statistics, assessing measurement and
structural model validity for the testing of the hypotheses. The final chapter, Chapter
6, discusses the findings of the study. The theoretical and practical implications are
also presented. This chapter concludes by identifying the study’s limitations and
recommendations for future research. Subsequently, the reference list is provided and

the questionnaire survey in presented in Appendix A.
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Journal of Internet and e-Business Studies, Vol. 2012 (2012), Article ID
264305, 11 pages

“Cultural Aspects of Business-to-Consumer (B2C) E-commerce: A
Comparative Analysis of Pakistan and Australia” Published in: The
Electronic Journal of Information Systems in Developing Countries,
Vol 61, 2014 |

The Importance of Web Aceesibility in Business to-Consumer(B2C)
Websites', Doctoral Consortum 22nd  Australasian ~ Sofiware
Engineering Conference (ASWEC 2013), June 4 - 7 2013, Melbourne.

“The Influence of Culture on iTrust Aspects in B2C E-Business”,
Accepted for publication: 24" IBIMA conference, Italy 6-7 November
2014, also recommended to Journal of Internet and e-Business Studies

“EXAMINING THE EFFECTS OF CULTURE ON iTRUST IN
B2C AT THE INDIVIDUAL LEVEL: A CROSS-CULTURE
ANALYSIS”  Accepted in: 18th Pacific Asia Conference on
Information Systems (PACIS) 2014 Doctoral Consortium.
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B2C Contextat the Individual Level across Cultures”, Under Review
in: The Journal of Global Information Management (JGIM).

Figure 1.2: Thesis outline
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CHAPTER 2 : LITERATURE REVIEW

The purpose of this chapter is to provide a background on trust and cultural
differences in B2C e-commerce. The relevant literature is reviewed to introduce the
existing theories, which are then used to build the research model in Chapter 3.
Firstly, this chapter discusses the current online shopping trends in Pakistan and
Australia. Then the existing literature on cultural difference, web design, consumer
behaviour, cognition and emotion and trust is examined in the context of B2C e-

commerce.

2.1 B2C E-Commerce in Pakistan

Pakistan is a developing country in south Asia with a population of 180 million. The
number of Internet users in Pakistan is increasing, with over 20 million in 2013 and a
rank of 15 worldwide for Internet users (WDI, 2013). Pakistan was also ranked
world development indicators as one of the countries that registered the highest
growth rate in broadband Internet penetration (Yasir, 2011, WDI, 2013). Kundi and
Shah (2009) note that in Pakistan, “IT business is growing at annual rate of 50% per
annum, where computers growth rate is 30% per year”. According to the Pakistan
Telecommunication Authority, the number of broadband subscribers in Pakistan
reached 1.79 million in December 2011. They estimate that by 2020 the number of
broadband subscribers will exceed 19 million and mobile users 160 million (PTA,

2011).

Among Pakistan’s online consumers, those who had done online shopping looked at
buying computer hardware (25%) and clothing (18%) (Nielsen, 2010). According to

a Nielsen Global Online Survey (2010), “Online Shopping is the most
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underdeveloped in the Middle East, Africa and Pakistan region.” Almost 47% of
online consumers from this region indicated that they have never done any online
shopping, which is the highest percentage of any region in the world. Hussain et al.
(2007) discuss the issues concerning payment methods for online purchases in China,
India and Pakistan. The authors find that e-commerce consumers are unwilling to use
a credit card for online purchases as a method of payment. Instead, most online
consumers preferred to use cash on delivery as a method of payment because they

perceive it as more convenient, familiar and trusted.

Online shopping in Pakistan affects consumer buying behaviour (Nazir et al., 2012).
According to a survey conducted by the authors, almost 57% people enjoyed online
shopping while 43% had never experienced online shopping. Online shopping is a
new phenomenon for people in Pakistan, however the survey results show that
people are moving towards online shopping. E-business in Pakistan is still in its early
stages but it is developing (Kundi and Shah, 2009), however, the pace is rather slow
due to governmental, organisational or technologically unfavourable conditions. In
their study, the author found that personal computer penetration, infrastructure,
economic, political, business, cultural and marketing issues affect e-business in

Pakistan.

Pakistan is building its e-business capabilities and the number of online consumers is
growing rapidly in Pakistan. These consumers need facilitation to familiarise them
with online business practices, so there is a need to build confidence and develop

trust in transactions made online (Kundi and Shah, 2009).
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2.2 B2C E-commerce in Australia

In 2013, there were 83 Internet users in Australia per 100 people, the 24th highest
ranking worldwide (WDI 2013). Australia has experienced fast growth in e-
commerce, with almost 90% of online shoppers in July 2012 reporting that they were
expecting to increase their online spending over the next twelve months (PwC,
2012). According to (NAB 2012), Australian domestic online sales exceed that of
international websites. However, Campbell (2012) reports that “the lack of local big
brand retailers selling online is forcing shoppers to buy from overseas competitors”
(Campbell, 2012). However, despite its popularity with existing online shoppers,
online shopping still is not a major force in Australian retail (Simmons, 2012), with
an absence of trust and personal preference being the main reasons for people to not

shop online.

In Australia, consumers are becoming more comfortable with online purchasing.
According to the 2010 Access Economics report, in Australia 65% to 75% of online
consumer groups are aged between 25 and 44 years of age. Smartphones are also
play an important role in e-commerce. However, the report also states that, “70% of
online shoppers mostly shop at overseas retailers,” with the presentation or ease of
use of e-commerce websites a possible factor for this (Access et al. 2010). The most
common reason (25%) for Australians not purchasing online is a lack of trust in the
Internet (ACMA, 2010). Kang and Kovacevic (2012) highlight that there are also
cultural issues in B2C e-commerce website design. The authors investigated
Australian B2C websites and find that Australian consumers have different

preferences concerning the use e-commerce websites than other cultures.
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According to 2012 digital media research, 75% of Australians have made purchases
from overseas online shops. Within the Australian context, it is imperative for firms
to identify critical success factors and challenges in order to achieve benefits from e-
business globally (Kuzic et al., 2006).Online shopping in Australia has grown
significantly in recent years with the improvements in mobile technology and

consumers are increasingly demanding a smooth experience of online shopping.

2.3 Culture Differences in E-Commerce

National culture has been defined by various authors in different ways. Hofstede et
al. (2010) define national culture as “mental software”, which is “the collective
programming of the mind which distinguishes the members of one group or category
of people from another”. Trompenaars and Hampden-Tuner (1998) define culture as
the “the way the human group solves its problems”. This research will refer to
national culture as the systems and values adopted by a society, but specifically focus
on the values of individualism — collectivism (IDV) and uncertainty avoidance (UA)
exposed in all cultural studies (Triandis and Gelfland 1988, Schwartz, 1992,
Hofstede, 1980). Hofstede’s (1980) cultural dimensions are considered the most

universal differences associated with the culture of various countries.

According to Hofstede (2013) national cultures vary along six key dimensions:
power distance (PDI), individualism-collectivism (IDV), masculinity-femininity
(MAS), uncertainty avoidance (UA), long-term versus short-term orientation (LTO)
and indulgence versus restraint (IVR). High power distance societies lean towards
the authorities and accept an unequal distribution of power, while low power

distance societies believe in equal rights.
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Individualist societies focus on individual decision-making while collectivist
societies focus on group norms. In masculine societies, gender roles are clearly
distinctive, while in feminine societies social gender roles overlap. Uncertainty
avoidance refers to societies, which have a certain degree of uncertain situations, and
tries to avoid them. In long-term-orientated societies, people search for virtue, while
short-term-oriented societies believe in establishing the absolute truth. Indulgent
societies allow free enjoyment and pleasure while restrained societies prevent
enjoyment and delight. Figure 2.1 shows the national country comparison of Pakistan

and Australia.

Power Individualism Masculinity Uncertainty Pragmatism Indulgence
Distance Avoidance
Pakistan Australia

Figure 2.1: Hofstede (2013) national culture country comparison

The individualism-collectivism (IDV) and uncertainty avoidance (UA) cultural
values are adopted in this study because online shopping is an individual decision
making process that comprises inherent uncertainty (Karahanna et al., 2013).
Therefore, IDV and UA are closely associated with online trust in e-commerce. This

research also applied the IDV and UA cultural dimensions for the following reasons.
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* These are the most universal differences associated with culture of various
countries, because these are more focused on societal values (Triandis, 2004)
and are highly relevant to cross-cultural business relationships (Williams et
al., 1998).

* These are the most studied dimensions at cultural level for comparing human
behaviour (Gouveia and Ros, 2000, Schimmack et al., 2005, Basabe and Ros,
2005, Triandis and Gelfland 1988).

* These are well established dimensions for cross-cultural research (Kim, 2005,
Singh et al., 2005) and have been extensively applied in e-commerce research
(Pavlou and Chai, 2002, Lim et al., 2004, Angeli and Kyriakoullis, 2006,

Kang, 2009, Ahmed et al., 2008, Frost et al., 2010).

The first of the Hofstede’s two cultural dimensions used in this research is
individualism-collectivism (IDV). Individualist societies focus on individual
decision-making while collectivist societies place a stronger focus on group norms.
As shown in Figure 2.1, Australia has a country score of 90 for individualism,
demonstrating it is a highly individualistic society that places more emphasis on the
good of the individual over the group. With a country score of 14, Pakistan is at the
opposite end of the spectrum, placing group achievement and acceptance over that of

the individual; thus, it is considered a highly collectivist society.

The second of Hofstede’s cultural dimensions used in this research is uncertainty
avoidance (UA). Uncertainty avoidance refers to the degree to which societies avoid
situations with uncertainty. As shown in Figure 2.13, with a country score of 70 for
uncertainty avoidance, Pakistan has a high preference for avoiding uncertainty. This

means that innovation may be resisted.
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On the other hand, Australia is a fairly practical society in terms of uncertainty
avoidance (index score: 50) and has a high degree of acceptance for new ideas,

technology and business practices.

Hofstede’s (1980/1991) national cultural aspects have been comprehensively used in
B2C e-commerce research studies when examining cultural differences (Sivaji et al.,
2011, Nitish Singh, 2012, Sinkovics et al., 2007, Isa et al., 2009, Karacay et al.,
2010). Tian and Xuehua (2009) state that just like in a traditional market, awareness
of cultural variation is necessary in Internet marketing. However, the benefits of B2C
marketing are not as clear in developing countries as they are in developed countries
(El-Said, 2006). Culture can affect the behaviour of online consumers (Costa, 2009).
However, the effect of the individualism-collectivism dimension in information
system applications has not been entirely studied globally and its effects on the
consumer’s preference for information on purchase intentions are yet to be
researched (Frost, Goode & Hart 2010). Su and Adams (2005) find that e-commerce
models developed for the West may not be totally suitable for the East. According to
(Costa, 2006) culture is clearly a factor in the design of information systems with
good usability. Therefore, a culturally diverse B2C e-commerce website will
integrate human-computer interaction that will have a significant positive impact on

consumer trust concerning online purchasing.

Understanding cultural issues alone does not guarantee the success of e-commerce as
trust factor is also a critical concern (Casal6 et al., 2011, Yoon, 2009, Clemons et al.,
2012, Kang and Kovacevic, 2012). (Cyr et al., 2004) find that culture is an important
element related to website trust. One of the most common reasons that consumers

have not adopted e-commerce is because of trust related issues Kim, Zhang and
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Slone (2012) (Pavlou, 2002/03). According to Kim (2005), national culture
influences individuals’ trust development processes. For-example, affect-based trust
elements are more valued in members of a collectivist culture because they are more
likely to share thoughts and beliefs, while cognition-based trust elements are less
valued in collectivist members than in individualist members. Therefore, the
individualism-collectivism dimension has an influence on online trust (An and Kim

2008).

In recent years, research interest related to the cultural aspects of e-commerce
technologies has developed significantly. Such as, there has been research related to
Taiwanese culture (Thatcher et al., 2006), Chinese consumers (Clemons et al., 2012,
Junjie and Guang, 2010, Kurnia, 2008, Yoon, 2009, Tan et al., 2007), Arab countries
(Rambo et al., 2009, El-Said, 2006), e-commerce consumer differences between
France and Belgium (Goethals et al., 2009), comparing the cultures of the United
Kingdom (UK), the United States (US) and China (Su and Adams, 2005, Liao et al.,
2008), e-commerce acceptance in Malaysia and Singapore (Poong et al., 2007) and
cultural considerations in Australia, Singapore and Korea for Internet shopping
(Kang, 2005, Kang and Araujo, 2006, Kang, 2009). These studies show there is a

connection between culture and e-commerce.

Concerning culture in an e-commerce application, Yap and Dad (2006) suggest that
an e-commerce model developed for one cultural context might not be suitable for
another culture. Su and Adams (2005) investigated two case studies using Hofstede’s
cultural dimension of individualism versus collectivism. Their results show that e-
commerce business models developed for the advanced countries culture may not be

totally suitable for the developing country culture.
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Cultural variation in Internet marketing is necessary as it is in a traditional market.
(Tian & Xuehua 2009) analysed various key cross cultural issues related to Internet
shopping and state that, “product, price, promotion and place are elements of the
marketing mix that can be applied to Internet marketing strategy cross-culturally”.
However, the benefits of Internet shopping are not as clear in developing countries as
they are in developing countries because customer cultures vary in most developing
countries. Yoon (2009) proposed model shows that culture can affect the behaviour
of online consumers. However, the model does not have an effective theoretical
background and data was collected only from Chinese university students. Various
effects can be seen if cross-cultural issues are considered in parallel with the

development of e-commerce web design (Isa et al., 2009).

2.3.1 Individual Consumer Level Cultural Analysis

As discussed above in Section 2.3, existing studies have applied Hofstede’s (1980)
national cultural dimensions to analyze the effect of cultural values on online
purchasing decisions. However, in these studies national cultural differences were
observed at a country level and the assumption of homogeneity in any nation is not
suitable, in particular if the national cultural concepts are to be integrated into
information systems models that reflect individual behaviour (McCoy et al., 2005).
(Doney et al., 1998) propose a model of cognitive-based trust building process that
shows the significance of culture in the development of trust. Evers and Day (1997)
incorporated and validated the Hofstede’s cultural aspects into the technology
acceptance model (TAM) using the data between a group of collectivist cultures
(Indonesia, China, Taiwan, Singapore and Japan) and an individualistic culture

(Australia) in Australia. It was found that 87% of the people from the individualistic
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culture were satisfied using technology adapted to their culture, compared to 70% of
those from the collectivist cultures. Carey and Day (2005) then applied Ever and
Day’s (1997) proposed model in China (a collectivist culture) and found significant
differences between two groups (individualistic and collectivist) of the same
nationality (Chinese). Thus, it is evident that differences exist within countries

regarding the use of technology.

Researchers such as (Srite and Karahanna, 2006, Yoon, 2009) have empirically
established moderator analysis with individuals’ cultural values concerning their
online consumer trust and purchasing intention. Online consumers might have
different expectations in different cultures for what makes an online store
trustworthy (Sia et al., 2009, Ganguly et al., 2010, Kim, 2005, Kim and Park, 2013).
Culture is a significant influence on consumers’ responses to online store
atmospherics, producing a range of emotional effects to a given stimulus (Hofstede,
2001). In particular, the uncertainty avoidance (UA) cultural value is closely
associated with online trust in e-commerce. As noted by (Karahanna et al., 2013),
“Online purchasing is a decision-making process that involves inherent uncertainty”.
In high UA cultures, people generally feel threatened by uncertain situations, such as
in Pakistan where people tends to be doubtful of new services, whereas people in low
uncertainty cultures such as Australia are willing to try new technologies and

services (Sohaib and Kang, 2014a).

Concerning the interpersonal trust between consumer and Internet vendor, cognitive
and affect-based trust determinants may also vary across cultures (Kim, 2005). As
B2C e-commerce continues to grow across cultures, it becomes critical to understand

the cognitive and affect-based interpersonal trust between the consumer and the
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Internet vendor and the nature of cultural differences at the individual level (Hwang
and Lee, 2012a). This research looks at IDV and UA at the individual level. The
researchers (McCoy et al., 2005, Srite and Karahanna, 2006, Yoon, 2009, Hwang
and Lee, 2012a) found IDV and UA individual level cultural values acceptable in e-

commerce research.

2.4 Trust in E- Commerce

Only the consumer’s cultural issues do not assure the success of e-commerce. Trust
factors are also serious issues (Casalo et al., 2011, Yoon, 2009, Clemons et al., 2012,
Kang and Kovacevic, 2012). Trust is defined as the expectation that the online
merchant will perform specific activities, regardless of the consumer’s ability to
control the merchant’s action (Pavlou and Chai, 2002). Trust in an online store is
considered as a significant behavioural belief that directly effects consumer’s
attitudes and indirectly influences behavioural intentions for online purchasing
(Bolchini and Paolini, 2004). A commonly reported issue for consumers not adopting
e-commerce is because of trust-related issues (Pavlou, 2002/03). Therefore,
understanding a consumer trust is critical for the continuous development of e-

commerce (Pavlou and Chai, 2002).

McKnight et al. (2002) define initial trust in the context of e-commerce as “trust in
an unfamiliar web vendor”: a relationship where the parties do not have reliable,
meaningful information about each other yet but where trust may develop over time.
When parties are unfamiliar to each other, online retailers may face a big challenge
and thus the initial trust can determine whether the online transaction will occur or
not (Hu et al., 2010, Karimov et al., 2011). Jarvenpaa et al. (1999) propose an
Internet consumer trust model to find out the effect of perceived size, reputation,
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attitude and risk on the level of initial trust. A cross-cultural validation was
performed using Australian, Israeli and Finnish cultures. The study did not find
strong cultural differences. Gefen et al. (2003) explain that both technology and
trust-based determinants should work together to affect the decision to contribute in
e-commerce. Since its original publication, the TAM model has undergone
substantial extensions. Perceived enjoyment (Davis et al., 1992) and the familiarity
constructs (Gefen et al., 2003a) were added to enlighten the consumer intrinsic
motivations in adoption of online shopping. The integration of trust-building
mechanisms and TAM creates a trust-based connection on consumer purchasing
decisions (Gefen et al., 2003b). Yoon (2009) has showed a trust model for e-
commerce across cultures that assimilates features such as perceived usefulness and
perceived ease of use. Kim et al. (2012) note that consumer initial trust is an
important factor in an e-commerce context and compared a three-factor model of
initial trust (competence, benevolence, and integrity) with a two-factor model
(competence and goodwill). Their results show that the three-factor model failed to

provide discriminant validity.

Table 2.1 provides a brief summary of the research studies done on online trust in the

context of e-commerce. The limitations of each study are also listed.
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Table 2.1: Summaries of trust model in e-commerce context

Source Factors Examined Outcomes Limitations
(Chen and Teng, ¢ Enjoyment e Trust Only considered
2013) e Ease of use e Purchase the design for the
e Usefulness intention online store image
*  Familiarity
*  Settlement performance
(Azam et al., e Security e Trust Limited factors of
2012) *  Privacy e Satisfaction trust and
*  Deposition to trust ¢ Intention satisfaction
*  Non-deposition *  Online purchase
¢ Fulfilment reliability
*  Third-party seal
(Hong and Juan, *  Reputation e Consumer trust Failed to address
2012) ¢ Integrity e Purchase virtual
*  Benevolence intention communities and
*  Security *  Decision-making | information
+  Authenticity interaction between
+  Confidentiality customers and e-
e Completeness vendors.
*  Mandatory
*  Familiarity
*  Propensity to trust
* Accuracy
*  Completeness

Price setting
After-sales service
Payment options
Logistics

(Hsiao et al., Social network * Trustin product | Assesses
2010) *  Perceived ability recommendation | consumers’
e Perceived e Trustin website | intentions rather
ability/benevolence *  Purchase than their actual
*  Perceived critical mass intention behaviour
Website
* Perceived web
reputation
*  Perceived web quality
* Perceived institutional
assurance
(Chen and Dibb, Website quality *  Attitudes toward | Limited to website
2010) *  Website usability the site quality only
e Security and privacy *  Trust
*  Speed of download *  Website
¢  Product information approach
quality intentions
*  Service information
quality

*  Aesthetic aspects
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(Al-Dwairi and
Kamala, 2009)

Website quality
* Security

* Privacy

* Design

¢ Content
E-vendor’s attributes

*  Ability

* Integrity

*  Quality of services
Consumer’s factors

* Self-efficacy

*  Propensity to trust

*  Online experience

* Demographics

Transacting
online
Trust

Risk

Failed to address
web accessibility

(Palvia, 2009)

TAM-related

*  Perceived usefulness
. Attitude

*  Perceived ease of use
TRA-related

* Integrity

* Competence

* Benevolence

*  Trustworthiness

Customer loyalty
Word of mouth
Intention to
participate

Did not consider
the effect of
industry sectors,
size of the
companies, and
business strategies

(Fisher and Chu, e Location ¢ Trusting beliefs Culturally similar
2008) e Web assurance ¢  Trusting intention | countries were used
e Structural assurance for analysis
*  Propensity to trust
*  Perceived usefulness
¢ Complexity
¢  Compatibility
*  Normative influences
* Self-efficacy
*  Facilitating conditions
(Kim, 2008) Buyer ¢ Consumer trust in | Failed to address

¢  Consumer characteristics

*  Consumer experience

*  Consumer perceptions

Seller

*  Vendor (company)
Characteristics

*  Vendor website

*  Product and service

Third-party and social context

Technology

¢  Network (wired and
wireless) infrastructure

* Transaction devices (mobile
units, computers)

e-Market environment

* Regulations and structural
assurances

*  Ethics

*  Cultural factors and
industry characteristics

e-Commerce

the web
accessibility and
religious attitude
towards the user
interfaces

(Chen and Barnes,
2007)

Perceived usefulness
Perceived ease of use
Enjoyment of technology

Online initial
trust
Purchase

Only focused on
technology-related
factors
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Perceived privacy
Perceived security
Company size
Reputation

Willingness to customise
Interaction

intention

(Teo and Liu, *  Perceived reputation e Consumer trust Failed to address
2007) *  Perceived size *  Willingness to web design factors
*  Multichannel integration buy
* System assurance
e Attitude
*  Perceived risk
(Mukherjee and *  Security e Behavioural Failed to address
Nath, 2007) e Privacy intentions website design
*  Shared value variables with such
e Communication customer personal
e Opportunistic behaviour variables on trust
* Relationship benefit formation
¢  Termination cost
*  Trust in Internet
¢ Commitment
(Wang et al., ¢ Direct experience e Trust level More information
20006) e Evaluation, sources are

recommendation

¢ Certification, evaluation
schemas

* Digital credentials

* System guarantees

required for
enhancing trust

(Yang et al., 2005)

*  Graphic design
*  Structural design
*  Content design

Web trust

The framework is
preliminary and in
need of refinement

*  Social-cue design and
evaluation
(Kim and Ahn, Characteristics of the market- . Trust in sellers Includes only one
2005) maker . Trust in a Internet business
* Size . market-maker model: online
* Reputation . Trust in the knowledge market
* Web Usability e transaction
: Securlty' . . Transaction
Characteristics of the seller . intention
*  Expertise
*  Reputation
*  Risk perception
(McKnight et al., Institutional-based trust of the *  Trusting belief Trust-building
2004) web structure e  Trust intentions factors also need to
Reputation advertising be examined
Noticeable assurance icon
Disposition to trust
Perceived site quality
Web experience
(Tan and Dispositional Trust *  Intention to trust | Failed to address

Sutherland, 2004)

* Extroversion
* Neuroticism
* Agreeableness
¢ Conscientiousness
*  Openness to experience
e Culture
Institutional trust

Online purchase
behaviour

dispositional trust
in the development
of trust within the
institutional and
interpersonal
dimensions
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* Internet experience
*  Perceived Internet
e Protection

Interpersonal Trust

* Competence
*  Predictability
* Benevolence
* Integrity

(Kim and Kim, Privacy Trust in e- Cross-cultural
2004) Disposition to trust commerce study is needed to
Familiarity Willingness to verify
Third-party seal buy
Security
Reputation
(Chen and Consumer characteristics Overall trust Opportunity for

Dhillon, 2003)

Website infrastructure
Internet vendor
Interactions

Purchase
intention

improvement exists
and empirical study
is needed to test the
model

(Gefen et al.,
2003b)

Calculative-based
Institution-based structural
assurances
Institution-based situational

Intended use

More constructs of
each trust type are
needed

normality
Knowledge-based
familiarity
TAM model
(Corritore et al., External factors Trust Cognitive and
2003) Credibility affective
Ease of use dimensions of on-
Risk line trust are
needed for
investigation

(McKnight et al.,
2002)

Perceived vendor reputation
Perceived site quality
Structural assurance
Perceived web risk

Trusting belief in
vendor

Trust intentions
Intention to
purchase
Intention to share
personal info
Intention to
follow vendor
advice

Results were only
based on the use of
legal advice
websites

(Egger, 2000) Risk Trustworthiness | Lack of consumer
Transparency behaviour
Cooperation characteristics
Appeal
Usability

(Tan and Thoen, Trust in other party Trust or Failed to address

2000) Trust in control mechanism transaction trust | cognitive and social

Risk
Potential gain
Party trust
Control trust

aspects of the trust
in detail
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Table 2.1 shows that all these factors have significant effects on consumer trust
towards purchasing intentions. However, consumer trust formation in B2C e-
commerce is not simply an issue related to e-commerce technology, but it is a
complex issue that includes the interactions of key factors, such as consumer, seller,
third-party, technology and social context. To establish an interpersonal trust
between a consumer and e-retailer within one country and across cultures, consumers
might have diverse expectations of online store trustworthiness. Table 2.1 presents a
comprehensive understanding of the consumer’s trust in a B2C e-commerce context.
The review made it evident that the various consumer trust models have been
developed but there is a lack of multi-perspective trust aspects that exists in B2C

relationship, such as cognition, emotions and web design aspects.

2.4.1 Interpersonal Trust (iTrust) in B2C E-Commerce

Interpersonal trust (iTrust) describes the trust of an individual in another party
(McKnight and Chervany 2001). In the B2C e-commerce environment, the two
parties are the online consumers and the online vendor (Tan and Sutherland 2004).
The transaction involvedness in an e-commerce environment makes online
purchasing decision more uncertain (Chen and Barnes 2007). Therefore, the need for
interpersonal trust grows between online consumers and an online store. The concept
of online interpersonal trust has its origins in e-commerce context, focuses
consumers trust in specific online store (Pennanen, 2009, Tan and Sutherland, 2004).
As online shopping continues to increase in popularity globally, so do cross-cultural
interactions between online retailers and consumers, therefore it becomes critical to
understand interpersonal trust and the nature of cultural differences in B2C e-

commerce at the individual consumer level (Hwang and Lee, 2012b).
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The literature typically differentiates interpersonal trust in two broad foundations:
cognitive and affect-based trust (McAllister, 1995, Karimov et al., 2011, McKnight
et al., 1998). Chen et al. (1998) highlight that cognitive-based trust is encouraged by
enlightened self-interest and built by universal rules and standards, whereas affect-
based trust is encouraged by a commitment to the relationship and is made by
showing specific concerns for the other party. According to (Pi et al., 2012),
cognitive-based trust is a knowledge-driven and objective process of evaluation,
where a consumer’s confidence relies on a service provider’s ability and reliability,
while affect-based trust is a subjective process of evaluation that is characterised by
the strengths of the relationship on the basis of feelings generated between partners.
Concerning cognitive-based trust, Lim et al. (2006) examine the effectiveness of
trust-building strategies on actual buying behaviour in an e-commerce environment.
The authors found that the first-time visitor’s forms trust based on cognitive cues of
the website in an online store that does not have an established reputation. Kim
(2005) notes that the cognitive-based trust is associated with consumer’s
observations and perceptions regarding the features and characteristics of an e-
commerce website, whereas affect-based trust could reflect the consumer’s
confidence and positive feelings (affect) towards the user interface. Affect-based
trust is associated with indirect interactions with the other sources such as inputs
from others (for example, a trusted third-party seal, referral, comments and

recommendations) (Kim et al. 2008).

Previous research has examined cognitive-based trust determinants, such as
perceived security and privacy awareness, system reliability, information quality and
coherence, and affect-based trust aspects, such as mystery, joy and fear, the presence

of a third-party seal, reputation, word-of-mouth referrals, and variety in e-commerce
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(Johnson and Grayson, 2005, Kim, 2005, Kim et al., 2008, Lee and Kozar, 2010,
Eastlick and Lotz, 2011, Li et al., 2011).The findings show that these factors have

significant effects on purchasing intentions.

Kim (2008) presents a comprehensive model for consumer trust in B2C and mobile
commerce and states that “trust building is not simply an issue related to consumer-
technology-buyer, but it is a complex issue that involves the interactions of key
elements (buyer, seller, third-party, technology, and market environment) at least”.
To establish interpersonal trust, in particular across cultures, vendors must
understand that consumers might have diverse expectations of online store
trustworthiness (Sia et al., 2009, Ganguly et al., 2010, Kim, 2005, Kim and Park,
2013). Greenberg et al. (2008b) examined the impact of culture on consumers’
interpersonal trust in online business between participants from Hong Kong and the
US. Their findings show Hong Kong online consumers have less interpersonal trust
than the US’s online consumers regarding security and privacy concerns. However,
in this study the effect of culture was examined at a country level not at the level of

the individual.

Therefore, there is a need to investigate the cognitive and affect-based trust aspects
of interpersonal trust in B2C e-commerce context (Corritore et al., 2003, Sun, 2010).
Previously conducted studies have attempted to investigate the roles of cognitive and
affect-based trust in relation to online purchasing in e-commerce (Table 2.2).
However, they provide a limited view of the phenomenon and may not present a
comprehensive understanding of the consumer’s purchasing intention in a B2C e-

commerce context.
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Table 2.2: Cognitive and affect-based trust in e-commerce

Sources Context Interpersonal Trust Outcomes
Cognitive-based Affect-based
aspects aspects
(Brengman | B2C Ability (competence), | Benevolence Purchase intention
and Integrity
Karimov,
2012)
(Karimov et | B2C Content design Attitude Initial trust
al., 2011) Visual design
Social media
(Lee et al., B2C Site effectiveness Emotions and Online trust
2010) feeling Online loyalty
(Sun, 2010) | B2C Usefulness Enjoyment Retention to the
Integrity Security marketplace
Ability Comfort
Benevolence
(Pennanen, | B2C E-vendor services Consumer Interpersonal trust
2009) characteristics
Experience
(Kim et al., | B2C Information quality, Presence of a Trust
2008) Perceived privacy third-party seal Intention to
Protection Positive purchase
Perceived security, reputation of
Protection selling party
(Kim, 2005) | B2C System reliability Third-party seal | Trust in e-vendor
Privacy Referral Willingness to buy
Security Experience-
based trust
antecedents

2.5 Web Design Factors Impacting Trust in E-Commerce

When a consumer visits a website for the first time, the initial trust is primarily based
on initial perceptions of the trust-related attributes of the website, such as the
cognition-based aspects which are formed from quick cognitive cues or first
impressions (McKnight et al. 1998). For example, visual design consists of graphical
aspects that give consumers a first impression (Karimov et al., 2011). According to
(Nielson, 2012), “The first law of e-commerce is that if users cannot find the
product, they cannot buy it either”. Lee (2002) believes that a user interface that
offers information-rich environments may likely operate on a cognitive basis for

consumer trust.
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According to McLellan (2011), “As businesses rely more on web-based technologies
for online shopping, information, and service delivery they must implement

strategies to ensure all users can fully access web content”.

Researchers have proposed different approaches concerning the quality design
features in e-commerce websites (Smith et al., 2004, Ying et al., 2007, Song and
Zahedi, 2005, Jung-Min et al., 2011, Hasan and Abuelrub, 2011, Evers and Day,
1997, Cebi, 2013). A noteworthy exception to this is (Evers and Day, 1997), who
considered users’ cultural differences concerning the design of web interfaces. The
authors examined the website satisfaction preferences of a group of collectivist
cultures (Indonesia, China, Taiwan, Singapore and Japan) and an individualistic
culture (Australia) in Australia. The results showed that 87% of the individualistic
culture was satisfied using technology adapted to their culture, compared to 70% of
the collectivist cultures. Carey and Day (2005) compares the Chinese data to Ever
and Day’s (1997) findings in Australia and extends the TAM model by introducing
cultural preferences for interface design. Sutcliffe (2002) defines usability as a trade-
off between consumer’s exploration and purchasing in e-commerce. Downing and
Chang (2011) believe that usability in e-commerce is one of the critical issues for
organisations, not only to attract consumers but so they can meet their business
targets. Wang (2011) finds that the interaction design is an significant aspect to
analyse an e-commerce website usability. Ranjbarian et al. (2012) found through an
e-satisfaction model that factors such as convenience, security and serviceability

merchandising and website design are important indicators for e-commerce website.
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In e-commerce, effective website design plays an important part in attracting and
engaging consumers’ interest and in influencing their purchase intention (Song and
Zahedi, 2005). The website is the main way an e-commerce firm communicates with
its consumers. E-commerce website features such as layout, graphics and ease of use
can influence consumers’ clicking frequency and their appearance can encourage or
discourage a consumer’s purchase intentions (Cyr et al., 2005). There are still
usability and user experience concerns in B2C e-commerce website design (Kang &
Kovacevic 2012). Carlin (2009) suggests that guidelines can be used to establish
successful e-commerce websites by taking into full consideration cross-cultural

complexities.

Concerning the e-commerce website design, Huiyang et al. (2007) address the
cultural issues in e-commerce for consumers around the world and found that
innovative website design aspects are imperative to appeal consumers and increase
the success of e-commerce. Purwati (2011) found that e-commerce website lose
approximately 50 percent of sales because consumers cannot find the right
information they want. Hasan and Abuelrub (2011) also proposed a model that
recommends some ample factors that can be used by web developers to construct
quality websites that provide e-services. The guidelines include content, design and
organisation and user-friendly quality. A clear understanding of how best to design
effective B2C websites is important (Tan et al., 2009). For-example, Jung-Min et al.
(2011) find that there are problems in website user interfaces, such as lack of
consumer behaviour patterns, cultural and social interaction issues. Therefore, “more
research should be conducted in this area on how technology can be most efficient

and effective across countries, cultures and languages” (Lituchy and Barra, 2008).

38



The interaction between design characteristics is also important in online shopping
websites (Cebi, 2013). For that reason, Cebi (2013) proposes the quality evaluation
model (QuEM) to evaluate the web design qualities of online store websites. The
results show that technical adequacy, security, privacy, reliability and reputation are

the most important design factors.

There are two sub-dimensions of visual design: graphic design, which includes
colour and product image, and structural design, which includes navigation design
and accessibility of information (Wang and Emurian, 2005, Karimov et al., 2011).
The structural design of a website is concerned with technical aspects, such as
content information, site availability and the ease of accessing the website (Ahn et
al., 2007). Effective navigational structure contributes to building consumer trust in
e-commerce websites (Cyr, 2008b). Additionally, B2C e-commerce website design

features also have the ability to evoke a consumer’s affective state.

As discussed above, previous research dealing with web design considered several
factors as predictors of trust in online vendors. There are other different B2C design
key factors that influence B2C e-commerce success across cultures, such as web
accessibility, colour and images and the presence of social networking services

(Table 2.3).

Table 2.3 summaries the existing studies on B2C e-commerce website design factors

examined in this study.
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Table 2.3: Previous Studies on E-Commerce Design Factors

Factors affecting trust | Sources Description
and purchase
intention
(McLellan, 2011, Hasan and | E-commerce sites are
Website Abuelrub, 2011, Roggio, 2008, | complex, therefore there is a
accessibility | Smallman, 2006, Maswera et al., | need for web accessibility to
2005, Sohaib et al., 2011, Maswera et | influence trust on
al., 2009, Travis, 2003, Berners-Lee, | consumers’  intention  to
2012, Lazar and Sears, 2006, | purchase.
B2C Purwati, 2011, Chelule, 2010,
web Dolson, 2009, Elsley, 2007,
design Constantinides, 2004, Sambhanthan
aspects and Good, 2012)
(Marcus and Hamoodi, 2009, Marcus | To improve trust in e-
Colourand | and Gould, 2000, Kang and | commerce, colour and
images Kovacevic, 2012, Badre, 2000, Sun, | images must be carefully
2011, Ford and Kotz, 2005, Ganguly | selected with the target
et al., 2009, Lee and Rao, 2010, | culture in mind.
Uang, 2003, Pelet et al., 2008, Lo and
Gong, 2005, Roberto, 2007, Pelet,
2011, Corritore et al., 2003)
Social (Sun, 2011, Guo et al, 2011, | The relationship of social
networking | Swamynathan et al., 2008a, Pei-Lee | networking  with  online
services and Ahmed, 2011, Sohaib and Kang, | consumers in the e-
2012, Pei-Lee and Ahmed, 2012, | commerce environment can
Matsuo and Yamamoto, 2009, | create online trust and have a
Weijun and Lin, 2011, Tzu-Yu, 2010, | positive influence in certain
Saraee et al., 2010, Nielsen, 2012, | cultures.
Hsiao et al., 2010, Brengman and
Karimov, 2012)

2.5.1 E-Commerce Website Accessibility

According to the International Organization for Standardization known as ISO,
accessibility is defined as the “usability of a product, service, environment or facility
by people with the widest range of capabilities” (ISO 2008). Usability in web
applications defined by five key components: learnability, efficiency, memorability,
satisfaction and how easy it is to recover from errors (Ethier et al., 2008, Nielson,

2012). Web accessibility is considered a subset of usability (Mifsud, 2011).
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In the context of e-commerce, “usefulness” is how online vendor websites are
helping consumers to accomplish their goal, and “ease of use” is a perception
regarding how easy the online vendor website a shopping medium is to use and the
process free of effort leading to achieving the final task (Monsuwe et al., 2004). A
usable e-commerce website provides consumers with a satisfying experience, and
hence increasing online sales and revenue (Chelule, 2010). This implies that as
consumers continue to use the B2C e-commerce websites, the perception of
consumer trust will rise over time. Sambhanthan and Good (2012) believe that the
lack of conformance to web content accessibility guidelines (W3C 2008) in e-
commerce websites reduce the overall accessibility and hence results in poor

readability and less navigable page designs.

Website accessibility increases when a website has high ease of use. Ease of use
includes accessibility, such as navigation, website content structure and search
facilities (Lodorfos et al., 2006). Website design factors such as information design,
visual design (colour and images) and navigation design should be used in e-
commerce websites to build consumer trust and subsequently enhance purchase
intention (Ganguly et al., 2010, Cyr, 2013). Effective website accessibility is an
important factor for the design of B2C e-commerce. For example, a colour-blind
consumer using online shopping cannot differentiate the red font highlighting the
discounted prices and an elderly person might have the difficulty in reading small
fonts (Sohaib and Kang 2013). Effective web accessibility gives people with

disabilities the ability to use websites.

According to Australian Bureau of Statistics’ 2009 “Survey of Disability, Ageing

and Carers” four million (18.5%) of Australians had a disability, with 30% relating
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to sight and 10% to hearing 10%. Often, a consumer with a disability needs online
shopping facilities more than a person without a disability does as it can provide
access to goods and services that might otherwise be unavailable. Dolson (2009)
notes that “The physical disabilities of a merchant’s visitors are a factor that he or
she should consider”. According to (McLellan, 2011), “As public organizations and
private businesses rely more on web-based technologies for online shopping,
information, and service delivery they must implement strategies to ensure all users
can fully access web content”. Maswera et al. (2005) used an automated tool to
analyse the web accessibility errors of African e-commerce websites compared to
European websites. Maswera et al. (2009) recommend their own web accessibility
guidelines for African countries to ensure website accessibility for all end-users. The
studies done by Maswera et al. (2005, 2009) shows the web accessibility is necessary
both in developing and developed countries. It is important that the web should
be accessible in order to provide equal access and equal opportunity to people of all
ages and with disabilities. Therefore, a website accessibility model that benefits all

public and private e-businesses is necessary.

E-commerce development is not just a simple “buy and sell” experiences but also
needs other resources. For-example, “solid network infrastructure, talented IT
workforce, supportive country policy and regulation, healthy global competition,
loyal customer base and protection for new business venture in e-commerce” (Poong
et al., 2007). This means, the presentation of e-commerce website is not conveyed
through web accessibility to the consumer’s perception. B2C e-commerce website
accessibility can influence consumers clicking frequency and the website appearance

can encourage or discourage a consumer’s purchase intentions.
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Sambhanthan and Good (2012) investigated whether the lack of conformance to web
accessibility guidelines in e-commerce results in poor readability and less navigable
page designs. Through a study of Sri Lankan hotel websites, the authors explored the
accessibility issues in e-commerce websites in developing countries. They find that
websites not following the accessibility guidelines results in poor accessibility for
users with visual and mobility impairments. The two key beliefs in TAM model for
predicting user acceptance of information systems, ease-of-use and usefulness focus
on the functional motives of the individual’s behavioural intention to use technology.
Due to the widespread availability of the Internet, online stores provide consumers
with the ease of buying and selling products. However, often required technological
infrastructure is either inadequate or does not exists in terms of website accessibility

guidelines (Sohaib and Kang 2013).

Website accessibility for B2C e-commerce websites is also important from the legal
and business points of view. Oh et al. (2011) argue that consumers needs should be
kept in mind for novel interaction strategies for the e-commerce websites globally.
Therefore, it is important to analyse an e-commerce website usability and

accessibility (Hasan and Abuelrub, 2011).

2.5.2 Colour and Images

Visual design cues such as colour and images can provide information about the
Internet vendor as well as have an impact on consumers’ emotional responses
(Eroglu et al., 2003). Visual design elements such as colour usage, graphics usage
and presentation of information are the most effective trust aspects of B2C websites
(Tan et al., 2009). The role of colour and image acceptance in creating cultural e-

commerce websites have been expressed in many studies (Sun, 2001, Smith et al.,
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2004, Marcus, 2003, Chakraborty, 2009, Kang, 2009, Marcus and Hamoodi, 2009).
The findings show that different cultures have preferences for colours that are
associated with their cultural beliefs. Colour is an important characteristic of
appearance that is influenced by culture (Marcus and Hamoodi, 2009, Lo and Gong,
2005). For example, the colour red is a sign of happiness in the Chinese culture while
in American culture, red is associated with danger (Kang and Kovacevic, 2012). As
noted by Sun (2001), “Users from different cultures prefer different modes of
cultural markers” (Sun, 2001). A culturally sensitive interface design that
incorporates appropriate colour combinations can impact user performance (Badre,
2000). Marcus and Gould (2000) note that in high uncertainty avoidance cultures,
colour should be used in web design to avoid ambiguity and for low uncertainty
avoidance cultures, colour should be used to maximise information to aid with
decision-making. According to Ford and Kotz (2005), in collectivistic cultures
images and colour should be used in interface design to prevent the consumer from
getting lost, while in individualistic cultures colour and images should be used to

provide additional information.

The use of familiar metaphors, layout orientation, icons, symbols and colour are
important factors during the interface design on information systems (Marcus et al.,
2000). In addition, Marcus (2003) performed a study on the extent to which e-
business designs show cultural differences. The author finding shows that web
design appearance is matched to Hofstede’s cultural findings. Uang (2003) analysed
the influence of preference and performance of using colours and icons in web
design. The results show that participants preferred culturally familiar designs.
According to Barber and Badre (1998) “culturability is the merging of culture and

usability and represents a relationship between design elements and culture”.
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Badre (2000) also outlines that colour, icons and shapes contribute to the cultural
usability to emphasise the significance of the relationship between culture and
website usability. Smith et al. (2004) use the term cultural attractor in relation to
interface design, stating, “The interface design elements of the website that reflect
the signs and their meanings to match the expectations of the local culture.” Cultural
attractors consist of colour and similar visual elements that together match the

cultural expectations of the online consumers.

Pelet et al. (2008) performed an experiment on the impact of the colour of e-
commerce websites on memorisation and consumer intention. The results show that
chromatic colours are more likely to enhance memorisation than black and white
colour. Lo and Gong (2005) also studied the impact of culture on colour usage, page
layout and interactivity on e-commerce websites from the US and China. The authors
find that “colour plays a very important role in our perception which is influenced by
our cultural background”. Roberto (2007) used the term web comfortability to
describe “the means to provide feeling of pleasantness in the virtual cyberspace,”
noting that “users with different cultural backgrounds have different preferences”.
The author found that in all studied countries, the most influential design elements

are colour and the content of pictures.

Much of the research in online shopping context focuses more on the functional
benefits of using the Internet, often assuming that consumer are more likely to be
motivated by functional benefits (Gefen et al., 2003b). Certain aspects of a stimulus
in one’s environment, such as colour, can provoke immediate affective responses
(Mehrabian et al. 1974). Analogously, a B2C e-commerce website design features

have the ability to evoke a consumer’s affective state. Possible affective cues of e-
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commerce websites include the website’s colour scheme and use of images (Li,
2008). The affective factors that may predict trust and purchase intention directly or

indirectly is lacking in existing studies.

2.5.3 Social Networking Services in E-Commerce

A social networking service is one of the main factors that can form consumer
interpersonal trust in an online store. According to Gefen and Straub (2004), “social
presence should also build trust through the perception that the vendor is displaying
through the website a sense of personal, sociable, and sensitive human contact.” As
consumers’ trust is formed through permeating the mode of communication with a
high social presence in a B2C e-commerce website (Gefen and Straub, 2004), the
authors found a significant impact of social existence on consumer trust in B2C e-
commerce, such as ability, integrity, predictability and benevolence. A model
proposed by (Brengman and Karimov, 2012) investigated whether integrating social
media cues (such as Facebook and blogs) as stimulus into the online store website
may provide a signal regarding the cognitive and affect-based trust (organism) of an
online vendor. The results show that social media cues have a significant effect on

consumer’s cognitive and affect-based trust towards purchase intentions (response).

Concerning the practice of social networks in e-commerce, Swamynathan et al.
(2008b) evaluate the use of social media e-business transactions and their results
show a significant consumer satisfaction. Guo et al. (2011) investigated the Chinese
e-commerce website named Taobao, where social media is integrated into the

website and the consumers can ask sellers or other consumers for advice.
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According to Pei-Lee and Ahmed (2011), social commerce has been able to change
the nature of e-commerce. Zhang and Feng (2011) find that the online experience in
virtual communities such as social networks affects consumers’ online shopping
decisions. Discussion in virtual communities can affect consumers’ intention to
purchase online (Yalin and Xiaoping, 2009). Krasnova et al. (2010) recognise that
effective use of online social networking can ease privacy concerns and increase

individual trust.

E-commerce is still confronting challenges concerning the effective use of social
media. (Sun, 2011) assessed two successful e-commerce websites, TaoBao and Etsy,
and found that the use of social networks in e-commerce can engage consumer
globally. Teh and Ahmed (2012) also studied the behavioural intention of social
commerce consumers by examining the impact of perceived ease of use, usefulness
and trust. The author proposed model is an extension of the technology acceptance
model (TAM), and their empirical results show that “individuals behavioural
intention to use social commerce is built through user trust.” Grabner-Krauter (2009)
proposed framework presents a multifaceted study of several aspects of trust in
online social networking. The author conducted three focus groups with participants
using the social networking websites Facebook, StudiVZ and XING to learn about
attitudes and feelings with regards to trust. The findings show that in business-related
social networking, institutional-based trust is important, as it is related legal and

technological protection.

Karimov and Brengman (2011) studied the adoption of social media cues by online
retailers. The authors analysed 210 B2C websites and found that the majority of top

online retailers is adopting a wide range of social media cues. These cues include
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photo and videos cues, avatars, recommendation agents, online product
reviewing/rating, blogs and online social-networks. These cues can enhance feelings
of trust, loyalty and enjoyment from the consumer to the web merchant. Brengman
and Karimov (2012) also tested the efficacy of the integration of social network
applications in unfamiliar online store to provide a signal concerning trust and to
subsequently enhance purchase intentions. The authors note that the combination of
Facebook and a corporate blog presenting the picture of a sales representative could
develop the perceived ability, benevolence or integrity of the online merchant and
have a positive impact on online purchase intentions. Lee et al. (2011) investigated
the social influence factor in consumer’s decision to shop online. A laboratory
experiment was conducted where a focus group was required to read positive
messages about online shopping experiences in an online discussion forum. The
findings show that positive social influence strengthens the relationship between
attitudes toward online shopping. Thabet and Zghal (2013) explored the effect of
perceived social presence on consumer trust in B2C websites. The results of the
qualitative study shows that different online social presence such as, “FAQ, forums,
animations, instant messaging, website data, the number of registered on the website,
human pictures, personalized welcome, virtual agents and social networking sites”

enhances trust towards e-retailer websites.

From the literature, it is concluded that social networking is an important contributor
to trust in online shopping. The social networking services include integration (for
example with social networking sites) and online chat, product reviews, rankings and

recommendations to friends.
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2.6  Consumer Behaviour Factors Impacting Trust in E-Commerce

Trust and consumer behaviour have been well researched in the e-commerce
literature (Zhu and Guo, 2004) (Osman et al., 2010). Price, trust and convenience are
the most significant elements that influence an online consumer’s behaviour
(Hasslinger et al., 2007). An e-business transaction is a complex process (Ranzhe et
al., 2008) and research has explored the influencing factors in the process of e-
commerce transactions in terms of consumer behaviour. Lei et al. (2009) presented a
model based on attitude-behaviour relationship theory that is used to predict
consumers’ future buying behaviour in e-commerce websites. Soo Yeon and Cheol
(2009) proposed a conceptual model called the culture-value-attitude-behaviour
model that recognises the importance of culture, consumption behaviour (the volume
and frequency of buying), consumer characteristics (innovativeness, intention of web
experience) and trust on online purchasing intentions. As discussed in Section 2.3,

culture also has an influence on the behaviour of online consumers.

Examining the key online consumer behaviour factors is important because they can
affect B2C e-commerce success across cultures. Firms that invest wisely in B2C e-
commerce technology for their business practices in order to get maximum benefits
should also consider religiosity as consumer behavior factor. It is imperative to
further understand how consumer behaviour factors such as religiosity contribute to
forming trust in a B2C relationship. Previous researchers that have studied the

relationship between trust and religiosity in a B2C context are listed in Table 2.4.
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Table 2.4: Previous Studies on Religiosity

Factors affecting trust Sources Description
and purchasing intention

Consumer Religiosity | (Siala et al., 2004, Mohd | Trust in the B2C e-commerce

behaviour etal., 2010, Essoo and context can vary with culture
Dibb, 2004, Isa et al., even when online consumers
2009, Metwally, 1997, are associated with a religious

Jamal and Ahmed, 2007) | group.

2.6.1 Religiosity in E-Commerce

Affiliation with religious groups affects consumer behaviour because it affects
consumer trust in an e-commerce context (Siala and Siddiqui, 2004). Religion is also
a significant cultural aspect because it is one of the most common and prominent
social institutions that has a noteworthy impact on people’s attitudes at both the
group and individual level (Mokhlis, 2009). There have been some studies on the
relationship between religiosity and consumer shopping behaviour, with the overall

conclusion that the relationship is real (Jianfeng et al., 2009).

The literature shows evidence of the relationship between religiosity and human
behaviour, both in terms of cognitive and affective aspects (Essoo and Dibb, 2004).
When looking at the effects of religiosity, both the cognitive and affective factors
towards shopping orientation must be considered (Mokhlis, 2009). Moreover,
religion affects the emotional nature of an individual and his or her physical actions

(Siala et al., 2004).

Religiosity refers to the degree to which an individual believes in specific religious
values and practices them, whereas religious affiliation refers to the devotion of
individuals to a particular religious group (Delener 1990). Trust can vary with
culture in the e-commerce environment, even consumers are affiliated to any religion

group (Siala and Siddiqui, 2004). According to lannaccone (1995), Islam, Judaism
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and Christianity share the qualities of a collectivist culture. Islam encourages e-
commerce as the new way of conducting business (Zainul et al., 2004). People in the
same religion trust e-commerce websites in the same religion more than other
religion’s e-commerce websites (Siala et al., 2004). Isa et al. (2009) performed an
experiment asking consumers to shop online for religious books in online bookstores

and the results were significant in faster purchasing.

Concerning the effect of religious attitudes on online purchasing, Siala et al. (2004)
explore the role of religious affiliation towards online purchasing in e-commerce.
The authors analysed how Christian, Muslim and other faiths consumer interact with
online bookstores. The results show that the Muslim group expressed significantly
higher trust in the website designed for Muslims compared to the Christian. Zainul et
al. (2004) discuss e-commerce from an Islamic perspective, such as the validity of e-
commerce, e-commerce transactions, characteristics and the rights of producers and
consumers. The authors highlighted the Muslim attitude towards online shopping and
stated that there should be clarity in the communicating the products offered, For
example, “the pictures of the products must be clearly displayed on the screen, give
detailed specifications, the prices, the mode of delivery and the mode of payment

must be clearly stated”.

Mohd et al. (2010) propose a framework based on Hofstede’s (1980) cultural
dimensions and used Islamic values as a case study to investigate whether end-users
prefer websites developed for their own religion. The results show that the end-users

were more gratified with websites that were designed for their own religion.
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It has been suggested that web designers should take care when designing or
developing images that contain symbols with religious meaning (Aykin, 2005).

Unfortunately, little research in this area has been performed to date.

2.7  Security Information and Privacy Concerns

Consumers are usually concerned about their privacy and security when engaged in
online shopping (Salo and Karjaluoto, 2007). Online consumer interactions with a
B2C website lead to cognitive responses (Parboteeah et al., 2009). For example,
cognitive responses relate to how the online consumer processes technology-
mediated information presented on the website, such as sensitive security
information and privacy concerns. Pavlou and Gefen (2004) examine found the
effectiveness of institutional trust mechanisms (for example, credit card guarantees
and the presence of a trusted intermediary) shape consumers’ trust in an online

community of sellers

Consumers may feel an online retailer is trustworthy if the retailer follows a set of
policies, such as the Platform for Privacy Preferences Project (P3P) issued by World
Wide Web Consortium and TRUSTe organisational guidelines. Belanger et al.
(2002) investigated the relative significance of security features and privacy in B2C
e-commerce. Their results indicate that when making transactions online, consumers
rely on the perception of trustworthiness of an online store. Wolfinbargera and Gilly
(2003) developed a model (etailQ) to assess the quality of the e-retail website
experience. They proposed four important dimensions of website quality: website

design, customer service, fulfillment/reliability and security/privacy.
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Most importantly, the authors found that when conducting transactions at a specific
e-retailer store, security/privacy is a significant predictor of consumer judgement of

website quality.

Consumers are ready to disclose their personal information to online vendors when
they recognise reliability and credibility, thus reducing consumers’ worries about
privacy and security and helping to build online trust in websites (Chen and Barnes,
2007). Kim et al. (2011) investigated online shopping orientation in South Korea and
found that the perception of security stimulated by risk-free credit card payments and
privacy of personal information had a significant positive influence on consumer
trust. Casalo et al. (2011) also found in the case of Spanish e-commerce, that
consumer trust is effected by the perceived security and privacy of the e-commerce
website. Availability and accessibility of privacy policies influence consumers’
purchasing decision. Tsai et al. (2011) find that more dominant privacy information
reduces the information asymmetry gap between online stores and consumer. This
reduction is likely to encourage consumer to purchase from online stores who better
protect their privacy. Additionally, once privacy policy information is displayed
more noticeable, some consumers are prepared to pay a premium to purchase from

online store websites because of more privacy protection.

2.8 Emotions in B2C Websites

A number of research studies have found that consumers’ emotions play a significant
role in consumer purchasing behaviour, affecting trust beliefs and purchase
intentions (Salo and Karjaluoto, 2007, Cheng et al., 2009, Sheng and Joginapelly,
2012). Numerous theories such as the affect-as-information model have been

presented to describe how emotional affect consumer’s thinking and decisions in
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online shopping. The affect-as-information model “assumes that emotional feelings
serve as affective feedback that guides judgment, decision making and information
processing” (Clore et al., 2001). In information systems literature, emotions have
been statistically found to impact trust. For instance, “happiness and gratitude —
emotions with positive valence — increase trust. Anger — an emotion with negative
valence — decreases trust” (Dunn and Schweitzer, 2005). The affect-as-information
model “assumes that emotional feelings serve as affective feedback that guides

judgment, decision making and information processing” (Clore et al., 2001).

In the context of B2C e-commerce, the role of consumer emotions is important in
building trust in unfamiliar websites (Li et al., 2011). B2C website features act as a
elements of the cognitive process that generate emotions during online purchasing
(Ethier et al., 2008). Affective responses with respect to cognitive cues in B2C e-
commerce websites can reflect the emotions experienced when interacting with a
website. For example, a visually appealing website may produce joy, while a poorly
designed website may generate fear or frustration (Li et al., 2011). Ethier et al.
(2006) state that B2C website quality had a positive effect on the cognitive
evaluation of situational states, which in turn influences emotions, such as like, joy,
pride, dislike, and frustration. Cheng et al. (2009) indicate that colour also have

significant influences on consumer emotional responses in online store.

Based on the Stimulus-Organism-Response (S-O-R) model, (Ethier et al., 2008)
examined the connections between B2C website interface features and consumers’
cognitive processes, looking at the emotions produced during online purchasing for
low-touch goods. Their findings show that consumers experienced affective states

(emotions) such as, pride, dislike, frustration and fear at a low to moderate intensity,
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while a considerable number of consumers experienced strong emotions, such as like
and joy. Li et al. (2011) suggest that online stores need to pay special attention to
their overall website design to produce favorable consumer initial emotions such as
joy or fear concerning their decision-making about online purchasing. Cheng et al.
(2009) also examined consumers’ emotional responses like joy and fear in an online
shopping context. Their findings indicate that such cues significantly affect

consumers’ purchase intentions.
2.9 Summary

In this chapter, a detailed review of the literature relevant to this study was
conducted. The importance of e-commerce across cultures and at the individual level
was presented before reviewing the different factors that contributes to the
consumer’s trust-building process in online purchasing decisions. The literature
review reveals that research on consumer cognitive and affective reactions in the
trust-building process in e-commerce websites is diverse and the impact of different
factors on consumer cognitive and affect-based trust needs further investigations.
Overall, there is a need for more explorations of the major determinants of consumer
trust related to consumer cognition, emotions, web design and consumer behaviour

for building interpersonal trust between consumers and online store.
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CHAPTER 3 : THEORETICAL BACKGROUND AND
RESEARCH MODEL

Based upon the theoretical foundation outlined in Chapter 2, this chapter further
explains the development of the theoretical framework that forms the foundation of
the conceptual model created to address the identified knowledge gap. The proposed
model builds upon the definition of key concepts (Section 3.1) and general
theoretical understandings from existing models and empirical evidence relevant to

this study.

The chapter is structured as followed. Firstly, the chapter describes the
operationalisation of the model constructs, a critical step that must be conducted
prior to the data collection and analysis. The research model is then proposed. The
development of the hypotheses is then discussed in detail, using the theoretical

reasoning from previous studies.

3.1 Key Concepts in the Proposed Model

As elaborated in Chapter 2 Literature review, researchers have determined that the
overall acceptance of an e-commerce technology is an important influence on
consumers’ privacy/security (Chen and Barnes, 2007) and emotions (Yayla and Hu,
2007, Ethier et al., 2008, Palvia, 2009), while web design elements such as
colour/images (Cyr, 2013, Cyr et al., 2010) and website accessibility including ease
of use, usefulness, navigational design, information content and design (Chen and
Dibb, 2010, Chen and Barnes, 2007, Yoon, 2009, Ganguly et al., 2010, Cyr, 2013),
social presence (Gefen and Straub, 2004) such as social networking services (Lee et

al., 2011) and religiosity (Siala and Siddiqui 2004; Essoo and Dibb, 2004) are
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significant factors in establishing consumer interpersonal trust in B2C websites. The
definitions of the key concepts used in the research model are summarised in Table
3.1. The general rule of choosing concepts for the proposed model is to build on the
literature and to use well-studied concepts.

Table 3.1: Construct Definitions and Sources

Factor Definition Source(s)

Interpersonal | Trust is “willingness to rely on the seller and take actions in | (McKnight

trust (iTrust) | circumstances where such action makes the consumer | and
vulnerable to the seller.” Building on this definition, online | Chervany,
interpersonal trust refers to consumer trust formed in | 2001-2002,
another specific party, such as website. For example, in the | Jarvenpaa et
B2C e-commerce relationship the two parties are the online | al., 1999,
consumer and the online merchant, where the consumer can | Cyr, 2013)
trust the business process as well as information presented.

Cognitive- Cognitive-based trust develops from a “pattern of careful | (Brengman

based trust rational thinking and thus it reflects the customer’s | and
confidence that an e-retailer is honest, accurate, and | Karimov,
dependable and keeps promises.” 2012).

Affect-based
trust

Also called emotional trust, affect-based trust “develops
from one’s instincts, intuition, or feelings concerning
whether an individual,

group or organization is

trustworthy.”

Web The web accessibility concept adopted here considers the | (Ethier et al.,
accessibility ease of use and usefulness aspects together with various | 2008,
design features that contribute to the overall website quality | McKnight et
and usability such as, navigational design, information | al., 2002,
content and design, Chen and
Navigational design “refers to the navigational scheme used | Dibb, 2010,
to help or hinder users as they access different sections of a | Casal6 et al.,
website.” Information content “refers to information that is | 2011, Chen
of high quality and assessed by the user to be complete, | and Barnes,
sufficient, and effective” and information design “refers to | 2007, Cebi,
the organization and logical representation of information.” | 2013, Lee
and Kozar,
2010, W3C,
2008, Cyr,
2013,
Ganguly et
al., 2010)
Visual Visual appearance refers to the aesthetic and emotional | (Bonnardel et
appearance appeal of a website, for example the colour appeal and | al., 2011,
(colour and product images. The colour appeal is the degree to which | Cyr, 2013,
images) colours used are perceived as pleasing, appealing and | Cyr et al.,
appropriate, such as the background and font colour. | 2010)
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Product images are image interactive features such as 3D | (Hyun-Hwa
virtual models that consumers can operate to view product | et al., 2010,
information by zooming in or out on product images, | Kim and
rotating a product in different angles and viewing in | Forsythe,
product colours. 2009, Shim
and Lee,
2011)
Social Social networking services are the social presence in the | (Karimov
networking website. This includes informational social influence, in | and
services which people will ask for help from opinions of their | Brengman,
family/friends or online consumer groups before they make | 2011,
an online purchase decision. Brengman
Social networking services are defined as a set of actors and.
(people/organisations) and the set of connections among the Karimov,
actors representing some relationship | 2012)
(friendship/affiliation/information exchange). These include | (Grabner-
web communities and communication media. Web | Kriuter,
communities are online social networking sites, blogs, | 2009, Gefen
newsletter, forums and online product reviewing/ratings. and  Straub
Communication media include instant messaging, online ’
help emails and chat. 2004, Lee et
al., 2011).
Religiosity Religiosity refers to the degree to which an individual | (Delener,
believes in specific religious values and practices them, | 1990)
whereas religious affiliation refers to the devotion of
individuals to a particular religious group.
Emotions Emotions refer to the extent to which a website evokes a | (Li et al.,
user’s emotional reactions. The evaluation dimension of | 2011, Casalo
affect refers to the degree to which one feels joy and fear, | etal., 2011)
where joy is defined as An emotional state of pleasure
while using a B2C e-commerce website and fear is An
emotional state of anxiety while using a B2C e-commerce
website.
Security Security refers to the personal information that informs the
“level of discomfort a consumer perceives when revealing
that confidential information to the e-vendor website.”
Privacy An awareness of privacy statement is “an individual’s
awareness of the content in the privacy statement of a
website.”
Uncertainty Uncertainty avoidance is “The extent to which the members | (Hofstede,
avoidance of a culture feel threatened by ambiguous or unknown | 2013,
situations and have created beliefs and institutions that tries | Hofstede,
to avoid these”. 1980)
Individualism- | “Individualism can be defined as a preference for a loosely-
collectivism knit social framework in which individuals are expected to

take care of only themselves and their immediate families”.
“Collectivism represents a preference for a tightly-knit
framework in society in which individuals can expect their
relatives or members of a particular in-group to look after
them in exchange for unquestioning loyalty.”
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3.2 Theoretical Foundation and Research Model

As discussed in Chapter 2, the biggest barrier to successful e-commerce is online
consumer trust. A variety of trust models have been identified in the literature in the
context of e-commerce, with each model usually focusing on a specific type of trust.
However, there are similarities between trust models, such as consumer cognitive
and affective reactions towards e-commerce websites and purchasing online. These
similarities can be grouped together to form a generic trust model that brings
together the significant components of trust models in a B2C relationship. However,
even though there are similarities in the online trust models concerning the
relationship between consumers and Internet stores, the existing models of online

trust ignore the role of interpersonal trust.

This research aim to develop a multi-perspective trust model to identify a base set of
constructs, which can be used to form a consumer interpersonal trust that can be
applied to B2C e-commerce. The fast development of Internet technologies and
trends of continuous growth in e-commerce creates opportunities for businesses.
With e-commerce, the development of interpersonal trust between consumers and
Internet stores is now possible. For example, Web 2.0 encourages consumer to
interact online, and the always evolving Internet provides an opportunity for existing
online trust models to be updated in the B2C e-commerce context. Therefore this
study aims to contribute to existing knowledge by proposing an updated multi-

perspective trust model that includes the role of interpersonal trust (iTrust).

The Chapter 2 literature review made it evident that the various consumer trust
models have been developed but there is a lack of interpersonal trust components

that exists in B2C relationship. One of the key benefits of B2C e-commerce firm is to
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understand the new drivers of online consumer trust. Specifically, a consumer’s
cognitive and affect-based interpersonal trust towards the key components of a B2C
e-commerce website, such as web design (website accessibility, visual appearance,
and social networking services), consumer behaviour (religiosity), privacy, security
and emotions (fear and joy), are viewed as the major factors of consumer trust in an
online store. These determinants will be used in this study as cognitive and affect-
based trust aspects towards purchasing intentions. The researcher will also apply
individual level culture (IDV and UA) values as moderators (as discussed in Section
2.3.1) to a proposed model to uncover new and improved methods for fostering
consumer trust in an online business-to-consumer context, including more innovative
approaches to B2C websites, customer retention and online businesses strategies
across cultures. The following sections describe the different constructs that research

model is based on.

3.1.1 Interpersonal Trust (iTrust) in B2C E-Commerce

Consumer trust in B2C e-commerce, the key construct of this study, is investigated
based upon the conceptualisation of online trust as defined by Gefen and Straub
(2004), which refers online trust to as “consumer trust in Internet vendors (e-Trust)”.
This study extends that definition to include consumers’ trust in a B2C Internet
vendor, which is specified as a unit of analysis in this study, terming it “consumer
interpersonal trust (iTrust) in B2C e-commerce website”. In doing so, this study
embraces two broad online consumer trust-building foundation constructs, cognitive
and affect-based trust, as multi-perspective approach of interpersonal trust (iTrust) in
the B2C e-commerce relationship. As discussed in Section 2.4, previously conducted

studies have attempted to examine the effect of either cognitive-based trust or affect-
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based trust aspects on purchasing intentions. This provides an essential foundation
with which to examine the multi-perspective of trust (cognitive and affect-based) on
their own as part of the online consumer interpersonal trust formation in a B2C
relationship. According to Corritore et al. (2003), cognitive and affect-based trust can
exist at the same time for the same consumer towards the same website. Therefore,

this research considers both the cognitive and affect-based trust dimensions.
3.1.2 B2C Website Design (Website Accessibility and Visual Appearance)

As illustrated in Section 2.5 there are two main sub-dimensions of B2C web design:
structural design and visual design. The structural design of a website is concerned
with technical aspects such as navigation design, content information, website
availability and ease of accessing the website (Ahn et al., 2007). In this research,
website accessibility considers the ease of use and usefulness aspects together with
various design features that contribute to the overall website quality and usability
such as navigational design and information content. The visual design of B2C
websites concerns their appearance and includes the colour scheme and use of
product images. This concept of B2C website design (website accessibility and

visual appearance) is aligned with (Cyr, 2013, Ganguly et al., 2010).

B2C e-commerce website design features have the ability to evoke a consumer’s
cognitive and affective state. Based on the theories and observation discussed in
Section 2.4, it is evident that not only the functional but also the hedonic aspects of
B2C websites are the significant determinants in the context of e-commerce. This
suggests that online consumer cognitive and affect-based trust exists and is
associated with the accessibility and visual appearance (colour and product images)

of a B2C e-commerce website.
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3.1.3 Social Networking Services in B2C E-commerce

As discussed in Section 2.4, consumer trust is formed in a B2C e-commerce website
through permeating the mode of communication with a high social presence. Lee et
al. (2011) introduce the concept of informational social influence on the intention to
purchase online. Informational social influence is a process in which people will ask
for help before they make an online purchase decision, such as opinions from their
family/friends or online consumer groups. Brengman and Karimov (2012) show that
the integration of social media cues (such as Facebook and blogs) into an online store
website affects cognitive and affect-based trust on purchase intentions. Social
influences affect multi-dimensional consumer online trust such as ability, integrity
(cognitive-based trust) and benevolence (affect-based trust) in the B2C e-commerce
relationship (Hwang and Lee, 2012a). Therefore, the concept of social networking
services adopted here is aligned with (Lee et al., 2011, Hwang and Lee, 2012a,
Brengman and Karimov, 2012, Kim and Srivastava, 2007). Thus, it is suggested that
social networking services are significant determinants in the context of B2C e-

commerce.
3.1.4 Religiosity in B2C E-commerce

In Section 2.5, evidence of the relationship between religiosity and human behaviour,
both in terms of cognitive and affective aspects, was discussed. Religion is an
observable model of an antecedent to trust in online shopping (Siala et al., 2004).
However, as noted in Table 2.5, the concept of religious affiliation is different from
religiosity. Religiosity has an effect on both cognitive and affective factors towards

shopping orientation (Mokhlis, 2009).
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Sohaib and Kang (2014b) showed the connection between the degree of religiosity
and interpersonal trust (cognitive and affect-based trust) in B2C e-commerce across
cultures. Religiosity is considered an important business value as a predictor of
consumer behaviour in the B2C e-commerce context. Thus, an understanding of
individual religiosity might contribute to the ongoing development of multi-

perspective iTrust in B2C e-commerce context.

3.1.5 Security and Privacy in B2C E-Commerce

When looking at consumer trust regarding security and privacy in B2C e-commerce,
not only from the consumer’s point of view but also from the Internet vendor’s point
of view, the two constructs need to be considered as separate concepts (Casalo et al.,
2011). This is because the two constructs show “the consumer’s perception of
practices regarding personal data protection carried out by the website, and the
security of the information system in which these practices are to be found.” As
noted in Section 2.7, previous studies have identified that security and privacy
concerns are important trust determinants in the context of e-commerce because they
are associated with consumer technology-mediated behaviour. For example (Kim,
2005, Kim et al., 2008) identified security and privacy concerns as cognitive-based
trust determinants. Therefore, in this study, security and privacy are adopted as

cognitive-based trust aspects.

3.1.6 Emotions in B2C E-Commerce

Section 2.8 identifies that the role of consumer emotions is important in building
trust towards B2C e-commerce websites. Shaver et al. (1987) identify five basic

types of emotions: love, joy, anger, sadness and fear.

63



Joy and fear are considered natural and common across cultures (Power, 2006). In
the B2C context, joy and fear are the most suitable emotional reactions to a website.
For-example, a visually appealing e-commerce website may cause joy, while a
poorly designed website may cause annoyance, anxiety or fear. Consistent with (Li et
al., 2011), consumers’ affect-based trust determinants are taken as their emotional
responses (such as joy and fear) to a B2C website’s overall design and feel.
Therefore, it is essential to consider the influence of emotions (joy and fear) to
recognize the formation of consumer affect-based trust (also called emotional-based

trust) in an online B2C relationship.

3.1.7 Individual Consumer Level Culture Analysis

As discussed in Section 2.3.1, individual differences exist within countries regarding
the use of e-commerce. As information technology becomes an increasingly
important part of e-business, companies involved in selling products can benefit from
understanding the target country’s culture, not only the country as a whole also the
difference cultures within a country, especially with culturally diverse countries such
as Australia. Srite and Karahanna (2006) note that the national culture is a macro
level phenomenon whereas online purchasing is a one-person action, therefore
measuring culture at the individual consumer level is most appropriate to examine

technology acceptance.

This research identifies uses two cultural dimensions, individualism (IDV) and
uncertainty avoidance (UA) to measure culture at the individual consumer level. The
researchers (McCoy et al., 2005, Srite and Karahanna, 2006, Yoon, 2009, Hwang
and Lee, 2012a) found these cultural dimensions at the individual level acceptable in
e-commerce research.
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Based on the prior e-commerce studies, which mostly incorporated the IDV and UA
cultural values, as described in Section 2.3.1, this research adopted IDV and UA
because they are viewed as significant factors associated with online purchasing
decisions in B2C context. Moreover, the IDV cultural dimension describes how
individuals interact with one another on an interpersonal level (Williams et al.,
1998). Concerning UA, (Karahanna et al., 2013) state that “online purchasing is a
decision-making process that involves inherent uncertainty”. Thus, interpersonal

trust might serve to reduce the uncertainty related the online purchasing transaction.

Given the importance of consumer issues at the individual level to interpersonal trust
and uncertainty towards a B2C e-commerce website in the online purchasing
process, the cultural dimensions of IDV and UA (Hofstede, 2001) are important
factors influencing how consumers behave on e-commerce websites at the individual

level.

3.1.8 Multi-Perspective iTrust Model

To investigate the influence of cognitive and affect-based trust aspects on purchasing
intention, a multi-perspective model of iTrust is proposed based on the S-O-R
paradigm. The Stimulus—Organism—Response (S—O-R) model is used to identify
both cognition and emotions-based aspects. The S-O-R paradigm was first proposed
by (Mehrabian and Russell, 1974) in the context of environmental psychology. The
paradigm suggests that stimuli from environments effect an individual’s cognitive
and affective reactions, which in turn lead to a response and behaviour (Mehrabian
and Russell, 1974). This paradigm was later extended and has been extensively

applied to shopping outcomes of online stores.
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In the context of online shopping, the stimuli (S) are defined as “the total sum of all
the cues that are visible and audible to the online shopper”. For example, “cognitive
states are related to a consumer’s information processing, retention, and retrieval
ability, whereas affective states describe the user’s emotional responses” (Sheng and
Joginapelly, 2012). These internal states (Organism) affect consumer responses, such
as purchase intention. Eroglu et al. (2003) found the effect of atmospheric cues as the
stimuli that influence online consumer emotional and cognitive states and then

contribute to the approach/response.

In addition, a cognitive-affective communication model for designing information
technology (Te’eni, 2001) takes into account the communication medium and the
message form. A website is a communication medium that has an impact on
consumers’ emotional perceptions concerning trust (Cyr et al., 2010). Therefore, in
this research, the B2C e-commerce website is the medium and the message form is
characterised by consumer cognitive and affective responses with the potential to
impact online interpersonal trust and subsequently purchasing intention. B2C e-
commerce websites present cognitive and affective signals (Karimov et al., 2011).
Culture is also a significant factor of consumers’ responses to online store
atmospherics, producing a range of emotional influences to a given stimulus

(Hofstede, 2001).

The research model integrates the cultural values of individualism (IDV) and
uncertainty avoidance (UA) at the individual consumer level as moderators on the
relationship between various aspects and online interpersonal trust towards
purchasing intention (Figure 3.1). As discussed above, multiple factors can help

consumers to place their cognitive and affect-based trust on in a B2C e-commerce
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relationship, such as web design (accessibility, visual appearance and social
networking services), consumer behaviour (religiosity), privacy, security and

emotions (fear and joy).

This study draws from various approaches, including from previous models of trust
building processes in e-commerce as outlined in Table 2.1 and Table 2.2. Based on
the above theories, a model is proposed to describe how a consumer’s trust is formed
as related to the intention to purchase online when using e-commerce websites
(Figure 3.1). The goal is not to provide a complete view of all aspects influencing the
formation of trust and intention to purchase. Rather, the emphasis is on revealing the
role of immediate cognitive and affective responses in the consumer trust-building

process towards online purchasing intention.
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Figure 3.1. Research Model
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3.2 Hypothesis Development

In relation to research questions, the following hypotheses were developed to guide

this study.

3.2.1 Security and Privacy

In order to make an online transaction, consumers have to send confidential
information to e-vendors. Without an appropriate level of security, such as
confidentiality, integrity and availability, the number of security attacks would also
increase with an increase in transactions (Kim, 2005). Thus, the online consumer’s
perception regarding sensitive security information affects their trust in the e-vendor.
The nature of information requested by an e-vendor website could influence trust
through its level of sensitive information in relation to the purpose of exchange (Li et

al., 2011).

Privacy policies in online store often remain invisible to consumer’s, who rarely
make the effort to read and understand them (Tsai et al., 2011). Although a more
noticeable display of privacy policy information will help consumers in their online
purchasing decisions, e-vendors are responsible for protecting the consumer
information by applying privacy policies. Concerns about privacy are likely to
decrease consumer trust in an online vendor and lower purchase intentions (Kim,
2005). According to Hofstede (2013), in high UA cultures “security is an important
element in individual motivation”. Cognitive-based trust determinants also vary

across cultures.
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For example, the factors that affect trust, such as security and privacy concerns in e-
commerce, vary between a high uncertainty avoidance and low uncertainty
avoidance type of culture (Kim and Kim, 2004). Privacy is more significant in an
individualistic-low uncertainty avoidance culture than a collectivist-high uncertainty

avoidance society (Kim, 2005).

Greenberg et al. (2008b) also state that privacy is considered as a higher risk of
violation in an individualistic-low uncertainty avoidance culture while security is
considered as a higher risk of violation in a collectivist-high uncertainty avoidance

culture. Therefore, the following hypotheses were derived.

@ &
Cognitive-
based trust

Figure 3.2: Hypotheses 1 and 2

HI: The relationship between privacy and cognitive-based trust is moderated by
the individual-level cultural value of UA such that the relationship is stronger for

individuals in a low UA society (Australia) than in a high UA society (Pakistan).

H2:  The relationship between security and cognitive-based trust is moderated by
the individual-level cultural value of UA such that the relationship is stronger for

individuals in a high UA society (Pakistan) than in a low UA society (Australia).
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3.2.2 Website Accessibility

With respect to B2C e-commerce website, consumer’s cognitive behaviour may
directly impact consumers’ trust in relation to intention to purchase online. For
example, if the website structure is poor, such as the menu frame and links are
difficult to understand, or if the checkout process is complex, then consumers can
experience cognitive overload. As noted by Bolchini and Paolini (2004), Internet
consumers can experience cognitive overload if they face too many links on the
website. Therefore, this cognitive behaviour may directly impact consumers thinking
(affective) behaviour concerning whether they trust the service and buy online. Initial
trust in online stores is positively influenced by cognitive antecedents of website
quality (Eastlick and Lotz, 2011). Researchers have indicated that ease of use affects
online trust (McKnight et al. 2002). For example, ease of searching and navigation
has been related with changes in consumer online trust (Corritore et al. 2003). If a
consumer can obtain the related information from the e-commerce website then their
perception of the trustworthiness is increased and hence leads to stronger purchase

intention (Ganguly et al. 2010).

Cyr et al. (2004) believe that an e-commerce website has to be designed with ease of
access with a complete understanding of a consumer group’s culture. The website’s
navigation, page layout consistency and easy access to navigational features are
culturally desirable (Cyr, 2013). When consumers recognize that an e-commerce
website display accessible information, they are more expected to have trust in the e-
vendor and will perceive the business as trustworthy (Kim et al. 2008). Uncertainty
avoidance (UA) is closely associated with trust. In high UA societies, such as

Pakistan, people generally feel threatened by uncertain situations and tend to be
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doubtful towards new services. On the other hand, people in low uncertainty
societies, such as Australia, are willing to try new technologies and services. Singh et
al. (2005) note that consumer from high UA societies needs better web accessibility
so that they do not leave the website. Cyr (2008a) also found that consumers who are
high on UA scale give more preference to web navigational design for forming trust.
(Cyr, 2013) finds that consumers from high UA societies are more anxious about
clarity concerning how to navigate websites to find out about new products or
services than consumers from lower UA societies. Yoon (2009) discusses the
moderating role of UA on perceived usefulness and finds that consumers with a high
degree of UA feel less trust about engaging in online shopping because they perceive
e-commerce as having uncertain effects. Consumers who are low on UA score like
having a logical flow of website information, which allows them to complete the

online purchasing on their own. Therefore, the following hypotheses were derived.

Cognitive-
based trust
W
Website @
Accessibility
Q-
Affect-based
trust

Figure 3.3: Hypotheses 3 and 4

H3: The relationship between web accessibility and cognitive-based trust is
moderated by the individual-level cultural value of UA such that the relationship is
stronger for individuals in a high UA society (Pakistan) than in a low UA society
(Australia).

H4:  The relationship between web accessibility and affect-based trust is moderated
by the individual-level cultural value of UA such that the relationship is stronger for
individuals in a low UA society (Australia) than in a high UA society (Pakistan).
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3.2.3 Visual Appearance (Colour and Images)

A number of elements of the visual appearance of a website have a significant impact
on consumer’s perceptions to purchase through an online store. Lorenzo-Romero et
al. (2013) show that the web design aesthetics in online store, such as the use of
colour and images, have a significant effect on the consumer’s purchasing intention.
Specifically, colours such as blue, yellow and grey have the potential to generate
certain emotions or behaviours and is a significant factor for both website trust and
satisfaction across cultures (Cyr et al., 2010). How colour is perceived by consumers
creates a determining factor in the cognitive process towards interaction with the
website (Bonnardel et al. 2011). Colours can build trust in online vendors by
conveying benevolence in the consumer’s interest (Pelet, 2011). Customised service
in online store environments may influence consumer’s responses of their affective
and cognitive attitudes towards online purchasing (Shim and Lee, 2011). In
particular, the use of images and colour appeals to the consumer’s emotions and can
create a positive impression of the overall graphical look of a website across cultures
(Cyr, 2013). Image interactivity features, such as enlarged product images, 360
degree views and 3D virtual models affect the cognitive and affective aspects of
consumer trust (Hyun-Hwa et al., 2010, Kim and Forsythe, 2009). These product
virtualisation technologies in online stores can improve the quality of product

information and can also present well-customised services to potential consumers.

Lee and Rao (2010) argue that in e-commerce, different colours produce differential
trust responses in individuals. For example, according to (Ford and Kotz, 2005), in
collectivistic cultures colour and images should be used in interface design to prevent

the consumer from getting lost, while in individualistic cultures they should be used
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to provide additional information. Visual appearance such as colour and images
resulted in high trust in collectivistic cultures but not in individualistic cultures (Cyr,
2008a). Visual appearance is more important to collectivist consumers than

individualistic (Ganguly et al., 2010).

Therefore, the following hypotheses were derived.

Cognitive-
based trust
Affect-based
trust

Figure 3.4: Hypothesis 5 to 8

H5: “The relationship between colour and cognitive-based trust is moderated by the
individual-level cultural value of IDV such that the relationship is stronger for
individuals in a collectivistic society (Pakistan) than in an individualistic society

(Australia).”

H6: The relationship between colour and affect-based trust is moderated by the
individual-level cultural value of IDV such that the relationship is stronger for
individuals in a collectivistic society (Pakistan) than in an individualistic society

(Australia).

H7: The relationship between images and cognitive-based trust is moderated by the
individual-level cultural value of IDV such that the relationship is stronger for

individuals in a collectivistic society (Pakistan) than in an individualistic society

(Australia).

HS8: The relationship between images and affect-based trust is moderated by the
individual-level cultural value of IDV such that the relationship is stronger for

individuals in a collectivistic society (Pakistan) than in an individualistic society

(Australia).
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3.2.4 Social Networking Services

The presence of social networking services, such as blogs and online social-
networks, online help and product reviewing/ratings, enhances the trust and
enjoyment of consumers towards web merchants and their absence may prevent
consumer’s from online purchasing (Karimov et al. 2011). The right combination of
social network services can have an effect on the trust beliefs of consumers about an
online store and subsequently on purchase intentions (Grabner-Krauter, 2009, Guo et
al., 2011) . For example, the integration of web communities such as Facebook and
corporate blogs has a positive influence on cognitive and affect-based trust towards
purchasing intentions (Brengman and Karimov, 2012). As noted by (Swamynathan et
al., 2008b), consumers who engage in social networking, for example those who
discuss transactions with friends of friends, generally obtain significantly benefits in

the form of higher consumer satisfaction.

With the global popularity of social networking services, B2C e-commerce websites
are integrating social networking elements to reach their target customers and
achieve their business goals effectively across cultures (Sun, 2011). Social influence
can build consumer trust in online shopping more effectively in collectivistic
societies than in individualistic societies (Lee et al., 2011). For example, people in
collectivist cultures such as Pakistan are more likely to obtain perceptions of a
website’s reputation from friends and family recommendations, whereas those from
individualist cultures such as Australia are more likely to make independent
decisions. Srite and Karahanna (2006) state that individuals with individualistic
cultural values are less concerned about the views of others in their social setting,

while individuals with collectivistic cultural values will conform to the views of
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others in a group. Thus, consumers who are individualistic avoid getting into groups
and instead perform online purchasing on their own without asking anybody for any

help. Therefore, the following hypotheses were derived.

Cognitive-
based trust
Affect-based
trust

Figure 3.5: Hypotheses 9 and 10

Social
Networking

Services @ g

HY: The relationship between social networking services and cognitive-based trust is
moderated by the individual-level cultural value of IDV such that the relationship is
stronger for individuals in a collectivistic society (Pakistan) than in an

individualistic society (Australia).

HI10: The relationship between social networking services and affect-based trust is
moderated by the individual-level cultural value of IDV such that the relationship is
stronger for individuals in a collectivistic society (Pakistan) than in an

individualistic society (Australia).

3.2.5 Religiosity

Religion is an important element in purchasing decisions (Essoo and Dibb, 2004). As
highlighted by (Isa et al., 2009) Muslims consumers purchase faster from websites
developed for their own culture. Siala et al. (2004) note that Muslims trust Muslim
websites more than websites from the other religions while Christians are not
religious in forming their initial trust towards an online shopping vendor. According
to lannaccone (1995), the religion of Islam share the qualities of a collectivist
culture. In the Islamic religion, it is anticipated that cooperation between a consumer
and a seller should be practiced at both the group and individual level of business
(Siala et al., 2004).
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Mohd et al. (2010) examined an Islamic culture as a case study to investigate
whether consumers prefer websites designed for their own culture. Their result
shows that the consumers were more pleased with websites that were designed for
their culture. Therefore, religion is considered as a observable model of an

antecedent to trust in e-commerce (Siala and Siddiqui, 2004).

E-vendors increasingly use religious themes online and sincere followers of religions
are expected to abide by the rules set by their religious principles (Solomon, 2011).
For example, images that contain symbols with religious association should be
carefully selected with targeted culture in mind (Chakraborty, 2009). Therefore, the

following hypotheses were derived.

Cognitive-
based trust
Affect-based
trust

Figure 3.6: Hypotheses 11 and 12

Religiousity

HI11: The relationship between religiosity and cognitive-based trust is moderated by
the individual-level cultural value of IDV such that the relationship is stronger for

individuals in a collectivistic society (Pakistan) than an individualistic society

(Australia).

HI2: The relationship between religiosity and affect-based is moderated by the
individual-level cultural value of IDV such that the relationship is stronger for

individuals in a collectivistic society (Pakistan) than in an individualistic society

(Australia).
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3.2.6 Emotions (Joy and Fear)

In a B2C context, consumers may be experiencing certain emotions when they visit
an online shopping website and the online shopping experience may also induce
emotions. For example, a visually appealing website may generate joy, while a
poorly designed website may cause the consumers to experience frustration or fear.
Emotions have been found to impact consumer trust such that positive emotion (joy)
increases trust whiles a negative emotion (fear) decreases trust (Parboteeah et al.,
2009, Li et al., 2011). According to (David and Hyi, 2012), culture also influences
the relative intensity of emotional experiences. Concerning the online shopping
context, (Kim, 2005) highlights that affect-based trust (also called emotional-based
trust) determinants are more important in collectivist cultures because people in
collectivistic societies need more emotional cues to build a trust relationship. Culture
is also a significant factor in consumer responses to online store atmospherics,
including all the cues used to design the website (Li et al., 2011). For example, initial
emotions such as joy and fear formed from the overall website impression may differ
at various stages of the interaction between website and online consumer. According
to (Hofstede, 2013), in high UA cultures “there is an emotional need for rules”. This

research focuses on the initial emotions of consumers.

Therefore, the following hypotheses were derived.
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Figure 3.7: Hypotheses 13 and 14

Affect-based
trust
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HI13: The relationship between initial joy and affect-based trust is moderated by the
individual-level cultural value of UA such that the relationship is stronger for

individuals in a high UA society (Pakistan) than in a low UA society (Australia).

H14: The relationship between initial fear and affect-based trust is moderated by
the individual-level cultural value of UA such that the relationship is stronger for

individuals in a high UA society (Pakistan) than in a low UA society (Australia).

3.2.7 iTrust (Interpersonal Trust) and Purchase Intention

As discussed in Section 2.4.1, two forms of interpersonal trust are cognitive and
affect-based trust. However, cognitive-based trust should exist before affect-based
trust develops (Johnson and Grayson, 2005). This implies that cognitive-based trust
is how a consumer’s trust is related to the B2C design characteristics; while affect-
based trust is how a consumer’s trust relates to the satisfying experience (feelings)
through interacting with the B2C website. Cognitive and affective skills affect each
other and consumer’s do not use them independently (Hansen, 2005). For-example,
if the consumer doesn’t like the design characteristics or if they experience negative
feelings. This interaction may influence the consumer’s confidence directly. As
consumers remain to use the e-commerce websites, their perception of trust will

increase or decrease over time.

According to (Lim et al, 2004), online shopping naturally involves more
uncertainties than in brick-and-mortar businesses. Therefore, it is reasonable to
anticipate that consumers in high UA cultures are more likely to resist shopping
online than consumers in low UA cultures. In addition, adoption rates of online
shopping are higher for individualist than for collectivist cultures (Lim et al., 2004).
Yoon (2009) also notes that individualistic cultures are usually more willing to rely

on and trust online shopping than collectivist cultures. For consumers in a high UA
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culture, trust has less effect on intention to purchase than those in a low UA culture.

Therefore, the following hypotheses were derived.

Cognitive-
based trust
Affect-based
trust

Figure 3.8: Hypotheses 16 and 17

Purchase
Intention

STH

H15: Cognitive-based trust has a stronger influence than affect-based trust in a B2C

e-commerce context in Pakistan than it does in Australia.

HI16: The relationship between cognitive-based trust and purchase intention is
moderated by the individual-level cultural value of UA such that the relationship is
stronger for individuals in a low UA society (Australia) than in a high UA society
(Pakistan).

HI17: The relationship between affect-based trust and purchase intention is
moderated by the individual-level cultural value of UA such that the relationship is
stronger for individuals in a low UA society (Australia) than in a high UA society
(Pakistan).

3.3 Statement of Research Questions
The following research questions were addressed in this study.

1. How is consumer interpersonal trust (iTrust) formed at the individual consumer

level in relation to purchasing intention in B2C e-commerce across cultures?

la. What is the relationship between security, privacy and cognitive-based trust
in relation to purchasing intention in B2C e-commerce across cultures and how
does the individual cultural value of uncertainty avoidance (UA) influence this

relationship?
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1b. What is the relationship between web design factors and cognitive and affect-
based iTrust in relation to purchasing intention in B2C e-commerce across
cultures and how do the individual-level cultural values of individualism (IDV)

and uncertainty avoidance (UA) influence this relationship?

Ic. What is the relationship between consumer behaviour (religiosity) and online
cognitive and affect-based iTrust in relation to purchasing intention in B2C e-
commerce across cultures and how does the individual cultural value of

individualism (IDV) influence this relationship?

1d. What is the relationship between consumer emotions (joy and fear) and
affect-based trust in relation to purchasing intention in B2C e-commerce across
cultures and how does the individual cultural value of uncertainty avoidance

(UA) influence this relationship?

le. What is the relationship between cognitive and affect-based iTrust and
purchasing intention in B2C e-commerce across cultures and how does the
individual cultural value of wuncertainty avoidance (UA) influence this

relationship?

2. What are the differences between Australia and Pakistan regarding purchasing

intentions in B2C e-commerce?

Table 3.2 shows the alignment between constructs, research questions and

hypotheses.
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Table 3.2: Alignment between constructs, research questions and hypotheses.

Research Question

Factors

Hypotheses

l.a: What is the relationship
between security, privacy and
cognitive-based trust in
relation to purchasing
intention in B2C e-commerce
across cultures and how does
the individual cultural value of
uncertainty avoidance (UA)
influence this relationship?

Privacy

H1: The relationship between privacy and
cognitive-based trust is moderated by the
individual-level cultural value of UA such that
the relationship is stronger for individuals in a
low UA society (Australia) than in a high UA
society (Pakistan).

Security

H2: The relationship between security and
cognitive-based trust is moderated by the
individual-level cultural value of UA such that
the relationship is stronger for individuals in a
high UA society (Pakistan) than in a low UA
society (Australia).

1.b: What is the relationship
between web design factors
and cognitive and affect-based
iTrust in relation to purchasing
intention in B2C e-commerce
across cultures and how do the
individual-level cultural values
of individualism (IDV) and
uncertainty avoidance (UA)
influence this relationship?

Website
accessibility

H3: The relationship between web accessibility
and cognitive-based trust is moderated by the
individual-level cultural value of UA such that
the relationship is stronger for individuals in a
high UA society (Pakistan) than in a low UA
society (Australia).

H4: The relationship between web accessibility
and affect-based trust is moderated by the
individual-level cultural value of UA such that
the relationship is stronger for individuals in a
low UA society (Australia) than in a high UA
society (Pakistan).

Colour and
images

H5: The relationship between colour and
cognitive-based trust is moderated by the
individual-level cultural value of IDV such that
the relationship is stronger for individuals in a
collectivistic society (Pakistan) than in an
individualistic society (Australia).

H6: The relationship between colour and affect-
based trust is moderated by the individual-level
cultural value of IDV such that the relationship
is stronger for individuals in a collectivistic
society (Pakistan) than in an individualistic
society (Australia).

H7: The relationship between images and
cognitive-based trust is moderated by the
individual-level cultural value of IDV such that
the relationship is stronger for individuals in a
collectivistic society (Pakistan) than in an
individualistic society (Australia).

H8: The relationship between images and
affect-based trust is moderated by the
individual-level cultural value of IDV such that
the relationship is stronger for individuals in a
collectivistic society (Pakistan) than in an
individualistic society (Australia).

Social
networking
services

H9: The relationship between social
networking services and cognitive-based trust
is moderated by the individual-level cultural
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value of IDV such that the relationship is
stronger for individuals in a collectivistic
society (Pakistan) than in an individualistic
society (Australia).

H10: The relationship between social
networking services and affect-based trust is
moderated by the individual-level cultural
value of IDV such that the relationship is
stronger for individuals in a collectivistic
society (Pakistan) than in an individualistic
society (Australia).

l.c: What is the relationship
between consumer behaviour
(religiosity) and online
cognitive and affect-based
iTrust in relation to purchasing
intention in B2C e-commerce
across cultures and how does
the individual cultural value of
individualism (IDV) influence
this relationship

Religiosity

H11: The relationship between religiosity and
cognitive-based trust is moderated by the
individual-level cultural value of IDV such that
the relationship is stronger for individuals in a
collectivistic ~ society (Pakistan) than an
individualistic society (Australia).

H12: The relationship between religiosity and
affect-based is moderated by the individual-
level cultural value of IDV such that the
relationship is stronger for individuals in a
collectivistic society (Pakistan) than in an
individualistic society (Australia).

1.d: What is the relationship
between consumer emotions
(joy and fear) and affect-based
trust in relation to purchasing
intention in B2C e-commerce
across cultures and how does
the individual cultural value of
uncertainty avoidance (UA)
influence this relationship?

Emotions
(joy and
fear)

H13: The relationship between initial joy and
affect-based trust is moderated by the
individual-level cultural value such of UA that
the relationship is stronger for individuals in a
high UA society (Pakistan) than in a low UA
society (Australia).

H14: The relationship between initial fear and
affect-based trust is moderated by the
individual-level cultural value of UA such that
the relationship is stronger for individuals in a
high UA society (Pakistan) than in a low UA
society (Australia).

l.e: What is the relationship
between cognitive and affect-
based iTrust and purchasing
intention in B2C e-commerce
across cultures and how does
the individual cultural value of
uncertainty avoidance (UA)
influence this relationship?

iTrust
(cognitive
and affect-
based)

H15: Cognitive-based trust has a stronger
influence than affect-based trust in a B2C e-
commerce context in Pakistan than it does in
Australia.

H16: The relationship between cognitive-based
trust and purchase intention is moderated by the
individual-level cultural value of UA such that
the relationship is stronger for individuals in a
low UA society (Australia) than in a high UA
society (Pakistan).

H17: The relationship between affect-based
trust and purchase intention is moderated by the
individual-level cultural value of UA such that
the relationship is stronger for individuals in a
low UA society (Australia) than in a high UA
society (Pakistan).
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3.4 Summary

In this chapter, key concepts and supporting theories are presented to build a multi-
perspective iTrust model. The proposed research model (Figure 1) integrates the
individual consumer level culture values of individualism (IDV) and uncertainty
avoidance (UA), as moderators on the relationship between various factors and the
interpersonal trust towards purchasing intention. To investigate the research
questions, hypotheses were developed that guide this study. The factors examined in
the hypotheses include web design factors (accessibility, visual appearance, and
social networking services), consumer behaviour (religiosity), privacy, security and
emotions (fear and joy). This research examines how these affect the consumer

placing their cognitive and affect-based trust in a B2C e-commerce relationship.
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CHAPTER 4 : RESEARCH METHODOLOGY

This chapter focuses on the methodology of this study. The chapter opens with an
explanation of the research design and justification of the design adopted for the
current study. The instruments used for this study are then presented with evidence,
after which the population and sample are described. Following this, the data
collection procedure is highlighted. Finally, the data analysis procedure is discussed

in detail.

4.1 Research Design

The research design is important in any research study, as it represents the
framework that drives the conduct of the research study through the search to find
the answers to the research questions (Cooper and Schindler, 2011). The research
design involves a series of choices made by the researcher. For example, decisions
are made regarding the purpose of study, unit of analysis, type of sample and data
collection methods to be used, how the variables are to be measured and how the

data will be analysed (Vogt, 2010).

Figure 4.1 shows the different research activities designed for this study. The
existing studies were reviewed to build a theoretical background and to identify the
gap in the knowledge, which steered the development of the research questions.
The conceptual model and hypotheses were then developed to answer the research
questions, based on the understanding gained from the literature review. The
constructs used in model were operationalised for the questionnaire development. A
quantitative methodology was chosen, as quantitative methods are usually applied to

collect numerical data when the purpose is to test hypotheses. The researcher can use
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statistical methods to identify facts and relationships among variables (Creswell,

2003).
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Figure 4.1: Research Design

This research applied a quantitative correlational design approach. This method is the
most appropriate when the research does not aim to establish causality but rather to
establish correlations between constructs and generalise the findings to a larger
population (Trochim, 2006). More specifically, the non-experimental approach of

predictive cross-sectional design was used in this study.
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The aim of predictive non-experimental research is to predict some variables of
interest using information from other predictors (other variables), while the aim of
cross-sectional research is to make comparisons across different groups from data
collected at one point in time (Belli, 2008). Unlike the experimental design approach
that is most effective for determining causality, a cross-sectional design is more
effective for demonstrating correlations between research variables and for
generalising from a sample to a target population (De Vaus, 2001). Based on the
characteristics of this study, which examine the correlation between independent and
dependent variables, a quantitative non-experimental cross-sectional design is most
appropriate. In this study, the independent variables include website accessibility,
visual appearance (colour and images), social networking services and consumer
behaviour (religiosity). These variables are examined in their relationship to the
dependent variables, cognitive and affect-based interpersonal trust. Furthermore,
trust is also an independent variable used in relationship to the dependent variable
intention to purchase in B2C e-commerce. The quantitative non-experimental cross-
sectional approach is well suited for investigating the research questions of this
study, which investigate the moderating influence of two cultural dimensions,
individualism-collectivism (IDV) and uncertainty avoidance (UA), on the

relationship between interpersonal trust formation and purchase intention.

Additionally, cross-sectional studies generally focus on studying a specific issue by
questioning a cross-section of a target population at a specific point in time (Jesson,
2001). In this study, the broad phenomenon as articulated in the research questions
can be appropriately investigated by surveying a cross-section of the population who
are familiar with online purchasing in order to gather quantitative data that is used to

establish the necessary correlations between the constructs in the study.
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According to Jesson (2001), unlike the experimental approach, cross-sectional
designs are better suited for obtaining representativeness. So, the choice of a cross-
sectional design for this study is also based on the need to be able to draw
implications from the sample and generalise the findings of the study to a broader
population. As De Vaus (2001) suggests, this generalisation can be achieved using
random sampling techniques that help ensure that each individual in the target
population has an equivalent opportunity of being picked as part of the sample. This
research design is also consistent with the design and approach adopted in prior e-

commerce studies, which this research builds upon, as presented in Chapter 3.

4.2 Instrumentation/Measures

Several researchers have suggested that whenever possible, researchers should use
previously validated survey instruments rather than developing new ones in order to
facilitate the confirmation of reliability and validity (Bélanger and Crossler, 2011).
Therefore, in this study previously validated survey instruments were revised and
used in order to ensure the measures are adequate and representative, thereby adding
to content validity. Furthermore, two experts from the Faculty of Engineering and
Information Technology at the University of Technology Sydney were consulted to
examine whether the complete survey instrument adequately measures each
construct. The feedback from the experts recommended minor amendments of the

wording and eliminating a few redundant questions.

Multi-scale items using at least three observable indicators measured all constructs.
All items used in the study are listed in Appendix A. The instrumentation adopted is

as follows.
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Security and Privacy: Security and privacy measures derived from (Casal6 et
al., 2011, Kim, 2005),

Web Accessibility: Website accessibility measures adapted from (Ganguly et al.,
2010, Chen and Barnes, 2007, Chen and Dibb, 2010, Yoon, 2009).

Colour: Colour measures adapted from (Chen and Dibb, 2010, Cyr et al., 2010).
Image: Image measures adapted from (Chen and Dibb, 2010, Cyr, 2013, Kim
and Forsythe, 2007).

Social networking services: Social networking services derived from
(Hasslinger et al., 2007, Huynh and Andrade, 2012, Brengman and Karimov,
2012).

Religiosity: Religiosity measures adapted from (Siala et al., 2004, Allport and
Ross, 1967, Essoo and Dibb, 2004).

Joy and fear: Joy and fear measures derived from (Li et al., 2011, Parboteeah et
al., 2009).

Cognitive and affect-based trust: Cognitive and affect-based trust measures
derived from (Karimov et al., 2011, Kim, 2008).

Purchase intention: Purchase intention measures obtained from (Yoon, 2009,
Chen and Barnes, 2007).

Uncertainty Avoidance: Uncertainty avoidance individual culture value derived
from (Yoon, 2009, Srite and Karahanna, 2006, Hwang and Lee, 2012a)
Individualism: Individualism individual culture value derived from (Yoon,

2009, Srite and Karahanna, 2006).
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4.3 Population and Sample

This research is a cross-cultural study that involves two groups from Pakistan and
Australia. Therefore, the population for this study is the Pakistani and Australian
citizens who use the Internet. The sample of this study includes Australian and
Pakistani university students, who were chosen as the research subject in both
Pakistan and Australia. There are several reasons for choosing university students as
participants. Such as, Internet usage is comparatively higher in university students. In
addition, university students represent the most dominant group of online consumers
(Sia et al., 2009). The two groups were also comparable in that they consisted of
students enrolled in an Information systems courses. Students’ participation in the
survey was voluntary and their role was not rewarded in their grades by their
professors. Therefore, adopting students as sample is considered applicable to online
consumer studies. The choice is also considered as a convenient sample because they
are voluntarily available to the researcher. The researcher has convenient access to
the student population at universities from both countries. In order to ensure that the
participants are representative of the countries, the culture of each participant, was
the country where the participant had lived the most of their lives and spoke the local
language as their primary language are included in the sample. Which is consistent

with prior study of (Cyr, 2013).

Determining the proper sample size for a study is also important to ensure its
reliability and validity (Wolverton, 2009). Several SEM researchers have suggested
rules of thumb for estimating approximate sample sizes for SEM studies. For
example, Hair et al. (2006) observed that in the vast SEM literature, SEM studies

generally use a sample size of between 200 and 400 for 10 to 15 indicators.
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As a method of comparison with prior studies, (Srite and Karahanna, 2006) used a
sample of 181 participants, (Sia et al., 2009) used a sample of 166 and 128
participants, while (Hwang and Lee, 2012a) used a sample of 209 participants. This
study used a sample size of 270 participants from Pakistan and 255 participants from

Australia.

4.4 Data Collection Procedure

The survey instrument is used as the method of data collection in this research.
According to (Creswell, 2003), “A survey design provides a quantitative or a
numeric description of trends, attitudes, or opinions of a population by studying a
sample of the population”. Babbie (2012) states that “surveys are particularly useful
in descripting the characteristics of a large population because they make large

samples feasible”.

Online survey approach was used in this study. Participants in each country were
recruited from universities with the help of researchers living in those countries. Data
collection lasted from November 2013 to March 2014. The survey instrument was
administered to university students from three universities in Pakistan and one
university in Australia. The three universities in Pakistan were the Balochistan
University of Engineering, Information Technology and Management Sciences
(BUITMS), Sardar Bahadur Khan Women’s University (SBK) and COMSAT
Institute of Information Technology. The one university in Australia was the

University of Technology, Sydney.

This study used closed-ended questions when conducting the survey. In closed-ended
questions, a small set of responses generates precise answers. The respondents were

asked to select or rank answers rather than to express their opinions. To increase the
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response rate, the questionnaire was designed to take no more than 15 minutes to

complete.

The web-based survey was administered using the online survey software Qualtrics.
The online survey was announced through the selected universities’ webmail.
Participants in each research site were asked to visit a local online vendor. A well-
known localised retailer website is considered to be appropriate to the culture and
most workable option for research (Cyr, 2013). Students’ participation in the online
survey was voluntary. However, in order to increase the participant response rate a

lucky draw for one of two gift cards, each worth US$25, was offered.

Participants were required to provide a valid email address to enter for the draw. The
participants from Pakistan were asked to visit the B2C website homeshopping.pk and
participants from Australia to visit www.oo.com.au. The participants were instructed
by the researcher to assume that they are interested in buying a product, to search for
any product and gather certain details to become more familiar with the chosen
website and then to go through the complete online buying process up to except for
making the transaction to purchase the product. This process is consistent with (Chen
and Barnes, 2007). After the interaction with the chosen website, respondents were
required to fill out a closed-ended questionnaire on a seven-point Likert scale. The
options in this scale ranged from “1. Strongly disagree” to “7. Strongly agree”. The
language of instruction in Pakistani educational institutions is English, thus there was

no need to translate the questionnaires into a local language.
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4.5 Data Analysis Process

The data was analysed using a variance-based structural equation modeling (SEM)
statistical technique, such as partial least squares (PLS) path modeling using
SmartPLS version 3 (Ringle et al., 2014), to estimate the relationships between the
different parameters of the research model. SEM tests theoretical models using
hypothesis testing to understand the simultaneous modeling of relationships among
various independent and dependent variables (Schumacker and Lomax, 2010).
Unlike first-generation statistical techniques, such as regression analysis and analysis
of variance, SEM is a second-generation multivariate analysis technique that
overcomes the limitations of first-generation techniques (Haenlein and Kaplan,

2004).

SEM approach can be covariance-based, such as those used in LISREL and SPSS-
AMOS, or variance-based (or components-based), such as PLS analysis. Partial
Least Squares (PLS-SEM) approach is a preferred analysis technique in information
systems and business research because it offers several flexibilities. For example,
this approach is well suited for prediction-oriented research, does not require a large
sample size, does not require normality and subsequently works without
distributional assumptions and with nominal, ordinal and interval-scaled variables
(Haenlein and Kaplan, 2004, Hair et al., 2014). Additionally, covariance-based SEM
techniques are not appropriate for some types of research because they deal only

with reflective variables (Henseler et al., 2009).

The research model in this study has both formative and reflective constructs.
Therefore, PLS-SEM (also called PLS path modeling) is appropriate for this study as

it allows for the simultaneous assessment of structural model parameters and path
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coefficients. Moreover, PLS-SEM allows both reflective and formative constructs to

be examined together (Chin et al., 2003).

4.5.1 Measurement Models

The two types of construct measurement models are reflective and formative.
Measures, also known as items or indicators, influence latent variables (also called
constructs or factors). The direction of the relationship between measures and the
latent variables can flow in two directions: directly from the measure to the construct
(known as reflective) or directly from the construct to the measure (known as
formative) (Freeze and Raschke, 2007). Constructs are considered either exogenous
or endogenous (Hair et al., 2014). Exogenous constructs are considered as
independent variables, while endogenous constructs can acts both as independent and
dependent variables. Figure 4.3 illustrates a simple path model showing the concepts

of formative, reflective, exogenous and endogenous constructs, adapted from (Hair et

al., 2014).
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Figure 4.2: A path model from (Hair et al., 2014)
(© Emerald Group Publishing, reproduced with permission)
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Reflective measures are caused by the latent construct in that changes in the latent
construct are reflected by changes in the indicators. For example, website
accessibility (a latent variable) is reflected by different indicators, such as easy to
learn, easy to use and clear and understandable, to which it is highly correlated. So,
an increase in website accessibility is reflected by increases in all indicators. Due to
the high correlations, the reflective indicators are interchangeable, such that dropping
an indicator should not change the conceptual meaning of the construct (Jarvis et al.,

2003).

Formative indicators causes the latent construct and can have positive, negative, or
zero correlation among items. This means that a change in one measure does not
essentially denote a change in other measures (Chin, 1998). Therefore, formative
indicators are not interchangeable and high correlation is not expected. For example,
social influence (a latent variable) is caused by different measures, such as friends,
family and relatives and the media. An increase in influence from friends would
increase social influence even if there were no influence from relatives and the

media.

In this study, the research model has both formative and reflective constructs.
Security and privacy, website accessibility, colour and image, emotions, culture (UA
and IDV), cognitive-based trust, affect-based trust and purchase intention are
modeled as reflective constructs because they are considered as effects of the
constructs. Social networking services is modeled as formative because it is a multi-
dimensional construct that covers various referent groups such as social networks
sites, online help, reviews and rankings. Religiosity is also a formative construct

because it is a multi-dimensional human phenomenon, which covers considerable
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concepts such as human behaviour, attitudes, beliefs, feelings and experiences. This
is consistent with prior research, such as (Mokhlis, 2010, Kim, 2005, Hwang and

Lee, 2012a, Li et al., 2011, Yoon, 2009, Kim and Park, 2013).

4.5.2 Moderating Effects

The moderating effects of culture (UA and IDV) on constructs were performed using
the product indicator approach. The product indicator approach by (Chin, 2003)
refers to the products of each indicator of the independent latent construct with each
indicator of the moderator construct. This approach is considered as the most
promising technique to determine the moderating effects (Henseler and Fassott,
2010), in particular when the moderator variable is reflective (Henseler and Chin,
2010). In this study, the moderating constructs of culture are modeled as reflective.
An example of the product indicator approach is shown in Figure 4.4, adapted from

(Henseler and Chin, 2010).
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Figure 4.3: Product Indicator Approach
(© Taylor & Francis Group. Reproduced with permission)
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4.5.3 Confirmatory Factor Analysis

As suggested by Anderson and Gerbing (1988), examining a measurement model
involves firstly conducting a two-step SEM approach in order to ensure that the
quality of the research model is established before assessing the structural model.
This research’s measurement model includes conducting confirmatory factor analysis
(CFA) and model fit to confirm that the indicator variables load onto their
corresponding latent variables using the collected data (Kline, 2011). CFA
established whether widely accepted criteria for acceptable discriminant validity,

convergent validity and reliability of latent variables were met.

4.5.4 Reliability and Validity Assessment

The reliability and validity of the research instrument and the measurement models
were evaluated by observing internal consistency, convergent validity and
discriminant validity. Firstly, for reflective constructs, item loadings were used to
assess convergent validity. For appropriate convergent validity, the loadings of
individual items should exceed 0.7 with respect to their proposed constructs (Chin,

1998).

Secondly, the internal consistency of latent constructs was evaluated using
Cronbach’s alpha of 0.7 as an acceptable threshold and average variance extracted
(AVE) above 0.5. An AVE of great than 0.5 shows that more than 50 per cent of the
variance of the measurement items can be accounted for the latent variables (Hair et

al., 2000).

Finally, convergent validity and discriminant validity were evaluated by employing

the square root of the average variance extracted (AVE) by a variable from its
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indicators, which was at least 0.70 and was greater than that constructs correlation
with other constructs. Moreover, items loading were at least 0.70 and are more
strongly on their assigned construct rather than on the other constructs (Fornell and

Larcke, 1981).

To determine the validity of the formative constructs, the indicator validity of
construct was examined using outer weights. The T-value was calculated using the
bootstrapping method to test for significance. All indicator weights are considered
significant. The two tailed t-test values are 1.645, 1.96, and 2.57 with p-value of 0.1,
0.05 and 0.01 respectively (Hair et al., 2011). To determine reliability for formative
indicators, researchers should assess the degree of multicollinearity (Hair et al.,
2011). With formative indicators, high multicollinearity can destabilise the structural
model, unlike reflective indicators, where multicollinearity between construct items
is desirable (proven by high Cronbach’s alpha) (Petter et al., 2007). To ensure there
is no multicollinearity in formative constructs, the variance inflation factor (VIF)

statistic was used. The VIF value should be less than 5 (Hair et al., 2011).

4.5.5 Model Fit Measures

For the global validation of the models, a global criterion of Goodness of Fit (GoF),
proposed by (Tenenhausa et al., 2005), was applied for PLS path modeling. In order
to take into account the measurement performance and thus provide a single measure
for the overall prediction performance of the model, the GoF index can be applied to
both reflective and formative models (Vinzi et al., 2010, Chin, 2010). The GoF index
is obtained as the geometric mean of the average communality (AVE in PLS path
modeling approach) and the average R? for the endogenous constructs. The formula
for calculating GoF is:
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GoF =V AVE * R?
In line with the effect size of R?, GoFsmain = 0.1, GoFmedium = 0.25 and GoFiarge = 0.36

are the baseline values for validating the PLS model globally (Wetzels et al., 2009).

4.5.6 Hypothesis Testing

Following the confirmation of the measurement model, the latent variables were
linked up to represent the relationships in the various hypotheses in a structural
model. The significance of the path coefficients was examined to assess the
hypotheses. The significance of the paths was determined using the t-statistical
calculated with the bootstrapping technique (with 5000 subsamples). SmartPLS 3
can perform bootstrapping (a nonparametric procedure that can be applied to test
whether coefficients such as outer weights, outer loadings and path coefficients are
significant by estimating standard errors for the estimates) (Ringle et al., 2014) for
both the inner and outer model to specify the t-value for significance. In order to get
approximate t-values for the significance test, researchers should use a large
subsample (for example, 5000) from the original sample to draw a standard error,
and the number of cases should be equal to the number of observations in the
original sample (Hair et al., 2014, Hair et al., 2011). Critical t-values for a two-tailed
test are 1.65 (significance level = 10%), 1.96 (significance level = 5%) and 2.58
(significance level = 1%) (Hair et al., 2011). In the current study, a 5% significance
level was employed for two-tailed test in this study. To measure the predictive power
of research model (Chin, 1998), the R? value was used to measure the percentage of
the variance explained by the independent constructs in the structural model. R?
values of 0.75, 0.50, or 0.25 for endogenous latent variables in the structural model

can be described as substantial, moderate or weak, respectively (Hair et al., 2011).
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Furthermore, to compare the research model across two groups (Australia and
Pakistan), a multi-group PLS analysis method by (Chin, 2004b) was conducted by
comparing group differences in coefficients of the corresponding structural path for
the two research models, which is considered appropriate for this study (Sia et al.,
2009). Multi-group PLS analysis allows for the comparisons of structural model
differences across cultural groups (Chin, 2004a), for example, an analysis of the
same model using data collected in two different countries (Kock, 2014). The
analysis was conducted by taking the standard errors of the structural models’ paths
by comparing equivalent paths across different groups (Pakistan and Australia in this

study) by performing t-tests on their path coefficients.

The following equation shows the multi-group PLS analysis method by (Chin,
2004b).

P arhi(mkaI _P afh
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S.E is the standard error.

Path gampie 18 the path coefficients in each structural model.
m, n are the sample sizes of dataset.

(m+n-2) is the degree of freedom.

sample 2

=

4.6 Ethics Consideration

This research involves human participants. In order to ensure the anonymity and
ethical protection of the participants, the Human Research Ethics Committee
(HREC) — University of Technology, Sydney’s guidelines were compiled to show
the integrity of the research methodology. The faculty considers this research as

negligible/nil risk [Ethics approval: UTS HREC 2013000308].
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4.7 Summary

This chapter provided a justification of the research design, which was a non-
experimental quantitative correlational design. The survey instrument used for this
study was described then the data collection procedure was explained. A description
of the data analysis used in the study was also presented. The statistical analysis
using structural equation modelling (SEM) and the moderating relationship using

product indicator approach to test the hypotheses was presented.

A Partial Least Square (PLS-SEM) approach using SmartPLS 3.0 software was
found to be an appropriate approach because it allows both reflective and formative
constructs to be examined together. To compare the research model across two
groups, a multi-group PLS analysis method by (Chin, 2004b) was selected, which is

also considered appropriate for this study.
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CHAPTER 5 : RESULTS

This chapter presents the results of the study along with several summarised tables
and figures that describe and support its findings. This chapter also contains
descriptive statistics, assessments of the measurement model’s validity, such as
confirmatory factor analysis (reliability and validity of measures), and assessments

of the structural model’s validity for hypothesis testing.

5.1 Descriptive Statistics

5.1.1 Descriptive Analysis of Demographic Variables

The demographic variables considered in this study are gender, age, education,
religious affiliation, Internet experience, online shopping experience and preferred
mode of payment. The gender distribution of participants from Australia and
Pakistan sample are shown in Table 5.1 and Figure 5.1. There were 59% male and
41% female respondents in the Australian sample compared to 65% male and 35%

female in the Pakistani sample.

Table 5.1: Gender Distribution
Country
AUS PAK Total
Gender Male 150 175 325
Female 105 95 200
Total 255 270 525
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Figure 5.1: Gender Distribution

The age distribution is shown in Table 5.2 and Figure 5.2. Out of 255 respondents in
the Australian sample, the age group 18-25 years was most represented (49%)
followed by 26-35 years (29%), and 36-45 years (21%) and older than 45 years (1%).
Out of the 270 respondents in the Pakistani sample, the age group 18-25 years (72%)
was the most represented, followed by 26-35 years (24%), 36-45 years (3%) and

older than 45 years (1%).

Table 5.2: Respondents’ Age Group
Years Country Total
AUS PAK
Age 18-25 124 194 318
26-35 74 65 139
36-45 53 9 62
Above 45 4 2 6
Total 255 270 525
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Figure 5.2: Respondents’ Age Distribution

The level of education of participants is shown in Table 5.3 and Figure 5.3. In the
Australian sample, participants with a bachelor’s degree (73%) had the highest
representation followed by master’s degree (22%) and PhD (5%). In the Pakistani

sample, bachelor’s degree (85%) had the highest representation followed by master’s

degree (12%) and PhD (3%).

Table 5.3: Participants’ Education

Country Total
AUS PAK
Education Bachelor’s degree 185 230 415
Master’s degree 55 33 88
PhD 15 7 22
Total 255 270 525
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Figure 5.3: Participants’ Education

Participants were also distributed across religious affiliation, as shown in Table 5.4
and Figure 5.4. 94% participants were Muslims in the Pakistani sample, while 82%

were Christians in the Australian sample.

Table 5.4: Participants’ Religious Affiliation
Country Total
AUS PAK
Religion Muslim 20 255 275
Christian 210 8 218
Other 15 5 20
Prefer not to answer 10 2 12
Total 255 270 525
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Figure 5.4: Participants’ Religious Affiliation

Concerning the Internet experience of participants, as shown in Table 5.5 and Figure
5.5, in the Australian sample 83% of participants have Internet experience of 7 or

more years or compared to 73% in the Pakistani sample.

Table 5.5: Internet experience
Number of years Country Total
AUS PAK
Internet 1-3 5 8 13
experience 4-6 40 65 105
Above 7 210 197 407
Total 255 270 525
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Figure 5.5: Participants’ Internet Experience
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Table 5.6 and Figure 5.6 show the online purchasing experience of participants. In
the Australian sample, participants with 1-3 years of online purchasing experience
had the highest representation (43%) followed by 4-6 years (18%) and 6-12 months
(15%), less than 6 months (12%) and 7 years or above (12%). In the Pakistani
sample, participants with 1-3 years of online purchasing experience had the highest
representation (36%) followed by 6-12 months (29%) and less than 6 months (15%),

4-6 years (13%) and 7 years or above (7%).

Table 5.6: Online purchasing experience
Country Total
AUS PAK
Online Less than 6 31 40 71
shopping months
experience 6-12 months 39 79 118
1-3 years 110 98 208
4-6 years 46 36 82
7 years or more 29 17 46
Total 255 270 525
120 43%
100 3670
5 29%
g 80
=]
o
]
P60 AUS
° 110 PAK 18% “ AUS
2w 15% 15%PAK 13%
g T12% 12% uPAK
7%
“ s PAK AU AUS PAK ’
0 - 39 1 ii"AUs PAK
0 J
Less than 6 6-12 months 1-3 years 4-6 years 7 years or
months more
Online Purchasing Experience

Figure 5.6: Participants’ Online Shopping Experience
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Concerning the preferred mode of payment, as shown in Table 5.7 and Figure 5.7,
for participants in the Australian sample, credit card was the most preferred mode of
payment (32%) followed by PayPal (27%), debit card (22%), other modes of
payment (11%) and cash on delivery (8%). In the Pakistani sample, cash on delivery
was the most preferred mode of payment (57%) followed by other modes of payment
(23%), debit card (15%) and credit card (5%). PayPal was not an option as it is not

available in Pakistan.

Table 5.7: Preferred mode of payment
Country Total
AUS PAK
Preferred mode Credit card 81 15
of payment Debit card 55 40
PayPal 70 0
Cash on
, 20 155
delivery
Other 29 60
Total 255 270 525
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Figure 5.7: Preferred Mode of Payment
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5.1.2 Descriptive and Missing Data Analysis of Latent Variables

Before the PLS-SEM procedure was conducted, the survey data was screened for
missing data using missing value analysis in SPSS. Missing data arises when
respondents do not respond to a survey question or when there are omissions in the
data collected. The output of the missing value analysis in Tables 5.8 and 5.9
indicated that out of the 255 survey responses in Australian sample and 270 survey
responses in the Pakistani sample, there were no missing values. This was probably
due to the fact that all questions were designed to require a response, so incomplete

surveys were not submitted.

The descriptive statistics for each of the latent variables were also analysed by
calculating their means and standard deviation on a 7-point Likert scale. In order to
get the mean and standard deviation of each latent variable, the equally weighted
average of the item scores within each factor were calculated. For example, the score

for the uncertainty avoidance dimension was calculated as:

Score(Uncertainty Avoidance)

= [Score(UA1) + Score(UA2) + Score(UA3)] / 3

Tables 5.8 (Australian sample) and 5.9 (Pakistani sample) show the means and
standard deviations. The calculated mean value illustrates that participants from
Australia are higher in individualism (mean = 2.63) than the participants from
Pakistan (mean=2.51). However, uncertainty avoidance is higher for the
participants in the Pakistani sample (mean = 2.68) than the participants in the
Australian sample (mean = 2.51). Participants from Australia reported stronger

preference for security features (mean = 3.56) than participants from Pakistan (mean
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= 3.47), although privacy concerns were a bit higher for participants from Pakistan
(mean = 3.49) than participants from Australia (mean = 3.39). Concerning the
perception of the website’s accessibility, the Pakistani sample shows (mean = 4.25),
while the Australian sample shows (mean = 5.26), which means Australian sample
found the website more accessible. Regarding the visual appearance, for example the
colour and product images, participants from Pakistan pay more attention to website
colour (mean = 2.32) than participants from Australia (mean = 2.2), while product
images are more important to participants from Australia (mean = 2.61) than
participants from Pakistan (mean =2.57). The use of social networking services is
higher for the Pakistani sample (mean=3.30) than the Australian sample
(mean=3.10). Participants from Pakistan shows that the religion had a strong
influence towards online purchasing (mean = 5.41) compared to participants from

Australia (mean = 4.33).

Furthermore, the intensity of joy in B2C e-commerce websites is higher in the
Australian sample (mean = 2.72) than the Pakistani sample (mean = 2.63), while the
intensity of fear is higher in the Pakistani sample (mean = 2.62) than the Australian
sample (mean = 2.52). Participants from Pakistan show more cognitive-based trust
(mean = 2.57) than the participants from Australia (mean = 2.54). However, affect-
based trust is higher in participants from Australia (mean = 2.62) than participants
from Pakistan (mean = 2.55). Finally, participants from Australia reported greater

purchase intention (mean = 2.81) than participants from Pakistan (mean = 2.68).
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Table 5.8: Case Processing Summary (Australia)

Factors Descriptive analysis Missing value

N Mean SD N Percent
Individualism (IDV) 255 2.633 0.484 0 0.0%
Uncertainty avoidance (UA) 255 2.519 0.471 0 0.0%
Security (SEC) 255 3.565 0.456 0 0.0%
Privacy (PRV) 255 3.390 0.625 0 0.0%
Website accessibility (WA) 255 5.264 0.942 0 0.0%
Colour (COL) 255 2.299 0.461 0 0.0%
Image (IMG) 255 2.610 0.427 0 0.0%
Social networking services (SNS) 255 3.162 0.588 0 0.0%
Religiosity (REL) 255 4.337 0.623 0 0.0%
Joy (JOY) 255 2.728 0.549 0 0.0%
Fear (FEAR) 255 2.526 0.487 0 0.0%
Cognitive-based trust (CTR) 255 2.545 0.451 0 0.0%
Affect-based trust (ATR) 255 2.626 0.487 0 0.0%
Purchase intention (PINT) 255 2.811 0.436 0 0.0%

Table 5.9: Case Processing Summary (Pakistan)

Factors Descriptive analysis Missing value

N Mean SD N Percent
Individualism (IDV) 270 2.517 0.355 0 0.0%
Uncertainty avoidance (UA) 270 2.682 0.466 0 0.0%
Security (SEC) 270 3.474 0.702 0 0.0%
Privacy (PRV) 270 3.498 0.620 0 0.0%
Website accessibility (WA) 270 4.259 0.888 0 0.0%
Colour (COL) 270 2.320 0.506 0 0.0%
Image (IMG) 270 2.573 0.433 0 0.0%
Social networking services (SNS) 270 3.307 0.535 0 0.0%
Religiosity (REL) 270 5.414 0.728 0 0.0%
Joy (JOY) 270 2.639 0.432 0 0.0%
Fear (FEAR) 270 2.623 0.478 0 0.0%
Cognitive-based trust (CTR) 270 2.579 0.516 0 0.0%
Affect-based trust (ATR) 270 2.551 0.385 0 0.0%
Purchase Intention (PINT) 270 2.680 0.434 0 0.0%
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5.2 Measurement Model

The measurement model for validity and reliability of latent constructs was assessed.
As discussed in Chapter 4, a two-step SEM analysis was carried out, which includes
confirmatory factor analysis and model fit to ensure the quality of proposed model

before assessing the structural model.

5.2.1 Confirmatory Factor Analysis

As discussed in Chapter 4, convergent and discriminant validity along with the
reliability coefficients are important parts of the confirmatory factor analysis (CFA).
To demonstrate the reliability of the instrument for reflective constructs, the loadings
of individual items for each construct exceeded 0.7 values and were significant
(p value <0.05). Cronbach’s alpha (CA) and the composite reliability (CR)

coefficients exceeded an acceptable measure 0.7 for CA and CR.

The purpose of discriminant validity assesses whether a construct is different from
all other constructs. Convergent validity is assessed using average variance extracted
(AVE) and the composite reliability (CR). Convergent validity is established if the
CR value is more than the AVE and all of the AVE are greater than 0.50 (Hair et al.,
2006). The results show that all of the CR are greater than their corresponding AVE
and all the AVE meet the required minimum of 0.50, thereby establishing convergent
validity. Discriminant validity assesses whether a variable is different from all other
constructs. The square root of individual AVE should be more than any correlation
between the latent variables. The results show the square root of the AVE for each
individual construct is greater than the correlations with all other constructs. This

demonstrates the discriminant validity of all the constructs in the study.

111



For reflective indicators (social networking services and religiosity), the validity of
constructs using outer weights was significant (p value < 0.05). In addition to this, to
determine reliability for formative indicators, the variance inflation factor (VIF)
value was less than 5, which means there is no multicollinearity in the formative
constructs.

The following section shows that the reliability and validity assessment of all

constructs are above the threshold values.

5.2.2 Model Fit

As discussed in Chapter 4, for the global validation of the models, a model fit was
evaluated using Goodness of Fit (GoF) in line with the effect size of R? and using
GOFsmal = 0.1, GOFmedium = 0.25 and GoFlaree = 0.36 as the baseline values for
validating the PLS model globally. A GoF value of 0.554 was obtained for the
Australian sample and 0.405 for the Pakistani sample, which exceeds the baseline
value of 0.36 for large effect sizes of R? and allows for the conclusion that the model

is acceptable and fit.

5.3 Structural Model Testing

Following the acceptable measurement model, the structural model was analysed to
address the hypotheses and answer the research questions proposed in the study. The
following sections explain the measurement and structural model for latent variables

to answer the research questions and address the hypotheses.

5.3.1 Moderating Variables (IDV and UA)

Concerning the reliability and validity of the moderating constructs, individualism

(IDV) and uncertainty avoidance (UA), items loadings, average variance extracted,
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composite reliability and Cronbach’s alpha is presented in Tables 5.10 and 5.11 for
both the Pakistani and Australian samples. The number of items of moderating
variables is IDV = 3 and UA = 3. The results show that all moderating latent

variables studied are above the suggested threshold.

Table 5.10: Factors Loading (IDV and UA)

Australia Pakistan
Item <- Factor Items loading | P values Items loading P values
IDV1 <-IDV 0.730 0.000%*** 0.977 0.000%***
IDV2 <-IDV 0.934 0.000%*** 0.987 0.000%***
IDV3 <-IDV 0.912 0.000%*** 0.988 0.000%***
UA1 <-UA 0.922 0.000%*** 0.964 0.000%***
UA2 <-UA 0.873 0.000%*** 0.944 0.000%***
UA3 <- UA 0.941 0.000%*** 0.906 0.000%***
Notes:
*  *Significant at 0.05 level, ** Significant at 0.01 level, *** Significant at 0.001 level;
»  UA: Uncertainty avoidance, IDV: Individualism-collectivism

Table 5.11: Reliability and Discriminant Validity of Moderating Constructs

Confirmatory factor analysis Australia Pakistan
(CFA)

UA IDV UA IDV
Average variance extracted (AVE) 0.732 0.719 0.881 0.731
Composite reliability (CR) 0.835 0.830 0.957 0.889
Cronbach’s alpha 0.763 0.725 0.935 0.814
Notes: UA: Uncertainty avoidance, IDV: Individualism-collectivism

5.3.2 Security and Privacy

As discussed in Section 5.1, the reliability and validity of constructs, security and
privacy items loadings and average variance extracted (AVE), composite reliability
(CR), Cronbach’s alpha and correlation among construct is presented in Tables 5.12
and 5.13 for the Pakistani and Australian samples. The number of items for latent
variables is (privacy = 4, security = 3). The results show that all latent variable items
are above the suggested threshold of 0.70 and significant at p < 0.001 for both the

Pakistani and Australian sample.
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Table 5.12: Factors Loading (Security and Privacy)

Australia Pakistan
Item <- Factor Items P values Items loading | P values
loading
PRV1 <- PRIVACY 0.838 0.000%** 0.947 0.000%**
PRV2 <- PRIVACY 0.937 0.000%** 0.937 0.000%**
PRV3 <- PRIVACY 0914 0.000%** 0.951 0.000%**
PRV4 <- PRIVACY 0.921 0.000%** 0.943 0.000%**
SEC1 <- SECURITY 0.830 0.018%* 0.787 0.001%**
SEC2 <- SECURITY 0.878 0.001 *** 0.888 0.000%**
SEC3 <- SECURITY 0.751 0.010%* 0.984 0.000%**
*Significant at 0.05 level, ** Significant at 0.01 level, *** Significant at 0.001 level;

Table 5.13: Correlation, Reliability and Discriminant Validity of Constructs for H1-

H2

Australian sample

AVE CR Calpha | CTrust Privacy Security | UA
CTrust 0.790 0.896 0.833 0.889
Privacy 0.893 0.971 0.960 0.588 0.944
Security | 0.792 0.919 0.890 -0.038 -0.016 0.899
UA 0.732 0.835 0.763 0.057 -0.010 0.020 0.855
Pakistani sample

AVE CR Calpha | CTrust Privacy Security | UA
CTrust 0.770 0.930 0.899 0.877
Privacy 0.815 0.946 0.942 0.060 0.902
Security | 0.892 0.861 0.932 -0.045 0.023 0.944
UA 0.881 0.957 0.935 -0.046 0.170 -0.027 0.939
Notes:
*  AVE: Average variance extracted, CR: Composite reliability, Calpha: Cronbach’s alpha
*  CTrust: Cognitive-based trust, UA: Uncertainty avoidance
*  Diagonal elements are the square root of AVE

Research question la asked if the individual culture value of uncertainty avoidance
(UA) influences the relationship between cognitive factors (security and privacy) and
cognitive-based trust towards purchasing intention in B2C e-commerce across

cultures. The question was addressed in the following hypotheses.

Hypothesis 1 (H1) postulates that the relationship between privacy and cognitive-
based trust is moderated by the individual-level cultural value of UA such that the
relationship is stronger for individuals in a low UA society (Australia) than in a high

UA society (Pakistan). The differences in coefficients of the corresponding structural
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paths for the two models are compared and shown in Figures 5.8 and 5.9. In the
Australian sample, the interaction effect of uncertainty avoidance (UA) * privacy is
stronger on consumers’ cognitive-based trust with path coefficients of 0.122,
compared to -0.162 for the Pakistani sample. For the structural model results in
Table 5.14, the t-test depicts that, consistent with hypothesis 1, the relationship is

significant (t-test 2.966, p < 0.05). Thus, hypothesis H1 is supported.

Hypothesis 2 (H2) postulates that the relationship between security and cognitive-
based trust is moderated by the individual-level cultural value of UA such that the
relationship is stronger for individuals in a high UA society (Pakistan) than in a low
UA society (Australia). Comparing differences in coefficients of the corresponding
structural paths for the two models, as shown in Figures 5.8 and 5.9, the interaction
effects of uncertainty avoidance (UA) * security on cognitive-based trust is stronger
for Pakistan with path coefficients of 2.99 compared to Australia with 0.033. For the
structural model results in Table 5.14, the t-test depicts that, consistent with H2, the

relationship is significant (t-test 2.899, p < 0.05). Thus, hypothesis H2 is supported.

Table 5.14: Results for H1 and H2

Australia Pakistan
Path Mean SD Mean | SD Mean T P values
difference | statistics

H1 | UA * Privacy -> | 0.128 0.064 | -0.175 | 0.079 | -0.162 2.966 0.003*
CTrust

H2 | UA * Security -> | 0.033 0.053 | 0.299 0.074 | 0.041 2.899 0.004*
CTrust
Privacy -> CTrust | 0.526 0.077 | 0.020 0.072 | 0.454 4814 0.000%**
Security -> -0.045 | 0.056 | -0.026 | 0.072 | -0.071 0.207 0.836
CTrust

Notes:

* SD: Standard deviation, CTrust: Cognitive-based trust, UA: Uncertainty avoidance;
*  Significant at 0.05 level **, Significant at 0.01 level, *** Significant at 0.001 level;
* T>196atp<0.05T>2576atp<0.01, T>3.29 at p <0.001 for two-tailed tests
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Figure 5.9: H1-H2 Structural Model Result (Pakistani sample)

5.3.3 Web Design

The item loadings, average variance extracted (AVE), composite reliability (CR),
Cronbach’s alpha and correlation among constructs are presented in Tables 5.15 and
5.16 for the Pakistani and Australian samples. The numbers of items of latent
variables (colour = 3, image = 3, website accessibility = 6 and social networking
services = 4) are assessed. The results show that all latent variable items are above
the suggested threshold of 0.70 and significant at p < 0.001 for both samples. The
social networking services latent variable is a formative construct, so reliability and
validity in terms of items weight and variance inflation factor (VIF) are presented in
Table 5.16. The VIF is less than the suggested threshold value of 5 for both the

Pakistani and Australian sample.
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Table 5.15: Item Loadings (WA, Colour, Image)

Item <- Factor Pakistan Australia
Loadings P values Loadings P values
COL1 <- Colour 0.887 0.000%** 0.732 0.000%**
COL2 <- Colour 0.812 0.000%*** 0.559 0.020*
COL3 <- Colour 0.839 0.000%** 0.959 0.000%**
IMGI1 <- Image 0.866 0.000%** 0.873 0.000%**
IMG2 <- Image 0.800 0.000%** 0.739 0.000%**
IMG3 <- Image 0.894 0.000%** 0.878 0.000%**
WAI1 <- WebAccess 0.779 0.000%** 0.907 0.000%**
WA2 <- WebAccess 0.899 0.000%** 0.950 0.000%***
WA3 <- WebAccess 0.909 0.000%** 0.976 0.000%**
WA4 <- WebAccess 0.861 0.000%** 0.975 0.000%**
WAS <- WebAccess 0.932 0.000%** 0.974 0.000%**
WAG6 <- WebAccess 0.877 0.000%** 0.910 0.000%**
*Significant at 0.05 level, ** Significant at 0.01 level, *** Significant at 0.001 level
Table 5.16: Item Weights (SNS)

Item->Factor | Pakistan Australia

Weights VIF P values | Weights | VIF P values
SN1 -> SNS 0.745 1.474 0.000 0.585 1.390 0.004
SN2 -> SNS 0.170 1.494 0.005 0.127 1.485 0.005
SN3 -> SNS 0.524 1.487 0.000 0.484 1.436 0.005
SN4 -> SNS 0.621 1.502 0.000 0.407 1.537 0.002

Notes: SNS: Social networking services;
VIF: Variance inflation factor < 5.
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Table 5.17. Reliability, Correlation, and Discriminant Validity of Constructs for H3-
H10

Australian sample

Factor | AVE | CR Calpha | ATrust | CTrust | COL | IDV IMG | SNS | UA WA
ATrust | 0.825 | 0.934 0.893 0.908

CTrust | 0.790 | 0.896 0.833 0.161 0.889

COL 0.743 | 0.896 0.838 0.184 -0.076 | 0.862

IDV 0.719 | 0.830 0.725 -0.100 | -0.105 | 0.105 | 0.848

IMG 0.776 | 0.862 0.769 0.176 -0.064 | -0.10 | 0.023 | 0.881

SNS NA NA NA 0.141 0.047 | 0.078 | -0.08 | -0.11 1

UA 0.732 | 0.835 0.763 0.151 0.057 | 0.130 | -0.12 | -0.02 | 0.022 | 0.855
WA 0.921 | 0.986 0.983 0.707 0.017 | 0.109 | 0.007 | 0.075 | 0.209 | 0.061 | 0.95
Pakistani sample

Factor | AVE | CR Calpha | ATrust | CTrust | COL | IDV IMG | SNS | UA WA
ATrust | 0.804 | 0.924 0.881 0.897

CTrust | 0.770 | 0.930 0.899 -0.008 0.877

COL 0.705 | 0.877 0.792 -0.208 0.017 | 0.839

IDV 0.731 | 0.889 0.814 -0.002 0.133 | 0.063 | 0.855

IMG 0.804 | 0.925 0.879 0.011 -0.128 | 0.089 | 0.021 | 0.897

SNS NA NA NA -0.138 0.199 | 0.273 | -0.00 | -0.05 1

UA 0.881 | 0.957 0.935 -0.111 | -0.046 | -0.06 | -0.04 | 0.380 | -0.06 | 0.939
WA 0.725 | 0.940 0.930 -0.079 0.116 | 0.208 | -0.09 | -0.05 | 0.177 | -0.20 | 0.85

Notes:
*  AVE: Average variance extracted, CR: Composite reliability, CAlpha: Cronbach’s alpha

Social networking services, UA: Uncertainty avoidance, WA: Web accessibility
*  Diagonal elements are the square root of AVE

*  ATrust: Affect-based trust, CTrust: Cognitive-based trust, COL: Colour, IMG: Image, IDV: Individualism, SNS:

Research question 1b asked if the individual cultural values of individualism (IDV)
and uncertainty avoidance (UA) influence the relationship between B2C website
design factors and cognitive and affect-based online interpersonal trust on purchasing
intention in B2C e-commerce across cultures. The question was addressed in the

following hypotheses.

Hypothesis 3 (H3) postulates that the relationship between website accessibility and
cognitive-based trust is moderated by the individual-level cultural value of UA such
that the relationship is stronger for individuals in a high UA society (Pakistan) than

in a low UA society (Australia).
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Comparing differences in the coefficients of the corresponding structural paths for
the two models, as shown in Figures 5.10 and 5.11, in the Pakistani sample the
interaction effects of uncertainty avoidance (UA) * website accessibility is
significant on consumer’s cognitive-based trust with path coefficients of 0.065
compared to the Australian sample’s -0.229. For the structural model results shown
in Table 5.18, the t-test depicts that consistent with H3, the relationship is significant

(t-test 1.955, p < 0.05). Thus, hypothesis H3 is supported.

Hypothesis 4 (H4) postulates that the relationship between web accessibility and
affect-based trust is moderated by the individual-level cultural value of UA such that
the relationship is stronger for individuals in a low UA society (Australia) than in a
high UA society (Pakistan). Although, t-tests depict the mean differences between
the two cultural data sets (Table 5.18), the interaction effects of uncertainty
avoidance (UA) * website accessibility on affect-based trust is insignificant for
Australia with path coefficients of -0.085, compared to -0.021 for Pakistan. Thus,
hypothesis H4 is not supported. However, the path coefficient and t-value without
the moderating effect of UA showed that website accessibility has significant (t-test

4.897, p < 0.000) effect on affect-based trust in Australian sample.

Hypothesis 5 (HS5) postulates that the relationship between colour and cognitive-
based trust is moderated by the individual-level cultural value of IDV such that the
relationship is stronger for individuals in a collectivistic society (Pakistan) than in an
individualistic society (Australia). As depicted in Figure 5.10 and Figure 5.11, the
moderating effects of individualism (IDV) * colour is significant on cognitive-based
trust, with path coefficients of 0.124 for the Pakistani sample compared to the

Australian sample’s -0.120.
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As shown in the structural model results in Table 5.18, the t-test depicts that
consistent with HS, the relationship is significant (t-test 3.292, p < 0.001). Thus,

hypothesis HS is supported.

Hypothesis 6 (H6) postulates that the relationship between colour and affect-based
trust is moderated by the individual-level cultural value of IDV such that the
relationship is stronger for individuals in a collectivistic society (Pakistan) than in an
individualistic society (Australia). Comparing differences in coefficients of the
corresponding structural paths for the two models, as shown in Figures 5.10 and
5.11, the effects of individualism (IDV) * colour is insignificant on affect-based trust
with path coefficients of -0.165 for the Pakistani sample compared to the Australian
sample’s 0.061. As shown in the structural model results in Table 5.18, the t-test
depicts the relationship is insignificant (p >0.05). Thus, hypothesis H6 is not

supported.

Hypothesis 7 (H7) postulates that the relationship between image and cognitive-
based trust is moderated by the individual-level cultural value of IDV such that the
relationship is stronger for individuals in a collectivistic society (Pakistan) than in an
individualistic society (Australia). In the Pakistani sample (Figure 5.10) the
interaction effects of individualism (IDV) * image has significant impact on
consumer’s cognitive-based trust with path coefficients of 0.143, compared to the
Australian sample’s -0.222. As shown in the structural model results in Table 5.18,
the t-test depicts the relationship is insignificant (t-test 3.292, p < 0.001). Thus,

hypothesis H7 is supported.

Hypothesis 8 (H8) postulates that relationship between images and affect-based trust

is moderated by the individual-level cultural value of IDV such that the relationship
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is stronger for individuals in a collectivistic society (Pakistan) than in an
individualistic society (Australia). Comparing differences in coefficients of the
corresponding structural paths for the two models, as shown in Figures 5.10 and
5.11, in the Pakistani sample the interaction effects of individualism (IDV) * image
has significant impact on affect-based trust with path coefficients of 0.176, compared
to -0.190 for the Australian sample. As shown in the structural model results in Table
5.18, the t-test depicts the relationship is significant (t-test 3.186, p < 0.05). Thus,

hypothesis H8 is supported.

Hypothesis 9 (H9) postulates that the relationship between social networking
services and cognitive-based trust is moderated by the individual-level cultural value
of IDV such that the relationship is stronger for individuals in a collectivistic society
(Pakistan) than in an individualistic society (Australia). As depicted in Figures 5.10
and 5.11, the interaction effects of individualism (IDV) * social networking services
also has significant impact on consumers’ cognitive-based trust for the Pakistani
sample, with path coefficients of 0.065 compared to the Australian sample’s -0.249.
For the structural model results in Table 5.18, the t-test depicts that consistent with
H9, the relationship is significant (t-test 3.723, p < 0.001). Thus, hypothesis H9 is

supported.

Hypothesis 10 (H10) postulates that the relationship between social networking
services and affect-based trust is moderated by the individual-level cultural value of
IDV such that the relationship is stronger for individuals in a collectivistic society

(Pakistan) than in an individualistic society (Australia).

Comparing differences in coefficients of the corresponding structural paths for the

two models, as shown in Figures 5.10 and 5.11, the interaction effects of
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individualism (IDV) * social networking services has a significant impact on

consumer’s affect-based trust for the Pakistani sample, with path coefficients of

0.154 compared to the Australian sample’s -0.019. For the structural model results in

Table 5.18, the t-test depicts that consistent with H10, the relationship is significant

(t-test 4.189, p < 0.001). Thus, hypothesis H10 is supported.

Table 5.18: Hypotheses H3-H10 Testing Results

Path Australia Pakistan
Mean SD Mean | SD Mean t- p-value
difference statistics

WA -> Trust -0.021 0.079 | 0.069 | 0.098 -0.100 0.729 0.467
H3 WA * UA -> CTrust -0.198 0.097 | 0.068 | 0.090 -0.266 1.955 0.045*

WA -> ATrust 0.201 0.070 | -0.054 | 0.092 0.667 4.897 0.000
H4 WA * UA -> ATrust -0.149 0.101 | -0.124 | 0.118 -0.025 0.160 0.873

COL -> CTrust -0.035 0.081 | -0.052 | 0.077 0.017 0.153 0.879
HS COL * IDV -> CTrust -0.132 0.050 | 0.127 | 0.062 -0.259 3.292 0.001**

COL -> ATrust -0.132 0.092 | 0.065 | 0.157 -0.196 1.115 0.266
He6 COL * IDV -> ATrust 0.028 0.074 | -0.132 | 0.094 0.160 1.355 0.177

IMG -> CTrust -0.036 0.078 | -0.096 | 0.071 0.060 0.561 0.575
H7 IMG * IDV -> CTrust -0.022 0.224 | 0.151 | 0.050 -0.173 3.238 0.001**

IMG -> ATrust 0.155 0.049 | 0.050 | 0.096 0.105 1.000 0.315
H8 IMG * IDV -> ATrust -0.178 0.048 | 0.163 | 0.101 -0.341 3.186 0.002*

SNS -> CTrust 0.111 0.103 | 0.168 | 0.085 -0.057 0.424 0.672
H9 SNS * IDV -> CTrust 0.006 0.014 | 0.083 | 0.016 -0.077 3.723 0.000***

SNS -> ATrust -0.015 0.092 | 0.042 | 0.179 -0.164 1.456 0.087
H10 | SNS * IDV -> ATrust -0.131 0.051 | 0.722 | 0.058 -0.853 4.189 0.000***
Notes:

SD: Standard deviation, ATrust: Affect-based trust, CTrust: Cognitive-based trust, COL: Colour, IMG:
Image, IDV: Individualism, SNS: Social networking services, UA: Uncertainty avoidance, WA: Web
accessibility;

Significant at 0.05 level, ** Significant at 0.01 level, *** Significant at 0.001 level;

e T>196atp<0.05T>2576atp<0.01, T>3.29 at p <0.001 for two-tailed tests.

122




Cognitive-based

Web Accessibility = 0075 RZ]:I(;]Sltg ]
0.061 ) (R=0.196)
. 0.073
kK
Colour -
0.132
x 0.255
Hkok
0.111
* %k
Image 0.077
*
0.183 Affect-base

*

Social Networking : Trust
Services 0.093 =

Figure 5.10: H13-H10 Structural Model Result (Pakistani Sample)

Direct
Note: @ * Significant at 0.05 level, ** Significant at 0.01 level, *** Significant at 0.001 level

Cognitive-based
Trust
(R*=0.204)

Web Accessibility

Social Networking
Services

Figure 5.11: H13-H10 Structural Model Results (Australian Sample)

5.3.4 Religiosity

Religiosity is modeled as formative construct and the reliability and validity,
including the items’ weight and variance inflation factor (VIF) of the construct are
presented in Table 5.19 for both the Pakistani and Australian samples. The numbers
of items of latent variable (religiosity = 6) are assessed. The results show VIF is less

than the suggested threshold value of 5 for both samples.
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Table 5.19: Factor Weights (Religiosity)

Pakistan Australia

Item -> Factor Weights | VIF P values | Weights VIF P values
RE1 -> Religiosity | 0.064 2.661 | 0.817 -0.449 3.045 0.408
RE2 -> Religiosity | -0.275 3.092 | 0.396 0.632 3.307 0.099
RE3 -> Religiosity | 0.507 2.696 | 0.026 -0.116 2.766 0.721
RE4 -> Religiosity | 0.901 1.013 | 0.000 0.502 1.735 0.149
RES -> Religiosity | -0.043 1.010 | 0.795 0.430 1.032 0.024
REG6 -> Religiosity | -0.164 1.016 | 0.293 0.096 1.008 0.562
VIF: Variance inflation factor <5

Research question 1c asked if the individual cultural value of individualism (IDV)
influences the relationship between consumer behaviour (religiosity) and cognitive
and affect-based online interpersonal trust on purchasing intention in B2C e-

commerce across cultures. This is address in the following hypotheses.

Hypothesis 11 (H11) postulates that the relationship between religiosity and
cognitive-based trust is moderated by the individual-level cultural value of IDV such
that the relationship is stronger for individuals in a collectivistic society (Pakistan)
than in an individualistic society (Australia). As depicted in Figures 5.12 and 5.13,
the moderating effects of individualism (IDV) * religiosity has significant impact on
consumers’consumers’ cognitive and affect-based trust for the Pakistani sample with
path coefficients of 0.284 compared to the Australian sample’s -0.162. For the
structural model results in Table 5.20, the t-test depicts that consistent with H11, the
relationship is significant (t-test 2.899, p < 0.005). Thus, hypothesis HI11 is

supported.

Hypothesis 12 (H12) suggests that the relationship between religiosity and affect-
based trust is moderated by the individual-level cultural value of IDV such that the
relationship is stronger for individuals in a collectivistic society (Pakistan) than in an

individualistic society (Australia).
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Comparing the differences in Figures 5.12 and Figure 5.13, the moderating effects of
individualism (IDV) * religiosity has significant impact on consumers’ affect-based
trust for the Pakistani sample with path coefficients of 0.136 compared to the
Australian sample’s -0.033. For the structural model results shown in Table 5.20, the
t-test depicts that consistent with H12, the relationship is significant (t-test 2.115, p <
0.05). Thus, hypothesis H12 is supported.

Table 5.20: Hypotheses H11-H12 Testing Results

Path Pakistan Australia T P values
statistics

Sample SD Sample SD

mean (M) mean (M)
IDV * Religiosity | 0.278 0.134 -0.161 0.066 2.899 0.004*
-> CTrust
IDV* Religiosity | 0.261 0.111 -0.036 0.082 2.115 0.035*
-> ATrust
Religiosity -> 0.240 0.088 0.130 0.112 2.000 0.046*
ATrust
Religiosity -> 0.292 0.068 -0.213 0.146 3.534 0.000**
CTrust *
Notes:
*  SD: Standard Deviation, ATrust: Affect-based trust, CTrust: Cognitive-based trust, IDV:

Individualism

¢ Significant at 0.05 level ** Significant at 0.01 level *** Significant at 0.001 level
® T>196atp<0.05,T>2.576atp<0.01, T>3.29 at p <0.001 for two-tailed tests

Cognitive-based
Trust
(R?=0.196)

Religiosity

Affect-based
Trust
(R?=0.582)

Figure 5.12: Religiosity Structural Model Result (Australian Sample)

Direct
Note: m * Significant at 0.05 level ** Significant at 0.01 level *** Significant at 0.001 level
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Figure 5.13: Religiosity Structural Model Result (Pakistani Sample)

5.3.5 Emotions

Items loadings, average variance extracted (AVE), composite reliability (CR),
Cronbach’s alpha and correlation among constructs are presented in Tables 5.21 and
5.22 for the Pakistani and Australian samples. The numbers of items of latent
variables (joy = 3, fear = 3) are assessed. The results show that all latent variable

items are above the suggested threshold of 0.70 and significant at p < 0.001 for the

both samples.

Table 5.21: Item Loading (Fear and Joy)

Item <-Factor Pakistan Australia

Loading P values Loading P values
FEAR1 <- FEAR 0.938 0.002* 0.978 0.0007%**
FEAR2 <- FEAR 0.908 0.003* 0.963 0.0007%**
FEAR3 <- FEAR 0.922 0.002* 0.920 0.0007%**
JOY1 <-JOY 0.782 0.029* 0.742 0.012%*
JOY2 <-JOY 0.797 0.045%* 0.827 0.0027%*
JOY3 <-JOY 0.708 0.050* 0.922 0.005%*

* Significant at 0.05 level, ** Significant at 0.01 level, *** Significant at 0.001 level
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Table 5.22: Reliability, Correlation, and Discriminant Validity of Constructs for

H13-H14
Pakistani Sample
Factors AVE | CR CAlpha | ATrust | FEAR | JOY UA
ATrust 0.804 | 0.924 0.881 0.897
FEAR 0.897 | 0.963 0.944 -0.043 | 0.947
JOY 0.749 | 0.899 0.839 0.203 -0.167 | 0.865
UA 0.881 | 0.957 0.935 -0.111 -0.058 | 0.147 0.939
Australian Sample
Factors AVE | CR CAlpha | ATrust | FEAR | JOY UA
ATrust 0.825 | 0.934 0.893 0.908
FEAR 0.727 | 0.867 0.786 0.206 0.852
JOY 0.711 | 0.880 0.797 -0.229 | 0.129 0.843
UA 0.732 | 0.835 0.763 0.151 0.339 -0.04 0.855

Research question 1d asked if the individual cultural value of uncertainty avoidance
(UA) influences the relationship between emotions (joy and fear) and affect-based
trust on purchasing intention in B2C e-commerce across cultures. This is addressed

in the following hypotheses.

Hypothesis 13 (H13) postulated that the relationship between initial joy and affect-
based trust is moderated by the individual-level cultural value of UA such that the
relationship is stronger for individuals in a high UA society (Pakistan) than in a low
UA society (Australia). Comparing the differences shown in Figures 5.14 and 5.15,
the moderating effects of uncertainty avoidance (UA) * joy has significant impact on
consumers’ affect-based trust for the Pakistani sample with path coefficients of 0.300
compared to the Australian sample’s 0.096. For the structural model results shown in
Table 5.23, the t-test depicts that consistent with H13, the relationship is significant

(t-test 2.07, p < 0.05). Thus, hypothesis H13 is supported.

Hypothesis 14 (H14) postulated that the relationship between initial fear and affect-
based trust is moderated by the individual-level cultural value of UA such that the
relationship is stronger for individuals in a high UA society (Pakistan) than in a low

UA society (Australia).
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Comparing the differences in Figures 5.14 and 5.15, the moderating effects of
uncertainty avoidance (UA) * fear has significant impact on consumers’ affect-based
trust for the Pakistani sample with path coefficients of 0.150 compared to the
Australian sample’s -0.03. However, as shown in the structural model results in
Table 5.23, the t-test depicts that the relationship is insignificant (t-test 0.723,
p>0.005). Thus, hypothesis H14 is not supported, although comparing the

difference the direct effect of fear on affect-based trust is significant (p < 0.05).

Table 5.23: Hypotheses H13-H14 Testing Results

Pakistan Australia
Path Mean | SD Mean | SD Mean T p-
difference | statistics | value
JOY -> ATrust 0.250 0.08 -0.212 | 0.063 | 0.462 4328 0.000*
8 kk
H13 | JOY * UA -> 0.298 0.07 | -0.206 | 0.131 | 0.504 2.07 0.039*
ATrust 0 *
FEAR -> ATrust 0.298 0.06 -0.007 | 0.077 | 0.305 2.955 0.003*
8 *
H14 | FEAR * UA -> -0.053 | 0.09 | -0.169 | 0.130 | 0.116 0.723 0.47
ATrust 1

Notes:

¢  SD: Standard deviation, ATrust: Affect-based trust, UA: Uncertainty avoidance;

*  Significant at 0.05 level, ** Significant at 0.01 level, *** Significant at 0.001 level,
* T>196atp<0.05,T>2.576atp<0.01, T>3.29 at p <0.001 for two-tailed tests

Joy Affect-based Trust

(R2=0.153)

Fear

Figure 5.14: Structural Model Result (Pakistani Sample)

Direct
Notes: @ * Significant at 0.05 level ** Significant at 0.01 level *** Significant at 0.001 level

Joy Affect-based Trust

R*=05%)

Fear

Figure 5.15: Structural Model Result (Australian Sample)
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5.3.6 iTrust (Cognitive, Affect-based) and Purchase Intention

Items loadings, average variance extracted (AVE), composite reliability (CR),
Cronbach’s alpha and correlation among constructs are presented in Tables 5.24 and
5.25 for the Pakistani and Australian samples. The numbers of items of latent
variables (cognitive-based trust = 3, affect-based trust = 3 and purchase

intention = 3) are assessed. The results show that all latent variable items are above

the suggested threshold of 0.70 and significant at p < 0.001 for both samples.

Table 5.24: Item Loading (Cognitive and Affect-based Trust, Purchase Intention)

Item <- Factor Pakistan Australia

Loadings P values Loadings P values
ATRI1 <- ATrust 0.934 0.000%** 0.919 0.000%**
ATR2 <- ATrust 0.935 0.000%** 0.940 0.000%**
ATR3 <- ATrust 0.850 0.000%** 0.873 0.000%**
CTRI1 <- CTrust 0.923 0.000%** 0.845 0.000%**
CTR2 <- CTrust 0.942 0.000%** 0.880 0.000%**
CTR3 <- CTrust 0.948 0.000%** 0.873 0.000%**
PINT1 <- PINT 0.899 0.000%** 0.950 0.000%**
PINT2 <- PINT 0.909 0.000%** 0.976 0.000%**
PINT3 <- PINT 0.861 0.000%** 0.975 0.000%**
Notes: ATrust: Affect-based trust, CTrust: Cognitive-based trust, PINT: Purchase intention,
*  Significant at 0.05 level, ** Significant at 0.01 level, *** Significant at 0.001 level

Table 5.25: Reliability, Correlation, and Discriminant Validity of Constructs for

HI15-H17

Australia

AVE | CR C-Alpha | ATrust | CTrust PINT UA
ATrust 0.825 | 0.934 0.893 0.908
CTrust 0.790 | 0.896 0.833 0.161 0.889
PINT 0.877 | 0.955 0.930 0.684 0.070 0.936
UA 0.732 | 0.835 0.763 0.151 0.057 0.140 0.855
Pakistan

AVE | CR C Alpha | ATrust | CTrust PINT UA
ATrust 0.804 | 0.924 0.881 0.897
CTrust 0.770 | 0.930 0.899 -0.008 0.877
PINT 0.768 | 0.908 0.847 -0.153 0.147 0.876
UA 0.881 | 0.957 0.935 -0.111 -0.046 0.181 0.939
Notes:
*  AVE: Average variance extracted, CR: Composite reliability, C Alpha: Cronbach’s alpha
*  ATrust: Affect-based trust, CTrust: Cognitive-based trust, PINT: Purchase intention, UA:

Uncertainty avoidance

*  Diagonal elements are the square root of AVE
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Research question le asked if the individual cultural value of uncertainty avoidance
(UA) influences the relationship between cognitive and affect-based iTrust and
purchasing intention in B2C e-commerce across cultures. This is addressed in the

following hypotheses.

Hypothesis 15 (H15) postulated that cognitive-based trust has a stronger influence
than affect-based trust in a B2C e-commerce context in Pakistan than it does in
Australia. Looking at the differences in Figures 5.16 and 5.17, the effect of
cognitive-based trust on consumer affect-based trust for the Pakistani sample is
significant with path coefficients of 0.255 compared to 0.138 for the Australian
sample. For the structural model results in Table 5.26, the t-test results are consistent
with 15 and the relationship is significant (t-test 1.977, p < 0.05). Thus, H15 is

supported.

Hypothesis 16 (H16) postulated that the relationship between cognitive-based trust
and purchase intention is moderated by the individual-level cultural value of UA
such that the relationship is stronger for individuals in a low UA society (Australia)
than in a high UA society (Pakistan). Comparing the differences in Figures 5.16 and
5.17, the moderating effects of uncertainty avoidance (UA) * cognitive-based trust
has a significant impact on purchase intention for the Australian sample with path
coefficients of 0.136 compared to the Pakistani sample’s 0.106. For the structural
model results in Table 5.26, the t-test depicts that the relationship is significant (t-test

2.434, p <0.05). Thus, hypothesis H16 is supported.

Hypothesis 17 (H17) postulated that the relationship between affect-based trust and
purchase intention is moderated by individual-level cultural value of UA such that

the relationship is stronger for individuals in a low UA society (Australia) than in a
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high UA society (Pakistan). Comparing the differences in Figures 5.16 and 5.17, the
moderating effects of uncertainty avoidance (UA) * affect-based trust has significant
impact on purchase intention for the Australian sample with path coefficients of
0.060 compared to the Pakistani sample’s -0.173. As shown in the structural model
results in Table 5.26, the t-test depicts that the relationship is significant (t-test 2.310,

p <0.05). Thus, hypothesis H17 is supported.

Table 5.26: Hypothesis H15- H17 Testing Results

Path Australia Pakistan
Mean SD Mean | SD Mean T p-value
difference statistics
H15 CTrust -> ATrust -0.075 0.078 0.122 0.072 -0.197 1.977 0.049%**
CTrust -> PINT 0.134 0.079 0.026 0.056 0.108 1.091 0.276
H16 CTrust * UA -> -0.169 0.086 0.160 0.107 -0.329 2.434 0.016**
PINT
ATrust -> PINT 0.005 0.060 0.042 0.179 -0.036 0.202 0.840
H17 | ATrust * UA > 0.096 0.059 | -0.14 0.088 0.239 2.310 0.022%**
PINT

Notes:

. SD: Standard deviation, ATrust: Affect-based trust, CTrust: Cognitive-based trust, PINT: Purchase intention,
UA: Uncertainty avoidance,

. *Significant at the 0.001 level, **significant at the 0.01 level, ***significant at the 0.05 level
. T>1.96atp<0.05T>2.576atp<0.01, T>3.29 at p <0.001 for two-tailed tests

Cognitive-based
Trust
(R?=0.196)

urchase
Intention
2

{' 04

Affect-based
Trust
(R’=0582)

Figure 5.16: Trust and Purchase Intention Structural Model Result (Australia
Sample)

Direct
Notes: m * Significant at 0.05 level ** Significant at 0.01 level *** Significant at 0.001 level
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Cognitive-based
Trust
(R?=0.204)

Purchase
Intention
R2=0.259

Affect-based
Trust
(R’=0153)

Figure 5.17: Trust and Purchase Intention Structural Model Result (Pakistan Sample)

Variance in consumers’ cognitive-based trust for the Pakistani sample (R?=0.204) is
higher than Australian sample (R>=0.196) while affect-based trust (R?>=0.582) for the
Australian sample is higher than the Pakistani sample (R>=0.153). However, the
Australian sample indicates (R?>=0.394) variance in consumers’ purchase intention

and the Pakistani sample shows (R*=0.259) variance in consumers’ purchase

intention.
Table 5.27: R? Trust and Purchase Intention
Pakistan Australia
R? R?
CTrust 0.204 0.196
ATrust 0.153 0.582
PINT 0.259 0.394

5.4 Multi-Perspective iTrust Model

The moderating effects in the whole proposed model are shown in Figure 5.18 and
Table 5.28. As discussed above, comparing differences in coefficients of the
corresponding structural path across the two groups (Australia and Pakistan), the
moderating effect of UA * privacy (t=2.96, p <0.01), UA * security (t=2.89, p
<0.01), UA * website accessibility (t=1.95, p <0.05), IDV * colour (t=3.29,

p<0.01), IDV *image (t=3.23, p <0.01), IDV * social networking services
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(t=3.72, p<0.001) and IDV * religiosity (t=2.89, p <0.05) are found to have a
significant impact on cognitive-based trust. Furthermore, the moderating effect of
IDV * image (t=3.18, p<0.01), IDV * social networking services (t=4.18, p
<0.001), IDV * religiosity (t=2.11, p <0.01) and UA * joy (t=2.07, p <0.05) has
a significant impact on affect-based trust. However, the impact is not significant on
the relationship between UA * website accessibility (t=0.16, p > 0.05),
IDV * colour (t=1.355, p >0.05) and UA * fear (t=0.723, p >0.05) and affect-

based trust.

In addition, cognitive-based trust has a stronger influence on affect-based trust in the
Pakistani sample than in the Australian sample (t=1.97, p <0.05), while the
relationship between UA * cognitive-based trust and purchase intention (t=0.723,
p>0.05) and the relationship between UA * affect-based trust and purchase
intention (t=0.723, p >0.05) is significant. However, variance in consumers’
cognitive-based trust is 20% and affect-based trust is 15% in the Pakistani sample
compare to the Australian sample’s 19% and 58% respectively. The whole empirical
model predicted 39% of the variance in intention to use an e-commerce website in

Australia and 25.9% in Pakistan.
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Significant at 0.01 level, *** Significant at 0.001 level

Figure 5.18: Multi-Perspective iTrust Model

Table 5.28 summarises the results of the moderating effects in the whole structural

model.
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Table 5.28: Hypothesis (H1-H17) Testing Results

Path Pakistan | Australia

Path Path Mean T p-value Supported

coefficient | coefficient | difference | value ?

(Mean) (Mean)
H1 | PRV * UA -> CTrust -0.175 0.128 -0.162 2.966 0.003* Yes
H2 | SEC * UA -> CTrust 0.299 0.033 0.041 2.899 0.004* Yes
H3 | WA * UA -> CTrust -0.198 0.068 -0.266 1.955 0.045%* Yes
H4 | WA * UA -> ATrust -0.149 -0.124 -0.025 0.160 0.873 No
HS5 | COL * IDV -> CTrust -0.132 0.127 -0.259 3.292 0.001** Yes
H6 | COL * IDV -> ATrust 0.028 -0.132 0.160 1.355 0.177 No
H7 | IMG * IDV -> CTrust -0.022 0.151 -0.173 3.238 0.001** Yes
H8 | IMG * IDV -> ATrust -0.178 0.163 -0.341 3.186 0.002* Yes
H9 | SNS *IDV -> CTrust 0.006 0.083 -0.077 3.723 | 0.000%*** Yes
H10 | SNS * IDV -> ATrust -0.131 0.722 -0.853 4.189 | 0.000%** Yes
H11 | REL * IDV -> CTrust 0.278 -0.161 -0.117 2.899 0.004* Yes
H12 | REL * IDV -> ATrust 0.261 -0.036 0.225 2.115 0.035* Yes
H13 | JOY * UA -> ATrust 0.298 -0.206 0.504 2.07 0.039* Yes
H14 | FEAR * UA -> ATrust -0.053 -0.169 0.116 0.723 0.47 No
H15 | CTrust-> ATrust 0.122 -0.075 -0.197 1.977 | 0.049%** Yes
H16 | CTrust ¥ UA ->PINT 0.160 0.160 -0.329 2.434 0.016** Yes
H17 | ATrust * UA -> PINT -0.14 0.096 0.239 2.310 | 0.022%** Yes
Notes:

ATrust: Affect-based trust, CTrust: Cognitive-based trust, COL: Colour, IMG: Image, IDV: Individualism,
PINT: Purchase intention, PRV: Privacy, REL: Religiosity, SNS: Social networking services, SEC: Security,
UA: Uncertainty avoidance, WA: Web accessibility;

Significant at 0.05 level, ** Significant at 0.01 level, *** Significant at 0.001 level;
T >196atp<0.05,T>2.576atp<0.01, T>3.29 at p < 0.001 for two-tailed tests.

5.5 Summary

The results of this study were presented in this chapter. Descriptive analyses were

conducted using SPSS, then the PLS-SEM was conducted using SmartPLS 3.0 and

all of the assumptions for SEM were met. The data analysis generated mixed results

for the hypotheses. In particular, H4, H6 and H14 were not supported, while the all

other hypotheses were supported.
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CHAPTER 6 : DISCUSSION, IMPLICATIONS AND
CONCLUSION

This chapter presents the discussion and recommendations of the study. The research
aim and objectives, research questions and hypotheses of the study are revisited then
an analysis of study’s findings is discussed. This is followed by a presentation of the
theoretical and practical implications of the study. Finally, this chapter concludes by
identifying the limitation of the study and providing recommendations for future

research.

6.1 Revisiting the Research’s Aim and Objectives, Research Questions

and Hypotheses
Prior to concluding the major findings of the study, revisiting the links between the
research aim, objectives, research questions and hypotheses is important. Chapter 3
Figure 3.1 shows the research model developed in this research and Table 6.1
presents a review of the problem statement, research aim and objectives, research

questions and hypotheses addressed in this thesis.
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Table 6.1: Revisiting Research Aim, Objective, Questions and Hypotheses

Research Problem

As e-commerce continues to grow, it requires a reinvestigation of the relationship between consumers and
online vendors as well as a means to achieve better understanding of aspects that are influential to a
consumer’s interpersonal trust towards online purchasing. Therefore, there is a need to address the effect of
individual consumer culture on key determinants that play a significant role in forming cognitive and affect-
based trust in B2C e-commerce across cultures.

Research Aim and Objectives

The main aim of this study is to investigate the individual cultural effects(individualism and uncertainty

avoidance) on key determinants of online interpersonal trust and subsequently on purchasing intention in

business to-consumer (B2C) e-commerce and examine these differences between two different cultures

(Australia and Pakistan). Following on from this aim, the research objectives are

e To propose a multi-perspective trust model for B2C e-commerce adoption by including web design
(website accessibility, visual appearance, and social networking services), consumer behaviour
(religiosity), privacy, security and emotions (fear and joy).

* To investigate individual consumer cultural values (individualism and uncertainty avoidance) as
moderators to a proposed multi-perspective trust model to uncover innovative approaches for fostering
consumer trust in the online business-to-consumer context.

* To empirically validate the multi-perspective trust model in two different societies (Australia and
Pakistan).

* To provide empirical evidence for B2C e-commerce academics, e-commerce practitioners and business
firms to increase the awareness of cultural differences on online interpersonal trust concerning
purchasing intentions at the individual level.

Factors Research questions Hypotheses
Security security, privacy and cogmtlve-ba?ed Y _ A
trust in relation to purchasing | cultural value of UA such that the relationship is
intention in B2C e-commerce across | stronger for individuals in a low UA society
cultures and how does the individual | (Australia) than in a high UA society (Pakistan).
cultural  value of  uncertainty
avoislance. (UA) influence  this | {2. The relationship between security and cognitive-
relationship? based trust is moderated by the individual-level
cultural value of UA such that the relationship is
stronger for individuals in a high UA society
(Pakistan) than in a low UA society (Australia).
Website 1.b: What is the relationship between | HS: The relationship between colour and cognitive-
accessibility | web design factors and cognitive and | based trust is moderated by the individual-level
affect-based iTrust in relation to | cultural value of IDV such that the relationship is
Colour and | purchasing intention in B2C e- | stronger for individuals in a collectivistic society
Images commerce across cultures and how do | (Pakistan) than in an individualistic society
the individual-level cultural values of | (Australia).
Social . 1nd1y idualism (IDV) a nd uncertamt.y H6: The relationship between colour and affect-based
networking | avoidance (UA) influence  this . e
. . . trust is moderated by the individual-level cultural
services relationship?

value of IDV such that the relationship is stronger for
individuals in a collectivistic society (Pakistan) than in
an individualistic society (Australia).

H7: The relationship between images and cognitive-
based trust is moderated by the individual-level
cultural value of IDV such that the relationship is
stronger for individuals in a collectivistic society
(Pakistan) than in an individualistic society
(Australia).
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HS: The relationship between images and affect-based
trust is moderated by the individual-level cultural
value of IDV such that the relationship is stronger for
individuals in a collectivistic society (Pakistan) than in
an individualistic society (Australia).

H9: The relationship between social networking
services and cognitive-based trust is moderated by the
individual-level cultural value of IDV such that the
relationship is stronger for individuals in a
collectivistic ~ society  (Pakistan) than in an
individualistic society (Australia).

H10: The relationship between social networking
services and affect-based trust is moderated by the
individual-level cultural value of IDV such that the

relationship is stronger for individuals in a
collectivistic  society  (Pakistan) than in an
individualistic society (Australia).

Religiosity | 1.c: What is the relationship between | H11: The relationship between religiosity and
consumer behaviour (religiosity) and | cognitive-based trust is moderated by the individual-
online cognitive and affect-based | level cultural value of IDV such that the relationship
iTrust in relation to purchasing | is stronger for individuals in a collectivistic society
intention in B2C e-commerce across | (Pakistan) than an individualistic society (Australia).
zﬂﬁﬂizls j:l?lehﬁz‘vir?giii ;Eghlsni“(,llgl{?; H12: T.he relationship betwee.n r.el.igiosity and affect-
influence this relationship? based is moderated by the individual-level cultural

value of IDV such that the relationship is stronger for
individuals in a collectivistic society (Pakistan) than in
an individualistic society (Australia).

Emotions 1.d: What is the relationship between | H13: The relationship between initial joy and affect-

(joy and consumer emotions (joy and fear) and | based trust is moderated by the individual-level

fear) affect-based trust in relation to | cyjpyral value of UA such that the relationship is
purchasing intention in  B2C - stronger for individuals in a high UA society
commerce across cultures and how . . . .
does the individual cultural value of (Pakistan) than in a low UA society (Australia).
uncertainty avoidance (UA) influence | {{14: The relationship between initial fear and affect-
this relationship? based trust is moderated by the individual-level

cultural value of UA such that the relationship is
stronger for individuals in a high UA society
(Pakistan) than in a low UA society (Australia).

iTrust 1.e: What is the relationship between | H15: Cognitive-based trust has a stronger influence

(cognitive | cognitive and affect-based iTrust and | than affect-based trust in a B2C e-commerce context

and affect- | purchasing intention in B2C e- | i, pakistan than it does in Australia.

based COMMETCE across cultures and how H16: The relationship between cognitive-based trust

trust) does the individual cultural value of

uncertainty avoidance (UA) influence
this relationship?

and purchase intention is moderated by the individual-
level cultural value of UA such that the relationship is
stronger for individuals in a low UA society
(Australia) than in a high UA society (Pakistan).

H17: The relationship between affect-based trust and
purchase intention is moderated by the individual-
level cultural value of UA such that the relationship is
stronger for individuals in a low UA society
(Australia) than in a high UA society (Pakistan).
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6.2 Discussion of Research Findings

The results of the data analysis generated mixed findings for the stated hypotheses.
In some respects, the results are consistent with previous research; however, some

results contradict previous findings. The findings of this study are discussed below.

6.2.1 Findings on Privacy and Security

Privacy and security concerns in B2C e-commerce differ both in low and uncertainty
avoidance (UA) cultures. The findings from the Australian and Pakistani samples
showed a strong statistical support for the direct and moderating effect of uncertainty
avoidance on the relationship between privacy and cognitive-based trust in B2C e-
commerce websites. Hypothesis 1 argued that the uncertainty avoidance (UA)
individual consumer cultural effects on privacy are stronger for individuals in a low
UA society (Australia) than in a high UA society (Pakistan). This means that
individuals from Australia are more anxious about the privacy of their personal

information than individuals from Pakistan.

However, concerning security, hypothesis 2 posited that the uncertainty avoidance
(UA) individual cultural effects on security are stronger for individuals in a high UA
country (Pakistan) than in a low UA country (Australia). Statistically significant
support was also found for hypothesis 2, which means that security concerns about
online transactions seems to be greater in Pakistan than in Australia. This shows that
offering a secure online transactions system within the B2C website would be a vital

step to build a consumer trust in the website.
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The findings related to privacy and security concerns in a B2C website are consistent
with (Kim and Kim, 2004, Kim, 2005, Gupta et al., 2010). Chen and Dibb (2010)
believe that security and privacy can be guaranteed by displaying the logos of trusted
third-party seals which can assure consumers of a certain level of security protection.
For instance, security assurance seals such as VeriSign, CyberTrust, GeoTrust and
Entrust guarantee consumers online transactions will be secure and have been shown
to considerably affect consumers’ trust in an e-commerce website (Karimov and
Brengman, 2014). Interpersonal trust between consumers and online vendors could
also be significantly improved if the privacy statement and security policy were
displayed on every page of the website, so that online consumers are informed how
they can be compensated if their financial and personal information is released to a

third party.

6.2.2 Findings on Website Accessibility, Visual Appearance (Colour and

Images) and Social Networking Services

The findings showed that web design factors, such as website accessibility, visual
appearance (for example colour and image) and social networking services affect
cognitive and affect-based trust towards purchasing intention at the individual level
both in Australia and Pakistan. Statistically significant support was found for
hypothesis 3, which argued the uncertainty avoidance (UA) individual effects on the
relationship between website accessibility and cognitive-based trust is stronger in a
high UA country (Pakistan) than in a low UA country (Australia). This means that
individuals from Pakistan believe that the structural design of a B2C website,
including technical aspects such as navigation design, web content information,

website availability and accessibility is most important.

140



Contrary to expectation, statistically significant support was not found for hypothesis
4, which argued that the uncertainty avoidance (UA) individual effects on the
relationship between website accessibility and affect-based trust is stronger in a low
UA society (Australia) than in a high UA society (Pakistan). This means individuals
both from Australia and Pakistan showed affective reactions related to website
accessibility, such as experiencing an emotional reaction to the entire website’s
accessibility. In addition, this shows that both high and low uncertainty avoidance

consumers require B2C websites more accessible and usable.

Concerning the visual appearance of e-commerce websites, such as colours and
product images, hypotheses 5 to 8 posited that the individualism-collectivism (IDV)
individual effects on the relationship between colour, images and cognitive and
affect-based iTrust are stronger in a collectivistic society (Pakistan) than in an
individualistic society (Australia). The findings showed that when consumers from
Pakistan visited a website, their cognitive-based trust was mainly based on quick
cognitive cues or first impressions of the B2C website. In addition, the findings from
the Pakistani sample also showed that colour and product images features have also
the ability to evoke a consumer’s affective reactions. In other words, when
considering the visual appearance of a B2C website, consumers from Pakistan are

more expressive in forming affect-based trust.

The results related to cultural effects on website accessibility and visual appearance
are consistent with (Cyr, 2013, Ganguly et al., 2010). (Cyr, 2013) highlights that
visual design preferences vary across countries; therefore, in higher uncertainty
avoidance societies website designers should pay particular attention to colours and

images. For-example, image interactivity features, such as 360 degree views and 3D
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virtual models impact affective aspects of consumer online shopping experience, this

is consistent with (Hyun-Hwa et al., 2010, Kim and Forsythe, 2009).

Statistically significant support was also found for hypotheses 9 and 10, which
argued that the individualism-collectivism (IDV) individual effects on the
relationship between social networking services and cognitive and affect-based
iTrust is stronger in a collectivistic society (Pakistan) than in an individualistic
society (Australia). This shows that consumers from Pakistan will consider the
opinions of their peers when making their online purchase decisions more than
consumers from Australia will. In other words, the use intensity of social networking
services, such as opinions from family/friends, online consumer groups or social
media cues (such as social network site, chat rooms, discussions and blogs.) is higher
in building the cognitive and affect-based trust towards B2C e-commerce websites in
a collectivistic society (Pakistan) than in an individualistic society (Australia). This is
consistent with (Pavlou and Chai, 2002). The results from both Pakistan and
Australia provided evidence that social presence in e-commerce website increases
consumer trust in purchasing online. This is in line with (Gefen and Straub, 2004,

Brengman and Karimov, 2012, Hwang and Lee, 2012a).

6.2.3 Findings on Religiosity

This research finds that the individualism-collectivism (IDV) individual consumer
effects on the relationship between religiosity and cognitive and affect-based
interpersonal trust (iTrust) in B2C website is stronger in a collectivistic society
(Pakistan) than in an individualistic society (Australia). These results confirm the

statistically significant support for hypotheses H11 and H12.
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This means that in Pakistan the individualism-collectivism cultural dimension has an
impact on religiosity that influences the enhancement of trust towards online

purchasing, but in Australia it does not.

A recent study discussed the effects of religiosity on cognitive and affect-based
interpersonal trust on Muslims in a collectivist society (Pakistan) and Christians in an
individualist society (Australia) (Sohaib and Kang, 2014b). The results show that the
relationship between religiosity and interpersonal trust is more significant for
Muslims in a collectivist society (Pakistan) than Christians in an individualist society
(Australia). Consistent with previous research (Isa et al., 2009, Siala et al., 2004),
this research showed that religiosity is an important trust determinant in online

purchasing intentions.

6.2.4 Findings on Emotions

Hypothesis H13 argued that the uncertainty avoidance (UA) individual effects on the
relationship between initial joy and affect-based trust are stronger in a high UA
society (Pakistan) than in a low UA society (Australia). The findings showed that
positive emotions such as joy are more positively related to consumers’ affect-based
trust in B2C websites in a high uncertainty avoidance society (Pakistan) than in a low
uncertainty avoidance society (Australia). This means that a visually appealing B2C
website produces joy in consumers from Pakistan but not from Australia.
Additionally, hypothesis H14 posited that the uncertainty avoidance (UA) individual
effects on the relationship between initial fear and affect-based trust are stronger in a

high UA society (Pakistan) than in a low UA society (Australia).
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However, strong statistical support was not found. This indicates that poorly
designed B2C websites produce fear or anxiety that prevents consumers interacting
with the website both in Pakistan and Australia. The results are consistent with (Kim,

2005, Cyr, 2013, Parboteeah et al., 2009, Li et al., 2011).

6.2.5 Findings on iTrust (Cognitive, Affect-based) and Purchase Intention

The finding confirmed hypothesis H15, which argued that in Pakistan, cognitive-
based trust has a stronger influence on affect-based trust in B2C websites than in
Australia. This means that in Pakistan, consumers’ cognitive-based trust in Pakistan
relies on quick cognitive cues or first impressions of the B2C website certain design
evaluation to induce affect-based trust, which in turn results in affective reactions
such as joy and fear caused by use of the B2C website. This means that cognitive and
affective reactions influence each other and consumers did not use them
independently in when visiting a B2C e-commerce website. The finding is consistent

with (Hansen, 2005, Brengman and Karimov, 2012).

Moreover, support was found for hypotheses H16 and H17, which argued that the
uncertainty avoidance (UA) individual effects on the relationship between
consumers’ cognitive and affect-based interpersonal trust and purchase intention in
B2C e-commerce websites is stronger for individuals in a low UA society (Australia)
than in a high UA society (Pakistan). This means that consumers in Pakistan are
reluctant to engage in online purchasing. This is possibly because of the online
shopping involves more uncertainties, therefore consumers’ individual levels of
tolerance for ambiguity or uncertainty towards online purchasing intention in a high

uncertainty avoidance society (Pakistan) was lower than consumers in a low .
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6.3 Contribution and Implications of the Study Results

This research provided both theoretical and practical implications of the cultural
effects of UA and IDV on cognitive and affect-based iTrust in B2C e-commerce in

two different societies. The implications are presented as follows.

6.3.1 Theoretical Implications

There are several theoretical implications resulting from this study. Firstly, the main
theoretical contribution of the study is the development of a multi-perspective trust
model that can be used in further studies. Therefore, this research contributes to the
existing knowledge by proposing an updated multi-perspective trust model that

includes the role of interpersonal trust (iTrust) in B2C e-commerce websites.

Secondly, this study extended prior research on the effects of culture on trust towards
online purchasing intentions and provided essential results. Additionally, this
research addresses the shortcomings in the existing literature, by applying individual
cultural values (IDV and UA) as moderators to a proposed model to uncover new

and improved methods for fostering consumer trust in a B2C website.

Thirdly, this study provided an understanding of the new drivers of online consumer
trust; specifically, a consumer’s cognitive and affect-based interpersonal trust
towards the key components on in a B2C e-commerce website, such as web design
(website accessibility, visual appearance, and social networking services), consumer
behaviour (religiosity), privacy, security and emotions (fear and joy), which are

viewed as the major elements of consumer trust in an online store.

Fourth, this study examined how cognitive and emotional responses to consumer

interpersonal trust in a B2C online store differ across two very different cultural
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value systems (Australia and Pakistan) at the individual level. This study verified the
validity of the consumer trust aspects in e-commerce research that have primarily
been studied in relation to developed countries for use in a developing country such
as Pakistan. This is the first research that has investigated this phenomenon within

Pakistan.

Finally, the various hypotheses supported in this study all add to the literature for
developing hypotheses for future studies. Additionally, this study contributes to
validating the survey instrument of the various factors used in a proposed model.
Since a new population (Pakistan) was used for all factors and Australia for some
factors such as religiosity, the reliability and validity of all constructs were
established in that context. Researchers can now use the survey instrument with

increased confidence in an e-commerce context.

6.3.2 Practical Implications

The findings provide some practical implications and guidelines for online vendors
to enhance consumer trust in an online business-to-consumer context, including
innovative approaches to B2C websites, consumer retention and online businesses
strategies across cultures. The results of this study may help online shopping
managers who could use the insights of this research to modify their approaches, not
only for considering a country’s culture but also for culturally diverse countries such
as Australia. Developers and website designers can use these results to increase
desirable outcomes by focusing on the relationship between emotional reactions,
cognitive evaluations and trust, to increase the chances that an online business will
succeed in countries with diverse degrees of individualism-collectivism and

uncertainty avoidance. The practical implications extend to business firms to make
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changes to their market strategies to improve their online sales by targeting two

different cultures.

Consistent with prior research, as discussed in the above section 6.2, the results of
this study highlight the practical implication that e-commerce firms need to consider
individual consumer cultural differences when identifying what e-commerce web
design strategies to employ in B2C websites, which involves not only a country-level
strategy but also multiple strategies in culturally diverse countries. For example, in
Pakistan, consumers are unwilling to use online methods of payment for online
purchases because of the perceived risk involved in making the transaction.
Therefore, for a country Pakistan, which is highly collectivistic, has a high degree of
uncertainty avoidance and has traditionally low Internet shopping rates, online
vendors can guarantee security and privacy by displaying the logos of trusted third
parties on every page of their website to enhance consumer trust in the online

vendor.

The cultural differences between Pakistan and Australia also showed that a ‘one-
design-fits-all’ strategy for designing e-commerce websites does not essentially
enhance consumer trust. For example, as described in section 6.2.2 considering the
consumer cognition perception of B2C websites in Pakistan, online vendors can
capture consumer attention by providing visual aesthetics that contributed to the
overall look and feel of the website, whereas for consumers in Australia, website
accessibility factors such as accessible content information and navigational design

are more desirable.

The results also suggest that consumer emotions such as joy and fear are formed

based on the cognitive processing of overall website design impressions. Therefore,
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it is universally desirable that online vendors should pay attention to the overall
website design to reflect a consumer’s prototype of an extremely reputable online
vendor. In addition, the use of product virtualisation technologies such as image
interactivity features (enlarged product images, 360 degree views and 3D virtual
models), pictures with different colour combinations, such as showing clothing on

human models in different colours, enhance consumer trust in e-commerce websites.

The presentation of B2C e-commerce website design aspects should be conveyed
through website accessibility guidelines aimed at the global consumer’s perception,
such as meeting the WCAG 2.0 (Web Content Accessibility Guidelines) developed
by World Wide Web Consortium (W3C) to help make the website accessible for
users of all ages and abilities. For example, a colour-blind consumer making online
purchase will not distinguish the red font highlighting the discounted prices.
Therefore, web designers should use website accessibility tools to prevent web page

accessibility errors.

Furthermore, the results showed that the use intensity of social networking services
for online purchasing is higher in the Pakistani sample than in the Australian sample.
This means that the social aspects of e-commerce websites should be implemented to
increase interpersonal trust between consumer and the online vendor in Pakistan. For
example, the integration of social networking sites, chat rooms, discussion forums
and reviews of products enhance consumer cognitive and affective perception

towards Internet retailers and subsequently their purchase intention.

Consumer trust can also vary with strong affiliation to religion. E-commerce
companies that target Pakistan consumers may need to consider religiosity measures
to enhance consumer trust to purchase online. For example, online vendors should
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pay great attention when designing images that contain symbols with religious
meaning. Also, the Islamic religion does not encourage charging interest rates and
thus the use of credit cards for online shopping is difficult in Pakistan. Therefore,
online vendors should focus on alternative mode of payments other than credit cards,

such as cash on delivery, to enhance trust towards online purchasing.

6.4 Conclusion

This study proposed a multi-perspective model for consumer interpersonal trust
(iTrust) in a B2C e-commerce website, which focused on the individual consumer
level culture. The main objective of this research was to investigate the effects of
web design (website accessibility, visual appearance, and social networking
services), consumer behaviour (religiosity), privacy, security and emotions (fear and
joy) on (cognitive and affect-based) interpersonal trust in B2C e-commerce context.
The study also examined how individual consumer cultural values (individualism-
collectivism and uncertainty avoidance) moderate the effect of these factors on trust
in two distinct cultural environments (Pakistan and Australia). Based on an extensive
literature review, a multi-perspective iTrust model was created and then tested in the

context of B2C e-commerce in Australia and Pakistan.

The results highlighted that interpersonal trust (iTrust) between consumers and
online vendors concerning purchase intentions is moderated by the interactive effect
of consumers’ individual culture values of individualism-collectivism and

uncertainty avoidance in a positive direction, both in Pakistan and Australia.
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The Internet has changed as a business medium and the results of this research are
useful for e-commerce firms who would want a set of powerful features to include in

their B2C website that can be used to enhance consumer trust across cultures,.

In conducting e-commerce with consumer from cultures that are collectivistic and
high in uncertainty avoidance, such as Pakistan, online vendors should focus on the
cognitive reactions to B2C e-commerce website. For example, e-commerce
managers and designers should emphasise security signs, web design (such as
website accessibility including navigation design, content information, website
availability and visual appearance (color and images)) to promote consumer

interpersonal trust towards purchasing intention.

In addition, the more collectivist an individual’s orientation is, the more likely the
person will be to use social influence to trust the online vendor in the purchase
decision. Therefore, online vendors should place more emphasis on social
networking services with the consumers by providing more social media cues such as
integration of social network sites, chat rooms, discussions, blogs and online chat.
Furthermore, in a collectivistic society, religiosity (an individual’s perception of
specific religious values) is also related to cognitive and affective reactions in

regards to forming trust in a B2C website.

In conducting e-business with people who are low in uncertainty avoidance and
highly individualistic, such as Australia, e-vendors should note that consumers
generate affective reactions during the exploration stage of B2C e-commerce website
rather than making a quick impression based on design aesthetics, although web

design features do impact affective reactions.
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In conclusion, the stimulus (S) towards which a reaction is made provides a signal
regarding the cognitive and affect-based trust (Organism) of an online store website,
which influence consumers purchase intentions (Response). Thus, different e-
business strategies would be required to establish interpersonal (cognitive and affect-
based) trust between consumer and online vendors across cultures, depending on the

consumer’s individual cultural orientations.

6.5 Limitations and Recommendations for Future Research

Like most survey research, this study has some limitations. Firstly, data was
collected from only two countries. Therefore, caution is advised in making
generalisation of the study findings. Secondly a larger sample size would have been
more useful to evaluate the constancy and dependability of the findings. Thirdly, all
subjects for data collection were university students at each research site (Australia
and Pakistan). The study could be evaluated using different group of Internet users.
Fourth, although sound judgment was made in the selection of factors for the
research model, the study did not consider all possible factors that could impact trust

towards purchase intention that have been used in prior studies.

While the results of this study clearly indicate there are country-based differences, it
will be interesting to see if the research model developed in this study is acceptable
for in-group (country of origin) members living in an out-group society (country of
residence). Moreover, these results provide some evidence that consumer trust could
be a link between country level and individual level cultural analyses. More practical
support at the individual consumer level cultural values would have to be established
in this study’s research model in future studies of e-commerce, such as including

Hofstede’s other cultural dimensions such as power distance index (PDI),
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masculinity versus femininity (MAS), long-term orientation versus short-term

normative orientation (LTO) and indulgence versus restraint (IND).

Moreover, an examination of consumers’ religiosity provides a good starting point in
the quest to develop a greater knowledge of consumers’ trust towards online
purchasing intention based on their specific cultural context. Finally, this research
didn’t provide a complete view of all aspects influencing the formation of trust and
intention to purchase, such as consumer attitude and loyalty, perceived risk and price

etc.

6.6 Summary

In this chapter, discussion as well as an analysis of the study findings was presented.
This chapter also addressed the implications of the study by presenting the
theoretical implications as well as the practical implications. Furthermore, the
limitations of the study and the recommendations for future research were also

presented.
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APPENDIX: Measurement Instrument

The screen shot of survey homepage

8 0 6 (Q Survey | Trust in E-Comm. % | L

€ € | [Y) utsbusiness.az1.qualtrics.com/SE/?SID=5V_6yVuY2NI3D98ROY e =

UNIVERSITY OF
TECHNOLOGY SYONEY

Trustin E-<Commerce
Dear Respondent,

This study is being conducted as a part for my research degree. The purpose of the study is to
learn how trust is perceived towards online purchasing at the individual level across cultures.

I am interested in your opinions about the online store from which you familiar with and made
purchase of any type of produc( The results from this prmec! will help us understand people’s
cognitive and affecti online purch g.The q ionnaire should take no
more than 15 minutes.

The researcher believes that there is little or no risk associated with your participation.
However, you may feel uneasy when closely examining your choice of answers over the trust
related questions. Your responses will be kept completely confidential and will only be used for
academic purpose.

in this study is y and you have a chance to win one
of the two 25% amazon gift cards. At the end of lhe survey you will be redlrected to another link
to enter into the draw. A valid email add is req 1 only to be d into the draw and so
that we can notify the winner. You have the right to withdraw at any time or refuse to participate
entirely.

if you have concerns about the research that you think | or my supervisor can help you with,
please feel free to contact me (us) on +61 2 9514 1912, Or via email
osama.sohaib@student.uts.edu.au

I you are interested in participating in this study, please click the "Next >>" button at the
bottom of the page.

Thank you, in advance, for assisting me with my research.

Y —

| Next >> |
—

1. Gender, Male/Female

2. What is your Age group: 18-25, 26-35, 36-45, Above 45

3. Current level of Education: Bachelor’s Degree, Master’s Degree, PhD

4. What is your Religious affiliation: Muslim, Christianity, Other ,
prefer not to answer

5. For how many years you have been using the Internet: 1-3 years, 4-6 years, 7
years or more
6. For how many years you have been shopping over the Internet: less than 6

months, 6-12 months, 1 — 3 years, 4-6 years, above 7, Never (you don’t need
to complete the survey, click to exit).
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The questions below were answered on a seven point Likert-type scale.

Strongly Disagree Somewha Neither Somewhat Agree Strongly
Disagree t Disagree Agree Agree Agree
B(i):agree
Security
SECI This  website  implements | O O] o o o o o
security measures to protect my
transaction.
SEC2 This website has sufficient | O o o o o o o
technical capacity to ensure
that the data I send will not be
intercepted by hackers.
SEC3 I feel secure about the| O O] o o o o o
electronic payment system of
this website.
Privacy
PRV1 I think this website shows
concern for my privacy.
PRV2 I think that this website willnot | O o o o o o
provide my personal
information to other companies
without my consent.
PRV3 I feel safe when I send personal | O o o o o o
information to this website.
PRV4 I think this website only
collects user personal data that
are necessary for its activity.
Web Accessibility
WALl The structure and contents of | O o o o o o o
this website are easy to
understand.
WA2 Learning to operate this
website is easy.
WA3 When I am navigating this
website, I feel that I am in
control of what I can do.
WA4 This website responds quickly. Q Q Q Q Q Q Q
WAS This website helps me correct | O O] o o o o o
the errors I made.
WA6 My interaction with the website
is clear and understandable.
Color
COL1 The colors used in the website Q Q Q Q Q Q Q
are emotionally appealing.
COL2 The color use on this website is
attractive overall.
COL3 The brightness of pages on this
website is adequate.
Images
IMG1 This website has eye-catching
images on the home page.
IMG2 Zooming and 3D images is
helpful in buying what I want
through this website.
IMG3 Overall, the screen design (ie. | O O] o o o o o
colors, images, layout etc.) is
attractive.
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Social Networking Services

SNS1

This website clearly shows how
I can contact the company.

SNS2

I believe using social networks
services
(YouTube/Facebook/twitter/Go
ogle+) would help me in
decision making to purchase
online.

SNS3

I believe using the other
support services (such as,
FAQs, ranking, online help,
and contact details) would help
me to buy product I really want

SNS4

Reviews and rating of goods in
this website would help me to
make a better decision to
purchase online.

Religiosity

REL1

Religion is especially important
to me because it answers many
questions about the meaning of
life.

REL2

Religious beliefs influence all
my dealings in life.

REL3

It is important to me to spend a
period of time in private
religious thought and prayer.

REL4

The use of religious symbols
and images in this websites
does not affect my online
purchasing (new item).

RELS

I don’t prefer using credit cards
to buy online because I don’t
want to pay interests (new
item).

REL6

Although I believe in my
religion, many other things are
more important in life.

Joy

JOY1

The website is visually
pleasing.

JOY2

My interaction with this
website was enjoyable.

JOY3

I feel happy with the overall
online shopping experience on
this website.

Fear

FEARI

I feel frightened during the
interaction with this website.

FEAR2

My interaction with this
website was disgusting.

FEAR3

I feel anxiety before making a
transaction on this website.

Cognitive-based Trust

CTRUS
Tl

I feel comfortable using this
website to achieve my goals.

CTRUS
T2

Promises made by this website
are likely to be reliable.

o QOO O O ©

O OO O O O©

o OO © O O©

O OO O O O©

o OO © O O©

o QOO O O ©
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CTRUS |1 feel that I would be able to

T3 trust this website completely.

Affect-based Trust

ATRUS | I expect that this retailer

Tl website is ready to assist and
support me.

ATRUS | Visiting this retailer website is

T2 pleasant and enjoyable.

ATRUS | This retailer website is

T3 trustworthy and honest.

Purchase Intention

PINT1

I am likely to purchase the
product(s) from from this
retailer website.

PINT2

Given the opportunity, I intend
to place a purchase from this
retailer website.

PINT3

It is likely that I will actually
purchase products from this
retailer website in the near
future.

Individualism-Collectivism

IDV1

Group  success is  more
important  than  individual
success in online shopping.

IDV2

Having autonomy and
independence is more
important than being accepted
as a member of a group.

IDV3

Individual’s rewards are more
important than group benefits.

Uncertainty Avoidance

UA1

I prefer to avoid making
changes while online shopping
because things could get worse.

UA2

Rules and regulations of the
online stores are important to
me because they inform buyers
what the online store do.

UA3

Standard operating procedures
of an online store are helpful to

me for the purchase decisions.
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