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Abstract 

 

Purpose — The purpose of this paper is to extend the current knowledge of cultural influence on e-

commerce usage. It attempts to answer the question: How different cultural backgrounds influence 

e-commerce usage?  

Approach — A specific model referred to as the e-commerce technology acceptance model is 

developed for this case plus hypotheses are tested. Data are collected from 157 respondents 

covering the four countries of Sweden, the Netherlands, Pakistan and China.  

Findings — Trust in e-commerce is of more importance to the Asian sample, whereas usefulness 

shows a higher influence on the European sample. Both continents show a high value towards an 

easy to use environment in e-commerce.  

Implications — The study shows that cultural background influences e-commerce usage. Therefore 

international marketers are in need of understanding these different needs in an online habitat.  

Conclusions — The model shows to be robust and coherent on all four countries, explaining the 

differences of consumers cross-culturally.  

Keywords: E-Commerce, Cultural comparison, Technology acceptance, Purchasing behavior, E-

loyalty, Internationalization   
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1. Introduction 
 

Is it really a World Wide Web? Nowadays the Internet (short for interconnected networks) has 

become a global tool and is seen as global connected networks (Woodford, 2011). However, fifteen 

years ago it was mainly used in western developed countries but nowadays the usage is growing 

around the globe with penetration rates rising yearly (Chinn, 2006; Ashraf, et al., 2014). Huge 

international e-commerce companies like EBay and Alibaba are competing on different (cultural) 

levels. Business transactions across national boundaries, or so called online internationalization, is 

the phenomenon where business is crossing national borders that are taking place in the virtual 

world rather than the real or spatial domain (o'Grady, & Lane, 1996; Evans, 2002;  Pedersen, 2004). 

The shift of internationalization has become an elemental part of business expansion (Astan, 2000; 

Behfar, et al., 2006; Joshi, 2009). During online internationalization firms face obstacles known as 

cultural barriers that make it difficult for them to enter the market (McAfee, et al., 2004).  

 

Despite the numerous benefits of internet-based technologies (such as e-commerce) and its 

acceptance in the more advanced Western countries, the speed and level of acceptance is much 

lower in the emerging markets (Colton, et al., 2010; Ha & Stoel, 2009). Currently there are three 

billion internet users worldwide, which represents a 40% penetration rate of the total population, the 

western world consists mostly of countries with an 80% penetration rate (Internetlivestats, 2014). 

The 60% of the population without internet is therefore heavily influenced downwards by South 

America, Africa and Asia, the regions of the emerging markets (Ibid). This lower pace and level of 

acceptance of e-commerce (and related technologies) in emerging markets could be because the 

technologies and it's processes were created and developed in the Western world, where people’s 

cultures are very different from those inhabitants of emerging markets (Straub, 1994; Straub, et al., 

1997; Van Slyke, et al., 2010). A question arises when companies want to expand their online 

business into different cultures, do contrasting cultures use e-commerce differently? 
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Culture has a long rich history which deeply impacts a community and their business actions. Hence 

a company should cultivate understanding cultural background before internationalization (Marks, 

2010). Not understanding a country’s culture has been a factor influencing many e-businesses 

negatively when trying to enter cross-cultural markets (Lacka, 2014). Whereas one of the most 

renowned examples has been when EBay tried to conquer the Chinese market in 2010, but failed 

miserably by not understanding their new customers culture (Albaum, et al., 2008). EBay thought 

China would be the same market as the US since it is the online market (Wang & Zhang, 2012). 

Therefore, the top management, mostly consisting of non-Chinese, applied only online advertising 

in a country that rarely visited the internet (Ibid).  Alibaba on the other hand applied a different 

strategy, cultural knowledge and understanding one's country marketing led the Alibaba group in 

2014 to the biggest initial public offering
1
 globally (Mac, 2014). With $25 billion it has surpassed 

every other previous IPO and this money could be put into use on expanding globally (Ibid). The 

trust that Alibaba had from his consumers turned out to be much more valuable than Ebay’s 

marketing budget (Albaum, et al., 2008). 

 

However EBay is not the only company failing in a different culture: Coca Cola, mistranslating the 

brand name to ´Bite the wax tadpole´ in China and Proctor and Gamble showing an American 

lightly erotic commercial in Japan, where the brand became an instant failure (Moran & Keane, 

2013). The EBay case like many other in a row shows that doing business is not globally the same 

and has to be adapted towards the cultural background of its consumers in order to enter these 

markets. The question arises out of online internationalization is therefore questioned as, is there 

even such a thing as international e-commerce? 

  

"EBay may be a shark in the ocean, but I'm a crocodile in the Yangtze River. If we fight in the ocean, we 

lose, but if we fight in the river, we win," - Jack Ma, founder of the Alibaba Group 

  

                                                 
1
 Initial public offering (IPO) is a type of public offering in which shares of stock in a company are sold to the general 

public, on a securities exchange, for the first time. Therefore, a private company transforms into a public company.. 
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1.1 Background 
As time passes by and the use of technology becomes wider throughout the globe, also does the 

offering of products and general online businesses operations grows. This means that, generally 

speaking, firms end up using their scarce knowledge about a country and apply their already 

existing operation to it without taking into consideration all the nuances related to operating in a 

new culture and market (Sinkovics, et al., 2007). A bad entrance strategy without knowledge of the 

cultural barriers is one of the reasons for a companies failed entrance strategy into a new market 

(Pehrsson, 2013). Therefore, as seen in previous described cases, it is necessary for managers to 

understand what factors influences customers in e-commerce within different markets, so their e-

commerce strategy can be applied and adapted successfully to it.  

 

Commerce in Asian markets is a widely explored field with research of over two decades old, with 

lots of information and tips regarding doing business in Asia (Freeman, 2011). The area of e-

commerce on the other hand is something else, with e-businesses starting around 2000 and 

becoming mainstream around 2005, it is only around five years ago that e-commerce’s changed 

local business into globally operations (D'Onfro, 2014). This step is however a risky one, with 

famous e-commerce failures like Bestbuy, Google, Groupon and Wallmart following EBay´s 

footsteps it can be said that e-commerce is not globally the same (Kim & Bechera, 2012). 

 

Studies regarding cultural background are well known in the international marketing industry. With 

famous and well-known research areas as Hofstede, Hall, Schwartz, Trompenaars and GLOBE 

(McSweeney, 2002; Vaiman & Brewster, 2015) all exploring the field of cultural background. The 

field of technology acceptance in these fields are likewise an extended researched area with specific 

models as the technology acceptance model (TAM) and the perceived characteristics of innovating 

model (PCI) both capable of researching new technologies in different cultures (Plouffe, et al., 

2001). However, it can be discussed if these models and underlying theory can be implied in an e-

commerce business where there is not only a new technology but also aspects as the trust of buying 

something (trusting one with credit card details) and the whole new wave of e-commerce’s 

implementing social media into their online businesses, internally and externally.  
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1.2 Problem discussion 
As written previously, there is much information and advice to find regarding e-commerce and 

cross cultural studies, the whole implementation of e-commerce cross-cultural is however a topic 

rarely researched (Singh, et al., 2006; Ashraf, et al., 2014). With the growing heterogeneity of the 

Internet, the validity of e-commerce should be applied to a broader range of cultures (Ibid). As 

Hofstede (2014) mentions that many management books focus on the western markets but lacking 

expertise in other cultures, so it is in the e-commerce section. This is especially important for online 

retailers if they have the intention to expand their operations to other countries/continents through e-

commerce. Having a broader understanding of e-commerce cross culturally is important to be more 

effective and develop a more fit strategy abroad (Singh, et al., 2006; Ashraf, et al., 2014). As shown 

in the introduction that even huge internationals (eBay, google etc.) fail in other countries by simply 

not understanding their customers’ culture. Therefore, it is important to gain a broader knowledge 

about e-commerce cross culturally. This broader knowledge and insights into the technology 

acceptance of different cultures has been a long studied field on mainly tangible new technologies 

(Anders & Boyly, 2008). However, with an intangible technology as e-commerce it can be 

questioned if this model is still suitable. Cross-cultural research has shown that consumers in 

different cultures have differing expectations of the aspects that make a retailer trustworthy (Dillon 

& Morris, 1996). Therefore, further examination of the factor trust needs to be researched in an e-

commerce environment. Likewise loyalty or online mentioned as e-loyalty is a construct researched 

extensively but lacks research online. Further, another facet barely researched is the construct social 

commerce, a subset of e-commerce influenced by social media. It consists of online media that 

supports social interaction and consumer contributions to facilitate online buying and selling (Wang 

& Zhang, 2012). Shortly, social commerce is the use of social networks in the ecommerce 

framework. These new aspects of e-commerce show the differences between old and mostly 

tangible technologies and the wave of new technologies that came out of the internet bubble.     
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Figure 1. Research gap 

Figure 1, Research gap, own 

1.2.1 Research gap 

The differences in e-commerce cross-culturally and the previous described problem discussing 

where researchers focusses mainly on culture or e-commerce instead of combining both is the main 

problem in this research. Therefore, the following research gap has been concluded out of previous 

research studies as shown in figure 1.  

 

The researched markets are focusing on European and 

Asian consumers. 

 

The field of the business will contain of e-commerce 

usage in the previously described markets.  

 

The last area of focus will be the cultural background 

of the consumers within these specific markets.   

 

 

1.3 Research Question 

 

 

How different cultural backgrounds influence e-commerce usage? 

 

This study will be a contribution to the international e-commerce knowledge by (1) exploring the 

influence of different cultures - in this case, the upcoming Asian market (China and Pakistan) and 

the developed world (Sweden and the Netherlands) - and (2) researching differences between these 

two continents on e-commerce usage with the new constructs of trust, e-loyalty and social 

commerce. These four countries have been chosen since there is currently minimal research 

regarding the Asian e-commerce usage and are even more limited when compared to the cultural 

background of these countries (Fricke & Junqueira, 2015). The Western countries have been chosen 

to diverse from the already much described North American market and to compare the Asian 

Market towards the European field. The importance of this review is that current research on e-

commerce is widely available although the differences in cultural backgrounds influencing e-

commerce are often not measured or are not on an international scale. Most literature available on 

e-commerce usage focusses on the Western market in specific America and Western Europe while 

neglecting the Asian markets (Singh, et al., 2006; Ashraf, et al., 2014). Therefore research and 

possible recommendation on e-commerce usage in different cultures are limited (Nguyen & Nigel, 

2006; Jones, et al., 2009). This in return gives the e-commerce industry difficulties to globalize their 

businesses (Ashraf, et al., 2014). Since e-commerce has become global with the expansion of the 
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internet, e-commerce companies, with the help of postal carriers, can now do global business from a 

local base. The strategy in an e-business´s hometown often cannot be used abroad, since cultural 

differences have a need for different aspects when doing business online as well as offline 

(Hofstede, 2014). Entrance barriers will therefore arise and a specific entrance strategy (mostly 

different than the strategy already used) needs be adopted in a culturally different country 

(Pehrsson, 2012). 

 

1.4 Purpose 

The purpose of this study is to investigate how cultural background influences consumers' online 

purchases in four countries within two different continents. This study will focus firstly on a, 

specific for this case, constructed e-commerce hypothesis model that incorporates variables trust, e-

loyalty and social commerce to better understand the usage of e-commerce across these countries. 

Secondly, the importance of a consumer’s cultural background will be measured in contrast to their 

intentions to shop online. 

 

1.5 Delimitations 

For the purpose of this paper, the research will focus on four cultural markets: Sweden, the 

Netherlands, Pakistan and China and their inhabitant’s e-commerce usage. Other countries will not 

be researched within this paper. The population for the research will focus on students, since they 

tend to have a broad knowledge about trends in technology (November, 2009). The method plus 

analysis will use a research model made by the authors specifically for this case, it can however be 

implemented within different countries comparing cultures on e-commerce level.  

 

1.6 Report structure 

After this introduction chapter the used theory in this paper will be described in the literature review 

which will give an in-depth look in the body of knowledge regarding the segments of e-commerce 

cross-culturally. The conceptual framework will be described in chapter three, containing the 

theoretical perspective, key concepts, a by the authors developed model with their concepts and 

relations and the hypothesis. Chapter four will then continue with the method of this research paper 

and chapter five will reveal the analysis and results. Chapter six and seven will review the analysis 

by a chapter discussion and a chapter conclusions and contributions respectively. The finishing 

chapter will focus on the limitations, managerial implications and future research within the chosen 

field.   
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2. Literature review 
 

The following chapter, literature review, will contain the literature about the chosen cultures and e- 

commerce. A critical review will be given on these subjects to assess the most important aspects. 

The chapter starts with ´State of the Art´ which will describe the currently most important body of 

knowledge mandatory to address the research question. This is followed by an explanation of the 

most noteworthy key concepts used in this study with a comprehensive review on the cultural 

aspects. Since some concepts used in this study regarding e-commerce are fairly ´new knowledge´ 

these concepts will contain an extended explanation in this chapter.  

 

2.1 State of the art 

State of the art, the term refers to the development of a specific technique, device, procedure in 

making something or even a field of study (science) achieved in a particular time frame as a result 

through the use of common methodologies. With the availability of cutting edge and hi-tech 

handheld devices e-commerce has received a much awaited positive response from customers 

worldwide (Zhang & Liu, 2011). This has led to increment in the overall number of clientele and 

also played a key role in lowering the gap between the buyer and the fabricator, making e-

commerce globally more accessible (Yuan, et al., 2014) 

 

2.1.1 E-commerce 

E-commerce has changed the way people conduct business today, according to (Dumitriu, et al., 

2013) electronic commerce known to the common man as e-commerce is the term used for 

conducting business whereby products and services are sold and bought over an electronic system 

such as the internet. Besides Dumitriu (2013), there are many similar explanations regarding the 

word e-commerce, there is however always the link of consumerism/business and an electronic 

system (Fricke & Junqueira, 2015).  Many people think e-commerce as buying and selling on the 

web, while in reality it is much more than that. The advancement in Internet technology has made it 

possible for businesses to carry out e-commerce whereby the cost of products and series is reduced 

and companies can easily go beyond geographical boundaries to bring buyers and sellers on the 

same platform from different parts of the world (Teo & Liu, 2005). Waghmare (2012) has pointed 

out that many Asian countries are now taking advantage of e-commerce through the opening of 

economies, which helps promote healthy competition and circulation of Internet technologies.  
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Gibbsa, Kraemera & Dedricka (2006) suggest that putting in place policies like trade and 

telecommunications freedom can have a great impact on e-commerce, by making ICT and Internet 

access more affordable to businesses and consumers, and pressurizing firms to adopt e-commerce to 

compete.  E-Commerce can improve domestic economic and rapid globalization of production, and 

development of technology (Verma, et al., 2015). Waghmare G.T. (2012) has divided e-commerce 

into four categories:  

 

B2B E-Commerce: Companies that do business among one another like 

manufacturers sell to distributors and wholesalers sell to retailers. The pricing is based on order 

quantity. In terms of dollar volume, B2B has the highest volume.   

B2C E-Commerce: Businesses that sell to the public via catalogues by using the 

shopping cart software. Basically B2C is what an average customer thinks of e-commerce as a 

whole.  

C2C E-Commerce: This category focuses on sites that offer free classifieds, auctions, 

and forums where people can buy and sell using the online payment systems. An ideal example is 

eBay.com where people conduct trade among themselves on a daily basis.  

Others: G2G (Government-to-Government), G2E (Government-to-Employee), G2B 

(Government-to-Business), B2G (Business-to-Government). 

 

The excessive use of high-speed Internet by consumers and marketers has made it possible for the 

masses to use different forms of social media like Facebook, Twitter, emails, online forums and 

blogs to conduct business and market products online without having to physically interact. With 

rise of social media usage and popularity of online communities, individuals can easily share and 

access information (Chen, et al., 2011). 
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2.1.2 Cultural Background 

According to Hofstede (2014) the cultural background is the set of beliefs, ethnicity, and history. 

Shaffer (2006) includes in these some more factors: civilization, customs, and language that are 

practiced or exists in a sovereign nation. There are however many explanations of culture. Hofstede 

et al. (2010) defines culture as “The unified programming of the mind that characterized the 

members of one group or category of people from another”. Meanwhile Trompenaars & Hampden-

Turner (2012) defines culture as “the way in which a group of people solves problems and 

accommodate dilemmas”. Spencer-Oatey´s (2004) definition is a bit broader “Culture is a mixed set 

of attitudes, beliefs, behavioral norms, and basic assumptions and values that are shared by a society 

of people”. Research in the field of cultural background has become a dynamic study area over the 

past four decades and is likely to become even more so as the process of economic globalization 

continues into the future (Brewer & Venaik, 2011). Therefore, Culture-focused research is 

becoming more widespread now and understanding culture will be viewed as increasingly important 

for future businesses (Mooij & Hofstede, 2010). The most acknowledged, researched and used 

structures of cultural background in the international marketing field are the ones of: Kluckhohn & 

Strodtbeck, Hofstede, Hall, Trompenaars, Schwartz and House/Globe. Each model highlights 

different aspects of societal beliefs, norms, values and different models to converge these aspects, 

but all have a somehow comparative definition of cultural background which can be recalled back 

to the following sentence: The interaction of an individual with his society and his cultural 

background is responsible for the formation of most of his behavior patterns (Linton, 1945). Linton 

(1945) describes that variations in response to a definite situation normally fall within a limited 

series of behaviors which constitute a culture pattern and can therefore be seen as one's cultural 

background. A customer participates in the culture patterns ascribed to him on the basis of his status 

in various systems of classification and organization, particularly the age-sex and family systems. 

The cultural background is viewed as a personalized, organized core of habits surrounded by newly 

acquired responses. Initial response in a new situation develops primarily through imitation of a 

behavior pattern already developed by other members of the society (Ibid).  
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Two of the main cultural studies influencing this paper are by Trompenaars and Hofstede. These 

authors both base their research on the view that cultures can be compared to the layers of an onion 

and that the layers are internally connected to analyze one's cultural background (Billore & Borg, 

2014). Hofstede’s cultural onion, see Figure 2, has three layers and a core. The deeper to the center 

of the onion, the harder it is to change someone values and practices. In the middle of the onion are 

values, which are mainly based on the history and culture of the country. The three outlying layers 

are different types of practices. The first layer is rituals these are the collective activities that are 

developing within a certain culture. It includes greetings and how language is used in 

communication (Minkov & Hofstede, 2011). The next layer is heroes, or better explained as role 

models that the people of the culture worship or look up to (Ibid). The most distant layer from the 

core is the layer of symbols. The layer of symbols can regularly be changed based on trends from 

within the culture or transcribed from other cultures. The onion assumption is mainly shaped like 

this because of the link between the different values and that it can therefore be generalized 

(Javidan, et al., 2006). Trompenaars cultural onion has three layers: the two most outwards are the 

same as in Hofstede’s model while the most inner layer is similar to Hofstede’s core layer but goes 

deeper into what culture is. The core of the onion is basic cultural values of the culture, which the 

norms and values in the middle layer of the onion are based on. The reasoning behind why the basic 

values are followed is much harder than why the norms and values are followed. 

 

 

Figure 2, Hofstede´s cultural onion & Trompenaar´s cultural onion, own 
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Culture has been a wide studied aspect and many noteworthy researchers have created their own 

model to do research in the field of culture (Cheng, et al., 2011). Empirical data and conceptual 

frameworks have been created in order to study the field of cultural differences (Ibid). Therefore 

when talking about cultural models it is important to address the different kind of studies related to 

it. The, according to the authors, six most common models and related to this study are by: 

Kluckhohn & Strodtbeck, Hofstede, Hall, Trompenaars, Schwartz, and GLOBE. However, a 

complication with these different models is that some have been developed individually while 

others are based on previous research, which makes it more difficult to correlate between different 

structures of these models (Billore & Borg, 2014). The cultural dimensions that each study has 

established are shown in table 1. 

 

Table 1, Cultural comparison, (Bhagat & Steers, 2009; Hofstede, et al., 2010) 

Cultural 

comparison 

Kluckhohn&  

Strodtbeck 

Hofstede Hall Trompenaar Schwartz GLOBE 

Distribution 

of power and 

authority 

  Power 

distance  

Power Achievement 

/ Ascription 

Hierarchy / 

Egalitarianis

m 

Power 

distance & 

Human 

orientation 

Emphasis on 

groups or 

individuals  

Relationship 

with people 

Individualis

m vs. 

Collectivism 

x Individualis

m/  

Collectivism 

Conservatis

m/  

Autonomy 

Institutional 

Collectivism 

& In-Group 

Collectivism  

Relationship 

with 

environment 

Relationship 

with nature 

& human 

activities 

Masculinity 

vs. 

Femininity 

x Relationship 

with 

environment 

Mastery/             

 

Harmony 

Assertivenes

s, Gender 

Egalitarianis

m & 

Performance 

orientation 

Use of time  Relationship 

with time 

Long-term 

vs. Short-

term 

orientation 

Time Time 

perspective 

  Future 

orientation 

Personal and 

social 

control  

Human 

nature 

Uncertainty 

avoidance & 

Indulgence 

vs. Restraint 

x Universalism

/   

Particularism 

  Uncertainty 

avoidance 

Other     Context Specific/Diff

use & 

Neutral/  

affective 
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2.1.3 Internationalization 

The world gets smaller and smaller in this age of Internet with quicker and cheaper access to 

various modes of communication increasing availability to everyone, everywhere.  This has 

increased immense interest in businesses to expand and reach out to customers far and beyond. 

According to Kim (2003) there are numerous theoretical justifications as to why companies move 

toward internationalization. Internationalization of internet firms are accelerating. However, Luo, 

Zhao and Du (2005) found that online businesses not always carry out business as traditional 

retailers do with regard to selecting a country in which they want to do business. In his study, Kotha 

et al. (2001) suggests that there is a need to test internationalization theories of traditional business 

on online businesses for better understanding the concept in terms of e-commerce. Kuivalainen, 

Saarenketo, & Puumalainen, 2012 suggests application of existing internationalization theories on 

companies with rapid international growth.  

 

Internationalization is conducted due to a number of reasons by local businesses, mainly growth and 

expansion. Ansoff (1958) suggests that the four readily utilized growth alternatives, market 

penetration, market development, product development and diversification, “could be identified as 

different product-market strategies”. A market development strategy helps businesses grow in new 

markets around the world. Since e-commerce is based on online transactions, data collected from 

this mode of business in the international markets is precise, which helps businesses effectively 

monitor business, measure success and identify and attract even more new target markets.  

(Peterson, et al., 2012). Over time, various studies have been conducted and models have been 

developed to identify diffusion of e-commerce in different environments (Rahman & Ramos, 2013). 

These models have looked at “infrastructure” (connectivity of hardware and software, 

telecommunications, product delivery and transportations systems) and “services” (e-payment 

systems, secure messaging and electronic markets) as the primary diffusion factors. 

Internationalization offers benefits of economies of scale for companies (Levitt, 2001), and it helps 

to stay competitive by following competition to other markets (Cuervo-Cazurra & Narula, 2015). 

Internationalization also helps capture first and early mover advantages (Pehrsson, 2008) and keeps 

barriers for competitors to enter or imitate in the e-commerce industry with its requirements of 

patents and innovation (Mellahi & Johnson, 2000). Another advantage of internationalization 

through e-commerce is that if demand is low in home country, it can be high in international 

markets which will keep businesses profitable at all times (Chandrasekhar, 2013).  
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Hirsch and Lev (1971) state that internationalization helps stabilize sales. As export enlarges more 

stability in sales which therefore reduces market risks. Zahra, Ireland, and Hitt (2000) suggest that 

businesses that expand into international markets gain and create knowledge and technological 

know-how that provides competitive edge over competitors. Looking at the high potential that e-

commerce provides via internationalization, it is pertinent to mention that internationalization is 

unlikely to be successful unless companies prepare in advance and consider various factors in 

different markets (Hollensen & Opresnik, 2014). Travica (2002) states that in many countries there 

are several barriers in expanding e-commerce and carrying out  internationalization such as lack of 

basic resources, lack of infrastructure, environmental issues, education and cultural issues. 

 

2.1.4 Cultural Barriers 

Social, cultural and technological factors play different roles in different countries. To understand e-

commerce in a specific country certain factors must be examined for better business such as the 

country’s government, consumers, market, business environment, technical infrastructure and social 

and cultural norms. These factors play a crucial role in the progress of e-commerce everywhere in 

the world, more so in the emerging markets of Asia and South America. How the workforce and 

target markets react to and adopt e-commerce determines the growth of e-commerce in a country. 

Abbasi (2008) suggests that to increase the use of e-commerce, adoption by traders and users are 

necessary as well as social-cultural backgrounds including high-skilled labor and IT literacy among 

traders and consumers. Chen (2004) found in his study that lack of finances deficiency of IT were 

the main barriers to adoption of e-commerce by companies in Taiwan. Many countries find it 

challenging to cope with the aggressive push of technology required with e-commerce that also 

affects procedures, regulations, culture and the government’s role (Schech & Haggis, 2002).   

 

Another cultural barrier is the local people’s adoption of doing business via e-commerce. Until 

innovative marketing strategies are not adopted, e-commerce cannot be successful in many 

countries (Jahanshahi, et al., 2013). Another issue is the lack of Cyber Laws in many countries, 

especially the Asian markets. This, along with adopting a new concept and a lack of trust in the 

consumer’s mind due to non-physical interaction with the seller leads to mistrust when it comes to 

adopting e-commerce in many cultures. Many studies show links between trust and experience with 

a new system, concept, or relationships. Lee and Turban (2009) suggest that researchers have found 

out that the culture of a society greatly influences trust among its people when dealing with others. 

Grabner-Kraeuter (2002) suggests trust can be the greatest long-term barrier for realizing the 

potential of e-commerce to consumers. While Urban et. al. (2000) observes trust as the key 

detriment to the success or failure of various online businesses.   



 

14 
 

Rouibah, Khalil & Hassanien (2002) state that high literacy and good knowledge of English is key 

to the success of e-commerce in any country as most websites are in English. Language is often 

considered a cultural barrier when businesses enter new markets. For e-commerce to prosper in a 

country, many known web businesses use a multi-lingual format on its websites (Tilley & Wong, 

2012) to make it easier for its varied customers to easily do business with them and understand each 

other’s language. Familiarity also plays a big role in building trust when people engage in e-

commerce. Sarlak, Hastiani (2008) suggest that online businesses can be more profitable and gain 

trust in other countries if they operate country specific version of their websites that offer payment 

methods in local currency. If these barriers are seriously examined, and knowledge of different 

cultures kept at the forefront, e-commerce can grow in any part of the world. 

 

Lewis (1996) described these cultural differences into different levels of behavior. There are three 

different levels as seen in figure 3. The first one is Linear-actives, where those who plan, schedule, 

organize, pursue action chains, do one thing at a time. Germans and Swiss are examples of this 

group (Moran, et al., 2011). Multi-actives is the second in line, which belongs to those lively, 

talkative peoples who do many things at once, planning their priorities not according to a time 

schedule, but according to the relative thrill or importance that each appointment brings with it 

(Ibid). Italians, Latin Americans and Arabs are representatives of this group. The last group is called 

reactive, these cultures prioritize sympathy and respect, listening quietly and calmly to their 

conversationalist and reacting carefully to the other side's proposals (Ibid). Chinese, Japanese and 

Finns are in this group. Lewis (1996) says that this categorization of national norms does not 

change significantly over time. The behavior of people of different cultures is not something that 

changes rapidly but there are clear trends existing like arrangements and traditions (Ibid). Reactions 

of Americans, Europeans, and Asians alike can be forecasted, usually justified and in the majority 

of cases managed. Even in countries where political and economic change is currently rapidly 

changing, deeply rooted attitudes and beliefs will resist a sudden transformation of values when 

pressured by reformists, governments or multinational conglomerates (Ibid).  
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Figure 3, The Lewis model 1996 
 

2.2 Key concepts 
E-commerce is a new but fast changing industry which operates globally (Fricke & Junqueira, 

2015). However, as seen in the previous described chapter, there are differences of e-commerce 

usage cross culturally. In this chapter the chosen countries will be reviewed regarding the available 

literature regarding e-commerce usage.   
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2.2.1 Western e-commerce culture 

In Sweden E-commerce is a well-known portal to use, the industry is widespread thanks to a mail 

order tradition and strong retail brands like IKEA, H&M and Nelly (EcommerceNews, 2014). From 

a population of 9.6 Million 94% has internet access (InternetStats, 2014). The market value ad 

$4.17 Billion in sales in 2013 and is growing every year (EcommerceNews, 2014). E-commerce in 

Sweden currently accounts for 6% of total retail sales (Ibid). There is however a current problem 

with Swedish e-commerce, with Google now punishing websites that are not mobile friendly, online 

retailers are in a hurry to have a mobile optimized website (Shih, et al., 2013). But it is not solely 

the mobile website online retailers should worry about, it is the mobile app that normally leads to 

more conversion (Wenzel, et al., 2012). However, in Sweden, many retailers do not have an app 

therefore limiting their sales (EcommerceNews, 2014). Lundell (2014) says that a considerable part 

of the Swedish e-commerce sites do not meet these Google requirements. A survey of 

SocialCommerce (2014) showed that 4 of the 13 most popular e-commerce sites do not perform 

well on a mobile device therefore missing an important sales channel. As an outsider consumers in 

Nordic countries tend to look more or less the same when it comes to shopping habits and consumer 

needs. But there are clearly some differences. In Denmark, consumers think faster delivery is more 

important than in the other countries (EcommerceNews, 2014). And in Sweden it’s much more 

common for consumers to do some research in physical stores before ordering products online 

(Ibid). But also the opposite, called web rooming, is much more common in Sweden than in other 

countries from this European region (Ibid). According to Andersson (2014) Swedish retail has come 

further in terms of digitization than its neighboring countries, “in general, Swedish companies are 

much better at combining the physical and digital stores. Swedes also love to shop at their own, 

domestic retailers, while Swedish online retailers are also very popular among other Scandinavians 

(Ibid). By other European countries Sweden is seen as an important player regarding its online 

capabilities (EcommerceNews, 2014). 
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In The Netherlands with a population of almost 17 Million people, e-commerce is available to 92% 

of the inhabitants (Internetlivestats, 2014). With online sales in 2013 of $10.6 Billion the market is 

twice as big as Sweden (Ibid). Famous and well known e-commerce websites are those of Coolbue, 

Bol.com and Wehkamp (EcommerceNews, 2014). One of the pinpoints of the Dutch e-commerce 

sector is the factor trust (Ibid). Webwinkelkeur Foundation is participating in EMOTA’s trust 

scheme for web shops and a lead player on the European organization to provide trust among e-

commerce consumers through Europe (EmotaEU, 2014). According to Landeweer (2013), founder 

of the Dutch foundation, the e-commerce market is getting more and more Europe-oriented, 

“boundaries blur by European regulations which creates a need for a trust mark which is Europe-

wide recognized, the Netherlands tries to be the innovator in trust labels for e-commerce websites“. 

When it comes to delivery, the Netherlands seem like a misfit in Europe (EcommerceNews, 2014). 

A good misfit though, because Dutch customers can get their orders much faster delivered than their 

European counterparts, more than 80% of the Dutch online stores can ship items within a day (Ibid). 

E-commerce retailers tend to focus a lot on customer friendly when it comes to delivery, much 

more than other countries in Europe (Ibid).   

 

2.2.2 Asian e-commerce culture 

Different countries have different cultures. When comparing Asian to their European counterparts it 

is recognizable that cultural effect plays a crucial role in promoting and establishing e-commerce 

business. Asian countries, in this case Pakistan and China, currently have exponentially growing e-

commerce businesses (Hsu, 2012) and are future wise not in the mood to slow things down 

(Heffernan, 2014) 

 

Pakistan can be seen as a typically Asian uprising country, economy is growing with more of its 

inhabitants gaining access to internet (Bhatti, et al., 2014). However, some aspects of the country 

are different then surrounding regions. Pakistan lags behind in its quality infrastructure, therefore 

causing hindrance in their online growth, added with poor governmental policies, negligence by the 

customers (trust) and less eagerness of the businesses to invest in this sector (Mazhar, et al., 2014). 

As very few have entered the e-commerce business it is a very poorly sustained market without 

much government interference (Ibid). There is however a change in the market, since Pakistan has a 

high number of internet user consisting of 30 Million people of whom an interestingly 15 million 

are online their mobile device instead of computers or laptops it can be said that Pakistan has come 

a far way (E-commerceNews, 2014). Currently around 20% of the country has the ability to use the 

internet, in 2001 this number was just a little above the 1%, with these 20% of people it occupies 

rank #21 in the worldrank of internet users (Internetlivestats, 2015). Although the countries above 
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Pakistan have more users, Pakistan has the lowest penetration rate and therefore forecasting a huge 

growth in the upcoming years. There is however a downside to this worldwide internet, Pakistan 

has announced that its government is going to control the free internet more for its users, therefore 

blocking various websites (Aljazeera, 2013).  

 

On the other side there is a high number in the young educated segment of the population which is 

the 15-64 age group and makes up for 59.1% of the total population size, this segment is an 

important group for e-commerce in Pakistan since here people are growing up with internet. 

Government regulations are easily solved, since Amazon does not deliver to Pakistan they simply 

set up their own web shops of companies that cannot or will not deliver (Express, 2015). With India 

and China as its neighbor the country is a bit in the shadow, but the numbers of Pakistan do not lie. 

By 2017, the size of the e-commerce market is expected to reach over $600 Million from its current 

size of $30 Million spent on online purchases annually (Riazhaq, 2014). There are several factors 

driving this growth, which will dramatically change the way consumers buy things over the next 

several years: growth of internet penetration, access through mobile phones, online payment 

initiatives, growing trust in local web shops and government online regulation (Ibid). The use of 

internet and its availability to companies and individuals has given the internet users the free ability 

to use different forms of social media that range from Facebook, Twitter, emails, online forums and 

blogs in order to make use of e-commerce. This has eventually helped in making business possible 

without having to interact physically, with the rise of social media and online communities, 

individuals can easily share and access information (Chen et al. 2011) therefore making Pakistan a 

more important global player in the upcoming years.  

 

In China’s e-commerce 12th Five-Year Plan (2011-2015), the Chinese government’s Ministry of 

Industry and Information Technology displayed policies to make China an international e-

commerce leader, in line with China’s progression from an investment-heavy growth model, 

towards a more consumption-driven model (KPMG, 2012). By the end of 2013, China had the lead 

of all other countries in B2C and C2C purchases, making it the biggest e-commerce country 

globally (Wei, 2013). However, in 2000, China was another story. It still had to develop any e-

commerce applications, had only 2.1 million total internet users and was lacking infrastructure as a 

basement for e-commerce (Wei, 2014). Besides the availability of internet to the general public, the 

payment systems and physical delivery mechanisms to facilitate the development of e-commerce 

transactions were simply lacking in China (Ibid). Fast forward to the end of 2013, with Chinese 

internet users quickly approaching 600 million, the e-commerce revenue of china with $350 Billion 
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in sales is the most booming e-commerce industry globally (Hoffmann & Lannes, 2013). As in 

many western e-commerce markets, the Chinese customers are nowadays developing brand 

awareness, a developing tendency to purchase high quality and more individually satisfying 

products for personal usage (Ibid), plus showing a commitment to brand loyalty and repeated 

purchases (Chiang, 2012). VANCL, a Chinese online clothing and apparel company, reported that 

80 percent of its consumers had made repetition purchases in 2012 (Ibid) therefore showing the 

increased loyalty of Chinese e-commerce customers. According to Mary Chong (2014) China has 

its share of home-grown e-commerce players similar to China’s specialized social media platforms. 

Some of these Chinese companies not only considerable percentage of the Chinese e-commerce 

market, but actually handle a greater number of transactions than their more well-known global 

competitors (Ibid). Alibaba is one of those home-grown companies although perhaps not yet as 

well-known outside China as Ebay or Amazon on an international level. Alibaba is China’s 

undisputed market share leader of B2C and C2C e-commerce (Rapoza, 2012). Alibaba reported that 

the total value of merchandise sold in 2012 was greater than that of Ebay and Amazon combined 

(SCMP, 2013). By 2016, Alibaba expects to pass Wal-Mart as the number one retail network in the 

world (KPMG, 2012).  
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2.2 Previous studies regarding e-commerce combined with culture 
 

The use of the Internet has increased remarkably in the past few decades, transforming the world 

into a global community. The number of online shoppers grows rapidly as Internet adoption and 

penetration levels increase (Ashraf, et al., 2014). The Boston Consulting Group (2014) has 

forecasted that by 2016, the Internet economy will grow to $4.2 trillion in the G-20 economies. 

Presently, the Internet economy contributes 5%-9% to the world total gross (Ibid). The rise of the 

Internet has made a necessity of a better understanding of e-commerce adoption across cultures 

(Ashraf, et al., 2014; Fricke & Junqueira, 2015). Within this context, the study of Ashraf (2014) 

contributes to the existing technology adoption and acceptance literature. First, they developed an 

extended technology acceptance model that incorporates trust and perceived behavioral control in 

order to better understand the adoption of e-commerce across cultures (Ibid). Contrary to the 

authors' expectations, the predictive power of the technology acceptance model seems robust and 

holds true for both Pakistan and Canada, despite some noteworthy differences between the two 

cultures. Second, although the importance of perceived ease of use and perceived usefulness on 

consumers' intentions to shop online was validated across both cultures, the results highlight the 

complex relationships between perceived ease of use, perceived usefulness, and intention to adopt 

in each country (Ibid). 

 

Ashraf (2014) offers suggestions to technology managers and e-retailers regarding navigating 

through new technology and e-commerce adoption under various cultural contexts. Concluding, this 

article shows that online shopping is a relatively new phenomenon in Pakistan, and customers are 

still in the trial stage of adoption. In contrast to traditional shopping, online shopping is a solitary 

experience that involves few to no interactions among other online shoppers (Jahanshahi, et al., 

2013). The authors found this to be a disadvantage for people in a collectivist culture, whereas users 

in an individualist culture may find the convenience and efficiency of e-commerce more 

advantageous (Ashraf, et al., 2014). 
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Another noteworthy study is the ´risk, trust and consumer online purchasing behavior purpose´ 

which was conducted in Chili by Bianchi and Andrews (2012). This study was conducted to 

investigate Chilean consumers’ online purchase behavior with a specific focus on the influence of 

perceived risk and trust. Studies of this nature have been conducted quite extensively in developed 

countries and in cross-cultural comparative studies (Chinn, 2006). However, examining consumers’ 

perceived risk and trust with online purchasing in a Latin American context is very limited (Bianchi 

& Andrews, 2012). The analysis reveals that perceived online risk has an inverse relationship with 

consumers’ attitude and that attitude has a positive influence on intentions to continue purchasing 

(Ibid). Of the trust factors examined, trust in third party assurances and a cultural environment of 

trust have the strongest positive influence on intentions to continue purchasing online, whereas trust 

in online vendors and a propensity to trust were both insignificant (Ibid). In a Latin American 

context, for marketers in domestic and global companies these results identify which trust beliefs 

have the most effect on consumer continuance behavior towards purchasing online (Anders & 

Boyly, 2008). Additionally, this research shows that consumers in a Latin American country, 

recognized as a collectivist, high-risk avoidance culture, are willing to continue making purchases 

online despite the risks involved (Bianchi & Andrews, 2012). For Latin American marketing 

practitioners or SME managers, the findings provide tentative insights into which aspects of 

perceived trust have the most influence on consumers’ intentions to continue purchasing, as well as 

the influence of perceived risk on such outcomes (Ibid). While it is widely accepted that perceived 

risk in the Internet environment is the major barrier, the results suggest that this is not 

insurmountable (Ibid). The findings show that it has the least influence of all of the variables that 

explain intentions to continue to purchase online. 
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With the growing usage of Internet banking, there is plenty of information available for the 

acceptance of the use of Internet banking on developed countries. However, since the usage of the 

Internet is growing across the globe, the information regarding customer behavior and trust is not 

available for countries under development (Alsajjan & Dennis, 2010). This study of Alsajjan and 

Dennis (2010) proposes to provide a model that helps predict Internet banking behaviors in a cross-

cultural manner while giving new perspectives into the upcoming countries. Their paper proposes 

the development of a specific model based on the TAM for Internet Banking purposes. In which 

they call it IBAM (Internet Banking Acceptance Model). A quantitative study was developed and 

showed that culture can influence considerably on how the general public interacts or accepts a new 

banking technology (Ibid). The results show that culture influences the level of usage and trust of 

Internet banking systems (Alsajjan & Dennis, 2010). For their paper, the authors tested seven 

different hypotheses in which all were accepted. The hypotheses were (1) Perceived usefulness has 

a positive effect on users' attitudinal intentions toward Internet banking adoption. (2) Perceived 

manageability has a positive effect on users' perceived usefulness. (3) Perceived manageability has 

a positive effect on users' trust. (4) Trust has a positive effect on users' attitudinal intentions toward 

Internet banking adoption. (5) Trust has a positive effect on users' perceived usefulness. (6) 

Subjective norms have a positive effect on users' trust. (7) Subjective norms have a positive effect 

on users' perceived manageability. All of them form the above mentioned IBAM model resulted the 

general conclusion that online banking differs cross culturally (Ibid). The study was conducted 

taking into consideration two different countries: UK and Saudi Arabia. For both of them, the 

model had predictive power. The limitation for this study is that it does not measure cultural 

dimensions and cannot define a direct relationship between that and technology acceptance 

(Alsajjan & Dennis, 2010). Besides, it is also necessary to extend the sample to other countries and 

demographic variables. With that stated, the study shows the importance of taking into 

consideration many factors that can, directly and indirectly, influence the adoption of internet 

banking transactions. These factors include: family and non-users, reputation management, word-

of-mouth campaigns, striving for simplicity of interaction and trust (Alsajjan & Dennis, 2010). 
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With the growth of the usage of the Internet across the globe, it becomes more and more important 

to understand and build trust, satisfaction and, consequently, loyalty between online users and 

companies (Cyr, et al., 2005). The objective of the study by Cyr, Bonanni, Bowes and Ilsever 

(2005) is to understand the differences in website structure and design perceptions in different 

cultures and their impact on purchase intentions. By proposing that differences in website structure 

and design can affect levels of loyalty and trust, the authors of this study raise an important 

discussion that could affect the way business create and operate their websites (Ibid). Even though 

the results were mainly inconclusive, some of them can provide insights regarding cultural 

preferences on website design and trust patterns on certain nationalities. 

 

The study gathered data collected in Canada, U.S., Germany and Japan and examined (1) culture 

preferences for design elements of a local versus a foreign website and subsequent participant 

perceptions of trust, satisfaction and e-loyalty, and (2) comparisons between cultures for design 

preferences of local and foreign websites and subsequent participant perceptions of trust, 

satisfaction and e-loyalty (Cyr, et al., 2005). 

  

Many of the hypotheses presented in this study were rejected, showing that it was mainly 

inconclusive. Only a few of them were partially accepted, such as -Website design preferences for 

the foreign site will be most similar between Americans and Canadians. And -Website design 

preferences for the foreign site will be moderately similar between Americans or Canadians and 

Germans. Even though, some of the results showed that there were greater similarities among 

Americans, Canadians and Germans but the Japanese should be considered a unique group due to 

some cultural and behavioral specificities regarding internet usage and trust (Ibid).  



 

24 
 

3. Conceptual framework 
The previous described literature review will be translated in a conceptual framework to show the 

scope of this research. The listed hypothesis in this chapter will convert the related theory into a 

specifically for this study constructed model. 

 

The growth of internet has laid a path for the so called new retail or better known as e-commerce. 

Social Media is one of the channels that have provided new opportunities for growth within e-

commerce (Hennig-Thurau, et al., 2010) as well as the upcoming royalty programs within e-

commerce shops (Fang, et al., 2015). However, to fully exploit the opportunities of the new retail, 

like global sales, it is important to understand how customers with different cultures and at different 

adoption stages of technology view this channel (Chandrasekhar, 2013). Since culture is one of the 

broadest concepts to define (Soares, et al., 2007) it is hard to give it a detailed definition regarding 

culture (McCort & Malhotra, 1993). According to Soares, et al., (2007) not only defining culture 

can be a challenge to cross-cultural studies, operationalization can be one as well. This happens 

since there are many ways of approaching culture in such studies. The defining of culture in this 

conceptual framework will come from the definition as used in the literature review. 

 

A trend in the land of international marketing research is a switch from behavior and technology 

adoption in the western market towards research in the upcoming Asian markets (Calantone, et al., 

2006; Sultan, et al., 2012). Singh et al. (2006) showed this cultural adoption differences by applying 

the technology acceptance model (see figure 4) to understand consumer acceptance of different 

cultures. The study’s conclusion shows that cultural adoption, where the design of a website 

incorporates cultural differences, is a critical factor for determining international website usage. 

Similarly, Abdul R. Ashraf et al. (2014) concluded that the predictive power of the technology 

acceptance model seems reliable and robust both for Canada and Pakistan. Despite the noticeable 

differences between these countries regarding Hofstede´s view on culture (2001), they still show 

similarities in the adoption of new technologies. 

Figure 4, Technology Acceptance Model 
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Field research has shown that the technology acceptance model (TAM) conclusions may not have 

the same results for contrasting cultures ( Straub, et al., 1997; McCoy, et al., 2007). For example, 

scores from computer based media index (CMSI) are calculated by summing the index scores for 

uncertainty avoidance, power distance, and masculinity and then adding 100 and subtracting the 

index score for individualism. Straub, et al., (1997) argue that individualism is expected to be the 

opposite of the other dimensions. In general, cultures with low CMSI value are expected to have 

more favorable views of computer-based media. The TAM held true for both the U.S. and Swiss 

samples (low CMSI cultures) but not for Japan (high CMSI culture) (Ibid). The CMSI for Sweden 

and The Netherlands both high, while the ones for Pakistan and China are considered low (figure, 

9).  

 

Based on the theory of reasoned action, which is characterized by belief, attitude, norm intention 

and behavior Davis (1986) developed the TAM which researches the prediction of the acceptability 

of an information system. The purpose of this model is to predict the acceptability of a new 

technology to identify the modifications which must be brought to the system in order to make it 

(more) acceptable to users (Ibid). The TAM suggests that the usage of this model is based on two 

main factors: perceived usefulness and perceived ease of use (Ibid). These two aspects are formed 

out of the reasoned action theory which origins from the field of social psychology where a person´s 

behavior is determined by its behavioral intention to perform a task (Fishbein & Ajzen, 1975). 

According to Davis (1986), if a user does not welcome a new technology, the probability that he 

will use it is high if he perceives that the system will improve his performance. Besides, the TAM 

predicts a direct link between perceived usefulness and perceived ease of use, when two systems 

offer the same features, a user will find more the one that he finds easier to use, more useful (Dillon 

& Morris, 1996). 

 

One of the other most used adoption models in comparison to the TAM is the perceived 

characteristics of innovating (PCI). PCI includes innovation constructs such as relative advantage, 

compatibility and trial ability (Plouffe, et al., 2001). However the main advantage of the TAM 

instead of the PCI is the widespread inclusion of cultural aspect. When researching one area the PCI 

would be a good model. However, this paper will focus on comparing four countries including the 

variable culture as a valuable asset of the model, therefore the noteworthy PCI will be excluded 

from this research.  
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The understanding and testing of the applicability of the TAM across cultures (outside Western 

cultures) has recently drawn the attention of marketing and e-commerce researchers (Straub, et al., 

1997; Almutairi 2007; McCoy, et al., 2007; Alsajjan & Dennis 2010). However, among these 

studies very few have explored Asian markets ( Pikkarainen, et al., 2004; Sultan, et al., 2009), and 

none have compared Sweden, The Netherlands, Pakistan and China. Therefore, it can be questioned 

if e-commerce works similarly within these countries as Hofstede (2001) criticizes several 

management theories for being culture specific because most of them reflect the North American 

culture.  

 

Since the TAM was originally developed in 1989 it has been modified extensively to combine all 

the variables that new technologies bring with them. One of the most renowned editions of this 

model is the variable trust (Ghazizadeh, et al., 2012). Ghazizadeh´s (2012) research focusses on the 

use of onboard monitors by truck drivers and the influence of trust in this matter. This trust 

influence, which can be seen in the e-commerce section as to which content users trust the web shop 

with valuable information as credit card details and other personal information, has been used 

repeatedly after onboard monitor study to examine trust in new technologies. Other aspects 

influencing e-commerce acceptance is the effect of royalty within e-commerce (e-loyalty) and the 

influences of social media. Therefore, the original model of Davis (1989) has been used as a base 

and remade to the authors extend of the current variables affecting e-commerce adoption cross- 

culturally.  

 

That this model has the need to be updated comes for the fact that the original model from 1989 

focusses mainly on technology that is tangible such as computers, laptops, phones etc. (Davis, 

1989), while the research on the subject e-commerce is on an aspect which is intangible. Next to 

other components as e-loyalty and social media regarding e-commerce this has been the main 

reason to modify the original TAM and remake a new version called the e-commerce technology 

acceptance model (eTAM). Below is the process designed for the steps towards a penetration 

strategy. In this framework the eTAM will be used to answer the yes/no question of differences in 

e-commerce adoption. 
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Figure 5, Conceptual framework 
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3.1 Hypothesis development 
The TAM has attained extensive theoretical and practical support in predicting technology 

acceptance among new market groups and lead-users (Ajzen, 1991; Shin & Kim, 2008). Different 

scientific articles came to the conclusion that if users perceive a new technology to be useful (PU) 

and easy to use (PEOU), they will be more likely to actually use this technology (Ajzen, 1991; 

Ashraf, et al., 2014). The TAM speculates that two key beliefs about new technology, PU and 

PEOU, present a person’s intention to adopt a new technology (Davis, 1989). The acceptance of 

new technologies by its user depends mainly on the function (PU) and secondarily on the ease (or 

adversity) with which its function can be used (PEOU) (Ibid). This predictive power of the TAM 

enables researchers to apply it to diversified settings or cultures and therefore analyze and 

understand different purchase behaviors (Singh et al. 2006; Shin & Kim, 2008). Consequently, the 

following hypothesis is formed: 

 

H1: PU has a direct (positive) effect on consumers’ intentions to shop online. 

H2: PEOU has a direct (positive) effect on consumers’ intentions to shop online. 

 

However, a considerable amount of previous research has reported paradoxical findings regarding 

the relationship between PEOU and technology adoption (Davis, 1989). Several authors suggested 

several options for researching in the area of PEOU, technology adoption and PU (Chen, et al., 

2002; Ha & Stoel, 2009). In this research, the authors argue that the importance of PU and PEOU 

varies according to the stage of adoption of e-commerce. In the early stage of adoption the 

importance of PEOU is higher but decreases in the post-adoption stage (Mao, et al., 2005). In the 

case of China and Pakistan, e-commerce is still in the early adoption stage (Zhao & Wang, 2008; 

Dwivedi, et al., 2007), users are therefore still in their experimental stage. Considering that adoption 

stage plays a critic role in determining whether PU and PEOU affects adoption of e-commerce, the 

following hypothesis have been formulated: 

 

H3: PU has a stronger direct (positive) effect on people’s intentions to shop online for the Western 

sample (e-commerce already adopted) than for the Asian sample (early e-commerce adoption 

stage). 

H4: PEOU has a stronger direct (positive) effect on people’s intentions to shop online for the Asian 

sample (early e-commerce adoption stage) than for the Western sample (e-commerce already 

adopted). 
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Understanding the motives of foreign customers to adopt and purchase from web shops is becoming 

more important for international marketers as globalization creates threats and opportunities  

(Singh, et al., 2006; Colton, et al., 2010). So far, there has not been a clear answer to the customers’ 

acceptance of e-commerce under different cultural contexts, because most of the research 

conclusions are mixed and inconclusive. In order to seek out a conclusion which supports the 

cultural background of consumers the original TAM has been influenced. Additional to the 

previously described PU and PEOU is the factor trust in technology adoption. One of the main 

reasons why consumers seek information online but are not using an online payment processor to 

buy is lack of trust in e-commerce (Park, et al., 2012). Online trust has been defined as the extent to 

which a person expects that a new technology is credible and reliable (McKnight, et al., 2002). 

Trust is online seen as more important than offline due to the cause of boundaries in touch, taste or 

feeling of the product (Hoffman, et al., 1999). Previous studies have shown that improved trust 

leads to increased sales figures (Jones, et al., 2009). Therefore, the ‘enhanced-trust TAM’ 

(Dahlberg, et al., 2003) is more appropriated in researching customer technology acceptance within 

this context. Therefore we suggest: 

 

H5: Trust has a direct (positive) effect on intention to shop online. 

 

As shown in the literature review, the Asian markets have a higher rating of collectivism and shows 

the western sample as more individualistic. Since the countries with a higher score in collectivism 

can count somehow more on their family and friends whereas the western markets are said to be 

more towards individualism. The factor trust should therefore rely heavier on the Western markets 

than their Asian counterparts. Therefore we suggest: 

 

H6: Trust has a stronger direct (positive) effect on people’s intentions to shop online for the 

Western sample (e-commerce already adopted) than for the Asian sample (early e-commerce 

adoption stage). 
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Online loyalty, e-commerce loyalty or simply e-loyalty, is conceived as a consumer's intention to 

buy from an online portal and that these consumers will, afterwards, not (easily) change to another 

portal (Flavián, et al., 2006). Cyr et al. (2004) define e-loyalty as the intention to revisit a website, 

or to consider purchasing from it in the future. Both definitions do however show similarities 

regarding the return of consumers to an online web shop. Traditional brands with high brand loyalty 

have enjoyed a certain degree of immunity from price-based competition and brand switching 

consumers (Dowling & Uncles, 1997). In e-markets however, this freedom is considerably 

decreased due to how easy price comparison is for online consumers (Lee & Turban, 2001) and due 

to the fact that competitors websites are just one click away. Therefore, when operating in a 

competitive price industry, e-loyalty is more important for e-businesses in developing and 

maintaining customer loyalty (Reichheld & Schefter, 2000).  In the online arena, acquisition costs 

are high, switching costs are low, the service encounter is non-personal and the Internet is often 

used only as a source of information but there is however a clear link between e-loyalty and 

consumerism. We therefore apply the following hypothesis: 

 

H7: E-loyalty has a direct (positive) effect on consumers’ intentions to shop online. 

 

When comparing cultural wise there are noticeable differences regarding culture and loyalty. 

Collectivist consumers in Hong Kong, who prefer shared loyalty and building relationships, tend to 

have a high rate of loyalty (Chau, et al., 2002). Contrasting to individualistic American, who prefer 

competence and are more short term relationship based, who tend to have a lower sense of loyalty 

(Ibid). Thus we suggest the consecutive hypothesis: 

 

H8: E-loyalty has a stronger direct (positive) effect on people’s intentions to shop online for the 

Asian sample (early e-commerce adoption stage) than for the Western sample (e-commerce already 

adopted). 
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Social commerce is the usage of social media, in the framework of e-commerce, to assist with 

buying and selling products in an online setting (Linda, 2011). It stimulates the blending of two 

currently big digital trends, e-commerce and social media (Andzulis, et al., 2012). E-commerce is 

traditionally correlated with web based communities, for instance, Zetlin and Pfleging (2002) 

describe consumer-driven online markets in which most consumers’ needs are arranged through a 

community website. This gathering of needs in one online place facilitates businesses to have 

higher sales and more community members to grow in sales figures. Therefore, web-based 

communication is said to substantially affect almost every company that provides services or 

produces consumer goods (Ibid).  It could change the nature of community sponsorship strategies 

and corporate advertising, as well as the manner through which business is done (Blanchard & 

Markus, 2007).  

 

One exceptionally dominant online communication platform nowadays is Social Media (Juris, 

2012). Social media is described as, a group of internet-based applications that built on the 

ideological and technological foundations of Web 2.0 and that allows the creation and exchange of 

user-generated content (Kaplan & Haenlein, 2010). Some examples of Web 2.0 social media sites 

include blogs, web forums, virtual communities, and social networks as Facebook and the Chinese 

RenRen. According to Nielsen (2010), the world spends over 110 billion minutes daily on social 

media sites and has an enormous impact on consumers behavior, their purchases, and the whole 

(digital) economy. 

 

Social commerce officially appears in the literature in 2005 by Yahoo! to refer to the new way of 

doing commerce online. More than just a buzzword for the combination of social media and e-

commerce, it represents an emerging phenomenon stimulated by the web 2.0 waves (Wang & 

Zhang, 2012). Social commerce enables consumers to share information, experiences and opinions 

about what, where and from whom to buy (Jascanu, et al., 2007). In this new way of commerce 

mediated by social media, both consumers and firms benefit (Ibid). Consumers make informed 

decisions based on information not only from the firms, but also from other consumers like friends 

or family. Firms can make more profits by attracting and alluring potential buyers via positive 

recommendations by existing consumers therefore referring to word of mouth marketing in an 

online setting. Mardsen (2010) sees social commerce as an alternative way to monetize social media 

by the application of a two-way strategy: by helping people to connect where they usually buy or by 

guiding people to buy where they usually connect. Following the above statements regarding social 

commerce we suggest: 

http://onlinelibrary.wiley.com/doi/10.1002/meet.2011.14504801096/full#bib18
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H9: Social commerce has a direct (positive) effect on consumers’ intentions to shop online. 

 

As shown in the literature review there is a huge gap between the actions based from a collectivist 

culture in comparison with an individualistic culture. Since the Asian markets in our chosen cases 

have a higher rate of group decision making and our Western markets are more focused on ´I´, or 

the so called individual approach, we will focus on the following hypothesis regarding social 

commerce: 

 

H10: Social commerce has a stronger direct (positive) effect on people’s intentions to shop online 

for the Asian sample (early e-commerce adoption stage) than for the Western sample (e-commerce 

already adopted). 

 

This will result in the following conceptual framework regarding our hypothesis 

 

Figure 6, Framework of constructs 

  



 

33 
 

3.2 Hypothesis Listed 
H1: PU has a direct (positive) effect on consumers’ intentions to shop online. 

 

H2: PEOU has a direct (positive) effect on consumers’ intentions to shop online. 

 

H3: PU has a stronger direct (positive) effect on people’s intentions to shop online for the Western 

sample (e-commerce already adopted) than for the Asian sample (early e-commerce adoption 

stage). 

 

H4: PEOU has a stronger direct (positive) effect on people’s intentions to shop online for the Asian 

sample (early e-commerce adoption stage) than for the Western sample (e-commerce already 

adopted). 

 

H5: Trust has a direct (positive) effect on intention to shop online. 

 

H6: Trust has a stronger direct (positive) effect on people’s intentions to shop online for the 

Western sample (e-commerce already adopted) than for the Asian sample (early e-commerce 

adoption stage). 

 

H7: Eloyalty has a direct (positive) effect on consumers’ intentions to shop online. 

 

H8: Eloyalty has a stronger direct (positive) effect on people’s intentions to shop online for the 

Asian sample (early e-commerce adoption stage) than for the Western sample (e-commerce already 

adopted). 

 

H9: Social commerce has a direct (positive) effect on consumers’ intentions to shop online. 

 

H10: Social commerce has a stronger direct (positive) effect on people’s intentions to shop online 

for the Asian sample (early e-commerce adoption stage) than for the Western sample (e-commerce 

already adopted). 
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4. Method 
In this section the authors will explain the methodological aspects connected with this research. 

The method chosen to conduct will be explained in detail to give a detailed view of how the 

research has been operated. 

 

 

Figure 7, Method 

 

4.1 Research introduction 

The method will be broken into eight different sections to show more clearly how this research has 

been conducted. The sections are (1) Research approach, (2) Research Design, (3) Data Sources, (4) 

Research Strategy, (5) Data Collection Method, (6) Data Collection Instrument, (7) Data Analysis 

Method, (8) Quantitative Criteria as shown in Figure 7. 

 

4.2 Research Approach 

The research approach is the plan and procedure for the research goal that span the steps from 

assumptions to detailed methods of data collection, analysis and interpretation. The chapter involves 

several decisions that are made to design the research strategy of this paper. 

 

4.2.1 Inductive vs. Deductive Research 

Research is imitative from a particular research question or hypothesis (Bryman & Bell, 2011). The 

relation between theory and composed data is implied as being deductive or inductive research 

(Ibid). The deductive approach is the most commonly used view of showing the relationship 

between theory and data collection where the researcher collects data based on theoretical 

considerations and deduces a hypothesis based on these considerations (Creswell, 2013). The steps 
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are easy to follow, the first step is the theory, second step hypothesis, third step data collection, 

fourth step findings, fifth step hypothesis confirmed or rejected and the sixth step is the revision of 

theory (ibid). Inductive research works the other way around, from a specific observation to a 

broader view on generalizations and theories (Bryman & Bell, 2011). 

This research is based on deductive research. Moreover, the paper is based on previous theories and 

is following the above described deductive approach steps. The research questions for this research 

paper are derived from theories and previous research as presented in the literature review chapter. 

Also, to be able to fill the existing research gap, as described in the introduction, a deductive 

approach is in this case the most applicable. 

Bryman & Bell (2011) describe deductive research as a representation of the most common view of 

the nature of the relationship between theory and research. Researchers who choose to use this 

approach will deduce a hypothesis that they must then subject to an empirical examination (Ibid). 

This must be done based on what is known about a particular domain and on theoretical 

considerations in relation to that domain (Ibid). Concepts in the hypothesis will be translated into 

researchable entities and operational terms to relate towards a conclusion of the research. Following 

this step, the researchers will specify how data collection can be done in relation to the concepts. 

Theory and hypothesis deduced from it come first and drive the process of gathering data (Ibid). 

After analyzing such data, the researchers can find out whether their hypotheses are confirmed or 

rejected. 

 

4.2.1 Qualitative vs. Quantitative Research 

In order to carry out a research, an approach and a strategy has to be defined and decided. 

Researches can choose from two different approaches: a qualitative approach or quantitative 

approach (Bryman & Bell, 2011). These styles are taken from two distinctive groups of research 

strategies, with other words a general orientation on how to conduct a business research strategy. 

Bryman & Bell (2011:286) articulate: “quantitative research can be seen as the collection and 

analysis of data. In a wide perspective, quantitative research deals with the collection of numerical 

data, its fondness of a natural approach and a view of social reality” They also state: “qualitative 

research puts more effort into words rather than quantification in the collection and analysis of 

data”. Further differences between quantitative and qualitative research based on Bryman & Bell 

(2011) can be found in Table 2. 
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A typical qualitative study is one in which the findings are “grounded'' in the data (Glaser & 

Strauss, 1967). Instead of descending on the field of enquiry armed with a body of theory, and 

allowing that theory to color the data, a grounded theory suggests that the researcher initiates the 

study with a mind open to the possibilities of the data and the perspectives of the subjects (Corbin 

& Strauss, 1994). Qualitative data can be in the form of transcripts, in-depth interviews, 

observations, documents and often takes the form of a case study (Hyde, 2000). Qualitative 

methods search beyond mere snapshots of events, people or behaviors (Bonoma, 1985). Bryman & 

Bell (2011.389) describe “qualitative research is sometimes taken to imply an approach to business 

research in which quantitative data are not collected or generated. Many writers on quantitative 

research are critical of such a rendition of qualitative research, because the distinctiveness of 

qualitative research does not reside solely in the absence of numbers. Sometimes qualitative 

research is discussed in terms of the ways in which it differs from quantitative research. A potential 

problem with this tactic is that it means that qualitative research ends up being addressed in terms of 

what quantitative research is not”. 
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Table 2, Differences in quantitative and qualitative research, own. 

Quantitative Qualitative 

Numbers Words 

Point of view of researcher Point of view of participants 

Research distant Researcher close 

Theory testing Theory emergent 

Static Process 

Structured Unstructured 

Generalization Contextual understanding 

Hard, reliable data Rich, deep data 

Marco Micro 

Behavior Meaning 

Artificial Setting Natural Setting 

 
In this research, the quantitative approach will be utilized since the authors expect measurable and 

presentable data in a form of numbers and statistics. The aim to utilize this approach is to create 

generalizations based on the processed results of the investigation. This approach is also more 

formalized and controlled. Qualitative approach is not suitable due to the fact that the authors 

planned to investigate few variables on a larger scale within different countries, while qualitative 

approach serves for more complicated in depth studies and the conclusions are based on attitudes 

and beliefs and are not quantified. The interest and outline of this study lays in achieving a deeper 

knowledge when it comes to the e-commerce usage of inhabitants of different cultures.  
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4.3 Research Design 

Research design can be explained as a plan for executing the research and answering the hypothesis 

plus research aim and objectives. It administers the structure to resolve the identified problem and 

avoid situations where the evidence does not address the initial research problems (Yin, 2013). 

Conclusively, the research design should guide the researchers to collect, analyze and interpret 

observations (Frankfort-Nachmias & Nachmias, 1992) with coherence (Rowley, 2002). 

Krishnaswamy & Satyaprasad (2010:39) describe a research design as “a logical and systematic 

plan prepared for directing a study. It specifies objectives of the study, the methodology and 

techniques adopted for achieving the objectives. A research design is the program that guides the 

investigator in the process of collecting, analyzing and interpreting observations”. There are three 

research design options for conducting research. The first research option consists of exploratory 

research. Exploratory research studies unfamiliar problems of which the researcher has little to no 

knowledge (Yin, 2013). The main goal of this type of research is to acquire ideas within a certain 

area of research (Ibid). Exploratory research is a separate type of research, but is considered as the 

primary stage of a three stages process of exploration, description and experimentation (Stebbins, 

2001; Krishnaswamy & Satyaprasad, 2010). The second option is experimental research. This type 

of research is designed to measure the effects of certain variables on an event by keeping the other 

variables steady or controlled (Ibid). This research method discovers how variables are related to 

each other. The variable that is influenced by other variables is called a dependent variable and the 

other variables, which influence it, are known as independent variables (Ibid). The third option is 

descriptive research. This is a fact-finding method with adequate room for understanding by the 

researcher (Ibid). This research is described as the simplest type of research. Descriptive research is 

more precise than exploratory research, as it focuses on a certain aspect or dimension of the studied 

problem (Pickard, 2012). The main aim of this type of research is to get descriptive information in 

order to provide information for formulating more sophisticated research. The data collection can be 

done by means of observation, interviewing, email questionnaires etc. (Krishnaswamy & 

Satyaprasad, 2010). There is however a small overlap with explanatory research since not all the 

mentioned hypothesis have been studied before in the used relationship. The reason for descriptive 

research was to find out certain aspects and information. Besides, the information gathered was 

received by electronic mail questionnaires and some semi-structured interviews as a test to provide 

a base for the chosen research. 
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In order to extend the chosen study field the descriptive research can lead to two major continued 

version of the studied field, one is cross-functional and the other is a longitudinal design (Bryman & 

Bell, 2011). According to Bryman & Bell (2011:53):“a cross-functional design is the collection of 

data on more than one case at a given point of time to collect qualitative or quantifiable data, which 

are then examined to detect patterns of associations”. On the other hand research can be called 

longitudinal when a sample is surveyed at one point in the research and is then surveyed again at 

least one later point in time (Ibid). Due to time constraints, the authors did not have a chance to 

apply a longitudinal study to discover the current and future e-commerce environment in the chosen 

markets. Therefore, this study is cross-sectional because it focuses on current aspects of a specific 

market at a given time, on which the authors gained information by questioning several participants 

in this sector. The chosen path has been visualized in figure 10. 

 

Figure 8, Research Design, adapted from Bryman & Bell (2011) 

4.4 Data sources 

The sources of data can be classified into two sections (1) primary sources and (2) secondary 

sources, which can be used for data collection (Bryman & Bell, 2011). The primary sources of data 

collection are the original sources from which the researchers directly collected data that had not 

previously been collected (Krishnaswamy & Satyaprasad, 2010). It is the information that is 

collected for the purpose of solving a problem. Therefore, generated by tailor made questions 

seeking answers for specific material collection (Bryman & Bell, 2011). Primary data collects 

specific and up-to-date material. However, it is seen as costly and often difficult (Cowton, 1998). 

On the contrary, secondary sources are the existing data that has been collected for another purpose 

than solving the problem at hand (Stewart, 1984; Frankfort-Nachmias & Nachmias, 1992). The 

secondary data consists of data that are ready to use by the authors and have been analyzed before 

(Krishnaswamy & Satyaprasad, 2010). According to Bryman & Bell (2011:312) “There are two 



 

40 
 

distinctive kinds of secondary data. One is the type of data that have been collected by other 

researchers. The second type is when the data have been collected by other organizations in the 

course of the business”. Secondary data adds to increased credibility of research finding that take a 

primary data source method (Frankfort-Nachmias & Nachmias, 1992), give alternatives for primary 

research methods and could possibly solve research problems (Bryman & Bell, 2011). It is also cost 

efficient as well as has high availability (Cowton, 1998). Cowton (1998) suggests that secondary 

and primary data are not substitutes for one another. Moreover the two research methods function as 

complements to cover insufficiencies of the provided data. 

Different characteristics have been described above to define primary and secondary sources. The 

following table describes further advantages and disadvantages of using this data: 

Advantages of primary data Disadvantages of primary data 

Specific to needs Costly 

Up to date Time consuming 

Tailor made Possible lack of respondents 

 

Table 3, Primary Data, adapted from Krishnaswami & Satyaprasad 

Advantages of secondary data Disadvantages of secondary data 

Cost and time Lack of familiarity with data 

Opportunity for longitude analysis Complexity of the data 

Subgroup of subset analysis No control over quality 

Opportunities for cross-culture analysis Absence of key variables 

More time for data analysis   

Reanalysis may offer new interpretations   

The wider obligations of the business 

researcher 

  

Table 4, Secondary Data, adapted from Bryman & Bell  
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Primary data sources appear in this study in a way that the authors conducted electronic 

questionnaires. However, the utilized survey questions were based off some previous studies in a 

different context and sometimes different sector. 

Secondary sources have been utilized in a way that the authors have collected information from 

various sources as well as scientifically published articles. This risk of this data source was that the 

purpose of these studies did not match precisely to this research, since they were conducted in 

different markets, industries and time periods. To sort out these articles, the authors utilized some 

criteria, these criteria were availability, relevance, accuracy and journal rating. The studied section 

of e-commerce also required the use of recent sources, as to the fact that the industry moves in a 

faster pace than most other segments (Whei & Zhou, 2013). 

  

4.4 Research Strategy 

Research strategies indicate the different ways of gathering and analyzing empirical data (Yin, 

2013). Deciding on the most advantageous and appropriate method is a crucial part of doing 

research (ibid). According to Yin (2013), there are five available methods for researchers: 

experiment, survey, archival analysis, history and case study. Depending on three conditions, the 

appropriate method can be evaluated and chosen correctly concerning a certain research (Yin, 

2013).  Survey research usually comprises data collected by questionnaires or structured interviews 

when there are several cases (Bryman & Bell, 2011). This happens in a given point of time meaning 

that the survey research will be cross-sectional (Ibid).  This provides a researcher with quantitative 

or quantifiable information with multiple variables (Ibid). Bryman & Bell (2011) state that the aim 

is to identify patterns and links between these variables. Due to these aforementioned reasons the 

´survey´ research is the most advantageous method to collect data from consumers.  
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4.5 Data collection method 
There are numerous methods appropriate to collect primary data sources, most commonly: focus 

groups, in-depth interviews and surveys (Bryman & Bell, 2011). There are some methods more 

suitable for others and that all depends on the research approach (Stebbins, 2001). Focus groups and 

in-depth interviews are more suitable when the research is taking a more qualitative approach while 

surveys are more applicable for research with a structured quantitative approach. (ibid). This study 

takes on a quantitative approach, which rules out the focus groups and in-depth interviews. 

Krishnaswami & Satyaprasad (2010) define a survey as a way of receiving primary data from a 

population. It contains sending surveys to respondents in order for them to complete. It is necessary 

that these respondents are educated enough to provide reliable answers (Ibid). A questionnaire 

should be simple, easy to understand and easy to respond to. To fulfill this, a questionnaire is 

required to be based on closed-end questions, with a multiple-choice design (Ibid). The respondents 

should not be required to spend more than a few minutes on such questionnaires (Ibid). Bryman & 

Bell (2011) describe a census survey as the listing of an entire population. Therefore, the 

information collected, represents an entire population, not only samples or portions of it (Ibid).  

Thus, the authors decided to collect data by electronic survey questionnaires. However, before this 

was done, the authors had interviewed four individuals in order to receive information about the 

chosen constructs and the ability to conduct the survey in different cultures. From all the four 

countries, the Netherlands, Sweden, Pakistan and China, has one face to face survey been 

conducted. This was important in order to control the questionnaire to better fit to the specific 

market and to identify if all questions were suitable in the different fields.  
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4.6 Population 
The segment of the population that has been selected for this research, in other words the sample, is 

based on a non-probability approach which means that the sample has not been chosen by using a 

random selection method, thus some respondents are more expected to be selected instead of others 

(Bryman & Bell, 2011). However, to give an understanding of the total, the population of the four 

countries will be described individually below; a more in-depth in the penetration plus user rate can 

be found in appendix 1. 

 

 
Figure 9, Own, Numbers: International Telecommunications Union (2013),  

 

4.7 Pretesting 
Prior to data collection, a pre-testing is an essential part of conducting the research (Bryman, 2012). 

Pretesting is the method for researchers to test their questionnaire on a small sample in order to 

detect any difficulties plus adjust or dispose any questions in order to improve the testing method 

(Malhotra, 2010). The pre-testers will help researchers discover if the interview guide is too 

complex to understand, if it is too vague or if the questions are too sensitive (Yin, 2013). When this 

process is accomplished the interview guide is anticipated to have a more refined content (ibid). The 

authors have pretested their questionnaire with four different master students from each country 

respectively. After this test, several questions were adjusted to gain further information about the 

respondent. Also the layout of the questionnaire was changed to provide a more professional 

appearance, cross culturally.  
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4.8 Sampling 
In statistics, survey sampling is a definite plan of selecting a sample of elements from a given 

(target) population to conduct a survey (Kothari & Garg, 2014). Before conducting a research one 

should have a clear sample frame, the sample frame is of a great importance (Gray, 2009). The 

sample frame provides guidelines to make sure that all the aspects of a study are cohesive with the 

problems researched in the study (ibid). The population within this study has been narrowed down 

to consumers in Pakistan, China, Sweden and the Netherlands. According Bryman & Bell (2011), to 

collect data from all the members of a population (called a census study) is considered impractical, 

especially since these countries have a total of over 1 Billion in population (census.gov). Since in 

this survey the time and financial means are limited, the odds that everyone will respond are 

minimal. To solve this problem the solution is to conduct a sample survey, therefore a smaller 

amount of contacts were selected to represent the whole population (Kothari & Garg, 2014). 

 

4.8.1 Sampling Frame and Sample Selection 

A sampling frame is a framework with elements that respondents in the sample must fit into 

(Bryman & Bell, 2011). In this study the limited time frame and monetary means that this study 

required a channel that could quickly and easily reach consumers in the chosen countries. 

  

The selection of respondents has all been involved in a University study, in the age range of 18 to 

40 years. University students have been selected since these tend to represent the most applicable 

when researching technologies adaptions (Holden & Rada, 2011).  
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4.9 Data Collection Instrument 

Operationalization of this research, Krishnaswami & Satyaprasad (2010:39) define 

operationalization as: 

“Operational interpretations of concepts are the means by which variables are measured. They are 

always crucial to a research project. The process of operationalization or defining concepts is a 

complex task, requiring extensive knowledge and reflective thinking of the subject. It involves a 

series of steps or procedures to be followed to obtain a frequency”. 

Therefore the concepts and theories used in this study need to be examined in the operationalization 

process. Thus, complementing in a specific measurable item or question as described in figure 12.  

 
Figure 10, Operationalization Process, Krishnaswami & Satyaprasad (2010). 

 

In the following table all the concepts examined in this study are listed. They are defined 

scientifically and operationally to show how these concepts were utilized in this context. 
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Table 5, Definition of key variables. 

Concept Theoretical definition Operational Definition 

Perceived usefulness The extent to which a person 

believes that using a particular 

technology will enhance his (job) 

performance (Davis 1989). 

Advanced technologies that 

enable advancement (i.e., speed 

of delivery/payment) also result in 

benefits for firms making 

perceived usefulness benefitting 

both sides. 

Trust One of the key reasons customers 

use the Internet but do not 

actually purchase online is lack of 

trust in e-retailers, because 
customers perceive online 

transactions to be risky 
(Kim, et al., 208). In the online 

context, trust has been defined as 

the extent to which a person 

expects that a new technology is 

credible and reliable (Tan & 

Sutherland, 2002). 

In the context of this study, we 

define trust as the extent to which 

consumers expect that an e-

retailer will meet their transaction 
expectations and will not engage 

in opportunistic behavior 

(Morgan and Hunt 1994; Pavlou 

2003; Pavlou, Liang, and Xue 

2007). 

Social commerce The use of social networks(s) or 

online media that supports social 

interaction and user contribution 

to assist online transactions 

(Stephen & Toubia, 2010). 

Linking social behavior with 

products, an incentive for 

consumers to return, a platform of 

consumers with the same 

interests. 

E loyalty The pursuit of engendering trust 

and value in your customers 

through effective deployment of 

Web technologies and customer 

support (Reichheld & Schefter, 

2000). 

E-Loyalty is the notion of 

Customer Loyalty in e-

Commerce. 

Perceived ease of use The degree to which a person 

believes that a new technology 

would be free of effort (Davis, 

1989). 

A predictor of e-commerce 

acceptance (Pavlou 2003) and 

social networking site usage in 

contrast with the required effort 

(Sledgianowski & Kulviwat, 

2009) 

Intention to buy online Online purchase intention with a 

technology-oriented perspective 

(Lee, et al., 2008). 

The constructs influencing 

consumers their intention to use 

an online web shop for acquiring 

goods electronically. 
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Questionnaire Design 

Questionnaire design is based on the content and the wording of the questions, a questionnaire 

should be simple and communicate to the target group clearly (Malhotra, 2010). In order to increase 

reliability and validity of this study, all constructs and their items were taken from previously 

reviewed research papers. This enables the authors to repeat this study in a different field and 

different timeframe however based on the same theoretical aspects. Survey respondents were asked 

to express the extent of their agreement with statements associated with the previous described 

constructs on a five-point Likert-scale with 1 representing ‘strongly disagree’ and 5 representing 

‘strongly agree’. Closed questions were utilized with multiple answers, however only one answer 

was allowed to be chosen, and the respondents were not allowed to skip any questions. 

For the complete survey see appendix 2.  

 

4.10 Data analysis method 
Analysis is synonymous with interpretation of information (Strauss, 1994). Interpretation of data 

should be consistent throughout the analysis process in order to ensure reliability in later parts 

(Balnaves & Caputi, 2001). Besides, it affects potential replication, extension and generalizability 

of the research (Ibid). The response rate refers to a number, given in percentage, of the total 

respondents that are completed out of the entire sample (Malhotra, 2010). The sample consisted of 

four countries and its population. From these countries 156 responses were utilized, almost equal 

divided between the countries. The results of the study has been studied by applying linear 

regression with independent variables as well as combined. Some of the constructs were also tested 

on influencing each other by looking for a correlation. Thereafter, all the countries were researched 

to find differences in different aspects regarding the constructs between the chosen countries. 
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4.11 Quantitative validity and reliability 

Validity 

Content validity refers to the extent to which a quota represents all facets of a given construct 

(Malhotra, 2010). The question is if the scale items cover adequately the area of the construct (Ibid). 

The authors conducted face validity with one lecturer of the Marketing Institute at Linnaeus 

University, Sweden. Construct validity addresses what are the actual constructs that the scale is 

measuring (Malhotra, 2010). This type of validity helps to measure how one construct is related to 

others (Ibid). In order to ensure high validity of this research, the authors utilized already 

established and tested constructs from previous scientific articles that had been published in later 

than 2010 to get a recent and applicable questionnaire. Criterion validity is important to measure in 

order to control whether a scale performs as expected when it comes to other criterion variables 

(Malhotra, 2010). These variables can be for instance demographic and psychographic 

characteristics (Ibid). Criterion validity has been used to determine from which of the countries the 

respondent origin.  
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Reliability 

Reliability is important to measure when conducting research in order to control that the scale 

produces consistent results if it is repeated (Malhotra, 2010). It is the most common used measure 

of internal consistency (reliability), and most commonly used when a survey has been answered in 

Likert scaled questions (Gliem & Gliem, 2003). Malhotra (2010) also states that the value of 

reliability (Cronbach’s alpha) needs to be above 0.6. The alpha (α) coefficient has an advantage in 

that it gives a summary measure of the inter correlations (Peter, 1979; Hair et al. 1998; Churchill & 

Iacobucci, 2006). Due to this all items, except Social Commerce, were proven to be significant with 

a combined Cronbach´s Alpha of .796. Since in the individual construct testing the construct Social 

Commerce scored .447 it can be stated that this one is not reliable, and should therefore be excluded 

from further analyses within this paper. This can be also due to the fact that most constructs had 

been tested and used in a previous study in a published article, whereas Eloyalty and Social 

Commerce have been added in this context. The exact values for Cronbach’s Alpha can be seen in 

the table below. 

 

Table 6, Reliability statistic 

Reliability Statistics  

Cronbach's Alpha .796 

 

 

Main Constructs Cronbach’s Alpha Value 

Perceived usefulness .741 

Trust .825 

Social commerce .447 

E Loyalty .641 

Perceived ease of use .681 

Intention to buy online .705 
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5. Analysis and Results  
In the following chapter the data gathered through the survey will be presented in a cross-cultural 

context. The complete questionnaire can be found back in appendix D. The analysis follows the 

constructs that the survey questions were categorized in. These constructs are Perceived Usefulness, 

Trust, Social Commerce, E-Loyalty, Perceived ease of use and Intention to buy online. The chapter 

ends with the answering of the previous stated hypothesis. 

 

According to the The Global Information Technology Report (2014), the Western and Asian 

markets present a very different level of network readiness (the capability of a country to exploit 

communication and information technologies). Being Sweden 3rd, China occupies the 62nd place, 

The Netherlands 4th, and Pakistan 111th (Ibid). Also, the Boston Consulting Group (2014) 

developed an independent report, called the e-Friction index, created in order to better understand 

the factors that influence online usage in a country-country basis. In the e-Friction Index, Sweden 

occupies the 1st place and the Netherlands also in the top 10 with a nine place, whereas China 

occupies rank 53 with an e-Friction index of 69 and Pakistan above 100 and does not show in the 

list (Zwillenberg, et al., 2014). It is important to contrast these countries not only from the 

technological perspective but also from a cultural framework in which both groups of people can be 

further compared. 

 

According to the Hofstede Model there are considerable cultural differences between the four 

countries. The analysis using the 6 dimensions (6D) makes it is possible to verify in detail the 

cultural differences: 

 

Figure 11, Cultural comparison, numbers from Hofstede (2011) 
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As it can be seen in figure 11, Western culture, if compared to Asian culture presents a smaller 

power distance, higher individualism, focus much less in competition and more in principles such as 

quality of life, also it shows equivalent uncertainty avoidance, a lower long term orientation and a 

higher drive for indulgence. Such differences support the perception that these markets have a very 

different profile of internet usage, availability and cultural aspects. Thus, supporting the relevance 

for the application of the eTAM model in order to better understand online shopping adoption 

within these countries. Straub et al. (1997) connected Hofstede’s cultural dimensions indicators to 

create a “computer-based media support index” (CMSI). The CMSI index for Hofstede’s indicators 

for the countries USA, Switzerland and Japan was 157, 194, and 295 respectively. Straub et al. 

(1997) found CMSI to be conversely proportional to the degree of supportive of TAM to the 

specified country. The index is calculated by the scores for power distance, uncertainty avoidance, 

and masculinity, then adding 100 minus the individualism index score. The effect of individualism 

on computer-based media acceptance is expected to be the opposite of that of the other dimensions 

(Van Slyke, et al., 2010). The advantage of CMSI is that it allows the cultural factors to be 

considered as an aggregate index, rather than factor by factor.  

 

 
Figure 12, CMSI Scores, own 

As seen in figure 12 these four countries have a tremendous difference in CMSI Score. Current 

research on technology acceptance is minor in these countries, whereas e-commerce research has 

mainly been from a North-American approach (Ashraf, et al., 2014). This absence in exploration of 

these countries plus the difference in CMSI Score are the main reasons that research in this field is 

needed in these countries. For a good understanding of how e-retailers can exploit their business in 

these countries continued investigation of the field is necessary. 
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Respondent’s Demographics 

A total of 156 consumers have filled in the online survey, divided almost equally around the four 

chosen countries to research, see figure below. 

 
Figure 13, Demographic results, own 

 

Hypothesis testing H1 – The variables tested have a positive correlation with intention to buy. 

 

Table 7 Pearson Correlations   

  Correlation with Intention SD 

Usefulness .463 .000 

Trust .554 .000 

Ease of Use .655 .000 

E-Loyalty .075 .354 

Social Commerce .026 .745 

Intention - - 

      

Notes: n = 155; *p , 0.05; * *p , 0.01 (two-
tailed) 

  

 

Through a correlation analysis it is possible to see if all variables are positively correlated with 

´Intentions to buy online´. This means that there is a strong relationship between the variables: 

Usefulness, Trust and ease of use in relation to Intentions. Consequently, confirming H1 for these 

constructs. (These variables being researched have a positive correlation with intention to buy). The 

constructs E-loyalty and Social Commerce show no, or a too low, relation with intention to buy 

online. These constructs are also not significant. Since Social Commerce is not reliable, as seen in 

the previous chapter, and has no relation plus is insignificant the construct will be excluded from 

further examination.  
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Regression Analysis on all data combined 

Table 8 Regression     

R R Square Adjusted R Square 

.724 .524 .511 

      

Predictors: E-loyalty, Ease of Use, Usefulness, Trust 

 

In statistics, R squared, is a number that indicates how well data fit a statistical model – sometimes 

simply a line or curve. It is a statistic used in the context of statistical models whose main purpose 

is the testing of hypotheses. It provides a measure of how well observed outcomes are replicated by 

the model. 

The value of R2 is .524, which explains that the predictors of E-loyalty, Ease of use, Usefulness and 

Trust, also seen as the Independent values, explain for 52% the dependent variable Intention. 

The output reports an analysis of variance (ANOVA) which shows a significance of p < .001. 

Therefore, we can conclude that the regression model results in significantly better prediction of 

intention than if we used the mean value of intention. In short, the regression model overall predicts 

intention significantly well.  

 

Table 9 
Coefficients 

        

               Unstandardized 
Coefficients 

  Standardized Coefficients 

  B Std. Error Beta Sig. 

(Constant) .111 .364 - .761 

Usefulness .140 .076 .122 .067 

Trust .288 .066 .292 .000 

Ease of Use .553 .079 .468 .000 

E-Loyalty .000 .060 .000 .996 

Dependent Variable: Intention       
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Linear regression: The unstandardized coefficient (B) helps to understand the importance of the 

independent variable (intention) on the dependent variables. In this equation, b is the y intercept and 

this value is the value of B for the constant. So, from the table above, we can say that B (constant) is 

.111. This can be interpreted as that when no constructs are used (usefulness, trust, ease of use and 

E-loyalty), the model predicts that 11% of the population still has the intention to buy online. In 

other numbers in B, we can see this value as representing a change in the outcome associated with a 

unit change in the predictor. Therefore, if the predictor in this case e.g. Ease of use increases by one 

unit, then the model predicts that 0.553 or 55% of the intention to buy online increases. Generally 

speaking, with all of the above B factors, all the values of regression coefficient B represent the 

change in outcome resulting from a unit change in the predictor, and that if a predictor is having a 

significant impact on the ability to predict the outcome, then this b should be different from and 

bigger relative to standard order. Therefore, we can answer the following hypothesis:  

 

H1: PU has a direct (positive) effect on consumers’ intention to shop online. 

The parameter PU (Usefulness) has a direct effect of .140 on intentions to shop online. However, 

the construct PU is not significant.  

H2: PEOU has a direct (positive) effect on consumers’ intention to shop online. 

Perceived Ease of Use (PEOU) has a direct effect of .553 on intention to shop online, this construct 

is also significant.  

H5: Trust has a direct (positive) effect on intention to shop online. 

Trust has a direct effect of .228 on intention to shop online. This construct is also significant.  

 

H8: E-Loyalty has a direct (positive) effect on consumers’ intention to shop online. 

E-Loyalty has a .000 effect on intention to buy online, which is also not significant.  
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Analysis on Asian respondents (Pakistan + China) 

Standard multiple regressions will indicate how well this set of variables is to predict the intention 

to buy online. It will also help explore how much unique variance each of the independent variables 

explains in het dependent variable over and above the other independent variables included in the 

set.  

 

Table 10 Pearson Correlations Asian Sample   

  Correlation with Intention SD 

Usefulness .404 .000 

Trust .640 .000 

Ease of Use .678 .000 

E-Loyalty .491 .000 

Intention 1 - 

 

The independent variable should show at least some relationship with the dependent variable, above 

.3 preferable, (Julie Palant, 2010). In this case all of the constructs correlate substantially, .40 .64 

.68 and .49 respectively.  
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Table 11 
Regression 

    

R R Square Adjusted R 
Square 

.780 .609 .586 

      

Predictors: E-loyalty, Ease of Use, Usefulness, Trust 

 

The model summary gives a value of .609 as R Square, indicating how much of the variance in the 

dependent variable is explained by the model. In this case, expressed as a percentage, 61% of 

variance is in intention to buy online. This can be assumed as a respectable result (Julie Palant, 

2010). The adjusted R Square shows 59%, which corrects the previous value to provide a better 

estimate of the true population value. The Anova assesses the statistical significance of the results, 

testing the null hypothesis that multiple R in the population equals 0. The model in this example 

reaches therefore significance. 

 

Table 12 Coefficients       

               Unstandardized 
Coefficients 

  Standardized Coefficients 

  B Std. Error Beta Sig. 

(Constant) —.252 .474 - .596 

Usefulness —.054 .113 —.044 .630 

Trust .385 .094 .388 .000 

Ease of 
Use 

.604 .112 .486 .000 

E-Loyalty .134 .126 .099 .290 

Dependent Variable: Intention       

 

The coefficients show which of the variables included in the model contributed to the prediction of 

the dependent variable, therefore, we look at the Standardized Coefficient. For the Asian 

respondents, the following constructs are of importance: 1-Ease of use .49, 2-Trust .39, 3-E-loyalty 

.10 and 4-Usefulness .04.  There is however a high value of the significance of E-loyalty and 

Usefulness, though these variables are not making a significant unique contribution to the prediction 

of the dependent variable. This may be due to an overlap with other independent variables in the 

model. In this case, Trust and Ease of use are significant.    
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Analysis on Western respondents (Sweden + the Netherlands) 

Standard multiple regressions will indicate how well this set of variables can predict the consumer’s 

intention to buy online. It will also help explore how much unique variance each of the independent 

variables explains in het dependent variable over and above the other independent variables 

included in the set.  

 

Table 13 Pearson Correlations Western Sample   

  Correlation with Intention SD 

Usefulness .477 .000 

Trust .322 .002 

Ease of Use .560 .000 

E-Loyalty —.073 .259 

Intention 1 - 

 

The independent variable should show at least some relationship with the dependent variable, above 

.3 preferable, (Julie Palant, 2010). In this case all of the constructs, except E-loyalty, correlate 

substantially, .48 .32 .56. The value for E-loyalty is -.73 and is not significant 

 

Table 14 
Regression 

    

R R Square Adjusted R 
Square 

.634 .402 .370 

      

Predictors: E-loyalty, Ease of Use, Usefulness, Trust 

 

The model summary gives .402 as R Square, indicating how much of the variance in the dependent 

variable is explained by the model. In this case, expressed as percentage, we can state that there is a 

40% variance in intention to buy online, which can be seen as a respectable result (Julie Palant, 

2010). The adjusted R Square shows 37%, which corrects the previous value to provide a better 

estimate of the true population value.  

The Anova assesses the statistical significance of the results, testing the null hypothesis that 

multiple R in the population equals 0. The model in this example reaches significance. 
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Table 15 Coefficients       

               Unstandardized 
Coefficients 

  Standardized Coefficients 

  B Std. Error Beta Sig. 

(Constant) 1.014 .554 - .071 

Usefulness .294 .095 .307 .003 

Trust .037 .091 .041 .688 

Ease of 
Use 

.443 .105 .431 .000 

E-Loyalty —.014 .085 —.015 .868 

Dependent Variable: Intention       

 

The coefficients show which of the variables included in the model contributed to the prediction of 

the dependent variable, therefore focusing on the Standardized Coefficient. For Western 

respondents, the following constructs are of importance: 1-Ease of use .43, 2-Usefulness .31, 3-

Trust .04 and 4-Usefulness -.02.  There is however a too high value of the significance of E-loyalty 

and Trust; but these variables do not make a significant unique contribution to the prediction of the 

dependent variable. This may be due to overlapping with other independent variables in the model. 

In this case, Usefulness and Ease of use are significant.    
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Comparing Asia and Europe Independent-samples T test 

The research uses Independent-samples T test because there is a comparison of mean score, on 

some continuous variable, for two different groups of participants - Europe and Asia respectively.   

Table 16 Group Statistics 

  N 

1 China 75 

2 Europe 80 

 

In the above table, country of birth shows 1,0 for the Asian countries (China and Pakistan) and 2,0 

for European countries (Sweden and The Netherlands). N shows the amount of respondents per 

continent.  

 

Table 17 Independent Samples Test     

    Levene's Test 
Sig. 

Sig. (2-tailed) 

Usefulness Equal variances assumed .119 .005 

  Equal variances not assumed   .005 

Trust Equal variances assumed .005 .037 

  Equal variances not assumed   .039 

Ease of Use Equal variances assumed .141 .007 

  Equal variances not assumed   .008 

Eloyalty Equal variances assumed .985 .000 

  Equal variances not assumed   .000 

 

Above are the main statistics for the Independent-samples T test. It is pertinent to notice two rows 

containing values for the test statistics: one row labeled Equal variances assumed, while the other is 

labeled Equal variances not assumed. In reality, adjustments can be made in situations where 

variances are not equal. The rows in these tables relate to whether or not this assumption has been 

broken. If Levene's test is significant, we can gain confidence in the hypothesis that the variances 

are significantly different. Since the construct trust is significant according to Levene's test, it is 

appropriate to read the equal variances as not assumed. For the other constructs, equal variances 

assumed can be used. To find out whether there is a significant difference between the two 

continents, the column labeled Sig (two-tailed) can be used. If the value is equal to or less than .05, 

there is a significant difference in the mean scores on the dependent variable for each of the two 

groups. If the value is above .05, there is no significant difference between the two groups.  
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The numbers in this case are: 

Usefulness .005 

Trust .039 

Ease of use .007 

E loyalty .000 

 

Hypothesis answering 

Regression Asia  

In the regression test in table 12, we can deduce that only Trust and Ease of use are significant 

factors in deciding how much one construct can influence intention. Therefore, we can see from the 

above unstandardized beta that ease of use followed by trust are the most important factors 

influencing consumer’s intentions to buy online in the Asian market.  

Regression Europe 
 

In table 15, we can note that Ease of use and Usefulness are both significant. The beta shows that 

ease of use followed by usefulness are the most important factors when it comes to the intention of 

the European consumers when purchasing online.  

We can therefore state that:  

H2: PU has a stronger direct (positive) effect on people’s intention to shop online for the Western 

sample (e-commerce already adopted) than for the Asian sample (early e-commerce adoption 

stage). 

The following table supports the statement: 

 Europe Asia 
Significance .002 .630 

Beta .307 -.054 
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H4: PEOU has a stronger direct (positive) effect on people’s intentions to shop online for the Asian 

sample (early e-commerce adoption stage) than for the Western sample (e-commerce      already 

adopted). 

 

This is supported by the following figures:   

 Europe Asia 
Significance .001 .000 
Beta .470 .604 

 

H6: Trust has a stronger direct (positive) effect on people’s intentions to shop online for the 

Western sample (e-commerce already adopted) than for the Asian sample (early e-commerce 

adoption stage). 

 

The following numbers rejects the above-mentioned statement:  

 Europe Asia 
Significance .874 .000 

Beta -,022 .385 

 

It is, however, controversial with the Asian sample having a stronger direct effect on people’s 

intention to buy online. Therefore the opposite of the hypothesis is supported 

 

H8: E-loyalty has a stronger direct (positive) effect on people’s intentions to shop online for the 

Asian sample (early e-commerce adoption stage) than for the Western sample (e-commerce already 

adopted). 

 

This is rejected by the following figures:  

 Europe Asia 

Significance .877 .290 
Beta -.013 .134 

 

  



 

62 
 

6. Discussion 
 

This study attempts to contribute to the available literature on consumerism in different cultures and 

e-commerce by studying the extended ‘Technology Acceptance model’ referred as eTAM in this 

paper. With Trust, E-loyalty and Social Commerce as extended variables, this study aims to 

research two low and two high CMSI scored countries, Sweden and The Netherlands (European) 

plus China and Pakistan (Asian) respectively. The authors developed a particular conceptual model 

for these countries, utilized from previous studies in the field in order to test the relationship of 

consumer culture in the context of e-commerce. In this chapter, the authors present a discussion on 

the conclusive results.   

 

The outcome of this study contributes to the findings of Narongsak, Thongpapani and Auh (2014) 

who state that e-commerce should be implemented differently into different cultures and therefore, 

various entrance strategies should be adopted and studied for cross-cultural marketing strategies. 

This study also supports Hofstede’s (2014) statement that most literature published in Western 

countries cannot be implemented directly on a different culture without first knowing the cultural 

and traditional background of a specific market.   

 

For a business, market entry/penetration strategies must be made and implemented according to a 

clear understanding of diverse cultures and markets as this plays a crucial role in the development 

and growth of a business in a new market, which ultimately help gain profitability, brand awareness 

and consumer loyalty. The present study finds that European markets and consumers are mostly 

inclined toward factors such as usability when indulging in online business activities (See analysis 

and results) while the Asian consumers prefer security when shopping online. This finding leads us 

to assume that different regions, different markets and different cultures have different patterns of 

online shopping in the world of e-commerce. These findings are mostly in agreement with previous 

studies regarding the TAM (Anders & Boyly, 2008; Bianchi & Andrews, 2012). However, the 

factor trust, in previous studies, is more important in the European sample while in this study it 

shows more importance for Asia. A possible explanation on this subject could be that previous 

studies are conducted several years ago, therefore Asian consumer have changed their attitude and 

are more experienced with e-commerce, therefore ease of use gets replaced with wanting more trust 

in their online businesses. For the European sample this explains then that they are so used to the 

security on the web, that trust becomes less important since it is a standard procedure regulated 

partly by the government. Therefore aspects as usability become more important again.    
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While examining these different patterns in online shopping, the study explores the integral role of 

culture in capturing new markets via e-commerce. Other factors also play a key role in influencing a 

consumer to conduct online transaction, for example e-commerce in European countries is backed 

by advanced infrastructure, highly knowledgeable consumers and latest communications and online 

business technology, leading to an increased level of customer trust in e-commerce and hence more 

online shopping among European consumers. On the other hand, Asian markets lag behind in e-

commerce due to technological backwardness and limited technical know-how of online shopping 

mainly due to illiteracy and poverty. Thus, importance for higher internet security or trust in Asian 

gets more important. When focusing on the Pakistani market, it is pertinent to mention that only 

recently has the population been introduced to high speed internet, better technology and 

infrastructure for e-commerce, which has increased online shopping knowledge among the masses 

and is therefore attracting more businesses to sell online and more customers to buy online. 

Previously, slow internet, and sub-standard online transaction software offered by banks and 

businesses greatly influenced factors such as trust and ease of use in Pakistani consumers’ decision 

making with regard to online shopping. According to Waqar, Shahid, Natash and Zubair (2013) the 

obsolete and limited online technology created online payment complications for both businesses 

and customers in Pakistan. Due to high levels of mobile penetration, Asian markets are surpassing 

the West in e-commerce sales, giving rise to a new online global super-power and starting an 

exciting era for Asian international businesses.   

 

European markets are reaching a saturation point as a large percentage of the European population 

is already buying online which is causing marketers future concern for growth in European markets. 

Whereas in Asia, this is a new trend which is fast gathering momentum; In China only 14 percent of 

the population is engaged in online shopping currently, which is huge at the moment but with a rise 

in e-shoppers on a yearly basis, the potential for e-commerce growth in the future is humongous in 

Asia. Advanced, attractive and visitor friendly online shopping websites are increasing the customer 

trust in online shopping in Asia, added with better and affordable technology which all helps in 

image building of a brand. Asia is a challenging market compared to Europe for e-commerce not 

only due to language and cultural differences but also mainly due to different work ethics. With 

more conferences, business dealings and increased consumer interaction with global retailers, 

European and Asian markets are both understanding each other and catering to the cultural 

differences by utilizing a right mix of online distribution channels, making use of the most 

successful European marketplaces as case studies and working on ways to increase product 
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visibility and return on investment on an international scale. This all is truly making e-commerce 

each day more similar around the world.   

 

There are a lot of differences that international retailers need to be aware of when selling online in 

Asian marketplaces: colorful and detailed product pages, more images of products on the websites, 

fully localized catalogues, website in English as well as local languages etc. have been mentioned 

when respondents gave their opinion on the survey for this study. Other services such as advanced 

customer services and a 24/7 online chat to support sales would also increase customer trust make it 

easier for customers to shop online. All this leads to a better understanding and more comfortably 

for the consumer to carry out an online transaction. European consumers have been carrying out 

online transactions for a long time so they are more familiar with the websites and online buying 

procedures and thus for them website and product attractiveness does not play as big a role as for 

their Asian counterparts. 

 

Another factor, which must be taken into account when comparing the Asian markets to European 

markets with regard to e-commerce, is that Asian consumers are mostly familiar only with most 

famous online shopping websites such as eBay, and Amazon in the West and Ali Baba in Asia. This 

limits the scope of online shopping in Asia compared to Europe as European consumers have a 

wide list of options to choose from when shopping online. More options leads to a greater level of 

comfort, more control over the transaction, and an increased sense of trust and customer 

satisfaction. Also having a wide variety of websites to choose from influences businesses to give 

incentives, reduce prices and conduct healthy competition and transparent business dealings which 

all leads to customer satisfaction and trust. In this regard, we can assume that the European 

consumer is more online shopping savvy compared to an Asian consumer. But all this is changing 

in the developing markets now. The study finds out that despite e-commerce on the increase 

everywhere around the world, varied cultures influences consumer perceptions of e-commerce and 

if different cultures are not studies and catered to, e-commerce might not be able to access its full 

potential.  

 

If however cultural differences are taken into account, global e-commerce shops can be the future!  
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7. Conclusion and contributions 
This chapter answers the main research question by concluding the outcomes of the analysis and 

results, followed by the contributions that this research adds to previous studies in the field. 

 

7.1 Conclusion 
The main conclusion for the research based on the findings of all the countries under-study is that 

the intention of a consumer to shop online is clearly influenced by factors that originate from one's 

own cultural background, regardless of which country they belong to. There is, however, one 

construct - Social Commerce - which is not reliable and hence it is not being taking into account in 

the analysis. From this, we can answer the research question.  

RQ: How different cultural backgrounds influence e-commerce usage? 

 

The main difference within this research on the findings of all countries regarding their intention to 

shop online is that both continents, Europe and Asia, show differences but also overlap in their 

intentions. Asian consumers are more drawn to the condition of Trust and Ease of use; a possible 

explanation for these findings is that online shopping is a relatively new phenomenon in Asia. 

Therefore Ease of use, which measures how easy it is to start with a new technology, is very 

important to the Asian respondents. The other noteworthy construct besides Ease of use is ‘Trust’ 

which greatly influences consumer’s intention to buy online in Asia.  

However, this research paper rejects Trust as one of the most important factor for the European 

studied sample for online shopping and this opposes all previous literature regarding Trust in two 

culturally different countries (Pavlou and Chai, 2002). For the European consumer, Ease of use and 

Usefulness is of the highest importance. Ease of use for the European sample overlaps the Asian 

sample, but shows a higher relation for the Asian market compared to the tested European market. 

Therefore, it can be stated that Ease of use is of more importance to countries adopting technology 

and diminishes once a country becomes more familiar with the technology. Usefulness is the other 

construct that is of importance to the European market. A possible explanation for this result is that 

online shopping is a relatively new phenomenon in Asia and customers are still in the 

trial/experimental stage of adoption. Users’ positive PU toward shopping online especially in a 

culture with a high CMSI value - China and Pakistan - may not immediately translate into intention 

to shop online. Thus, customers who perceive online shopping as useful, which in this case are 

Europeans, will have a more positive attitude toward it, which in turn will positively influence 

behavioral intention towards shopping online.  
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7.2 Contributions 
Businesses that intend to compete in e-commerce should understand the type of customers they are 

targeting and formulate a strategy accordingly. Although Internet has provided businesses the 

access to consumers worldwide, many industries are finding it highly challenging and complicated 

to build e-commerce websites that suit and satisfy international consumer needs (Singh et al. 2006; 

Zhang, Song, and Qu 2011). Findings from our study have important implications for international 

marketers, particularly practitioners and e-retailers in our Asian sample, who want to use their 

websites to target global consumers. Our results further Benedetto, Calantone, and Zhang’s (2003) 

findings by demonstrating that there is indeed a difference between the intentions to buy online 

cross-culturally.  

 

When establishing guidelines to motivate consumers to shop online, international marketers must 

recognize the importance of trust and its effect on consumer intention to shop online in Asia. In line 

with Berthon, et al.’s (2008) findings, our results show that developing trust is an important factor 

for e-retailers engaging in international e-commerce. However, these results reveal that research 

outcomes change fast overtime within the e-commerce sector. Internet usage experience, especially 

of Asian consumers, is fast developing as shown in the literature review and therefore requires up to 

date research in the field.  

 

From a cultural perspective, these results extend Van Slyke, et al.’s (2010) and Ashraf, et al.’s 

2014) findings and reveal that PU plays a less critical role in a high CMSI country. In addition to 

this, online shopping is more of a solitary experience that involves few to no interaction among 

shoppers and retailers. This may be viewed as a disadvantage for people in a collectivist culture as 

China (Hofstede, 2014), whereas users in an individualist country as Sweden may find the 

convenience and efficiency of e-commerce more advantageous. The aspect of trust in these findings 

is also of great importance for both countries. However, as shown in the analysis, it can be said that 

Trust is more important to an Asian consumer than a European consumer. This finding may be due 

to the previous described cultural differences (individualism vs. collectivism). Asian markets avoid 

uncertainty and this acts as a cultural guide according to which Asian respondents show that they 

need a high level of trust in order to shop online (Doney, Cannon and Mullen 1998). This however 

goes against Hofstede’s findings of collectivism in Asian consumers in comparison with the 

European consumers, where one's collectivism acts as a safe net for consumers and therefore should 

be lower.  
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This study approaches previous research on e-commerce adoption in settings outside the Western 

Markets by researching Asian countries such as Pakistan and China and compare them to the 

Western sample.  

 

Firstly, a model was developed and researched, a simplified version of TAM with trust, social 

commerce and E-loyalty as extended factors to increase the understanding of e-commerce adoption 

across cultures. This study therefore extends McCoy, Galletta and Kings (2007), Straub, Keil and 

Brennan (1997) in addition to the more recent study of Narongsak, Thongpapani and Auh (2014) by 

validating TAM in emerging Asian markets like China and Pakistan. Contrary to previously 

described, and to the authors’ expectations, the predictive power seems robust and holds true for 

both Asia and Europe - a High CMSI compared to a Low CMSI respectively.  

 

Secondly, the authors found that Trust and Ease of use with regard to the intention to shop online 

are more important within an early adoption stage. Whereas its importance declines as consumers 

become more familiar and adopt e-commerce in routine life. Thus, researchers should explore and 

consider the possibility that these factors might be better studied in the context of a Western 

company expanding its e-commerce business into an Asian-focused research group.  

 

Thirdly, as a response to Bianchi and Andrews (2012) and Narongsak, Thongpapani and Auh 

(2014) call for studies should be made to explore the role of trust in online purchasing behavior in 

countries other than the American market. This study supports the aspects of trust as an important 

factor of e-commerce adoption in Asia.   
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8. Limitations, managerial implications, further research 
In this chapter, the main limitations of the study will be addressed and the managerial implications 

will advise international marketers on the subject of e-commerce across cultures based on the 

findings of this study. Afterwards, suggestions for further research are given, based on the findings 

of this study and the established limitations. 

8.1 Limitations 
The study was carried out over a specific time frame, which therefore limits the results. A greater 

time frame could have improved the reliability of this study, therefore, giving more opportunity to 

exploit the construct Social Commerce, which in this study is found to be unreliable. Hence, a 

larger time frame could increase the response rate of this study. The studied age group of this 

research brings also limitations. The conducted surveys were mainly done by students who tend to 

have a broader technological background and therefore a higher understanding of new technologies 

(Calantone, et al., 2006). If the study would be equally divided over different generations of a 

country the result would probably turn out dissimilar. This study takes into account the cultural 

differences in countries in two completely different continents. There is, however, a broader need to 

study this emerging field of e-commerce in order to explore the differences between cultures with 

regard to e-commerce. The study stresses the need for taking into account different aspects when a 

business enters into a new culture for e-commerce. There is however no (yet) general understanding 

among international marketers working on e-commerce cross-culturally. As Hofstede (2014) 

mentions, management theories are mostly developed and used in the Western world, neglecting the 

cultural differences. Therefore, we are unsure if general advices on e-commerce can apply to 

emerging markets. This study reflects upon the basic differences in four countries regarding e-

commerce; there is, however, a need to comprehensively explore the differences on an international 

level to understand how e-commerce works in diverse cultures and not just in the West. In addition, 

globalization around the world also encourages the need to understand the global use of e-

commerce, which will help to expand research in the field of e-commerce and better understand e-

commerce across cultures for market and business growth and development. Furthermore, the last 

construct ‘social commerce’ should be rephrased as it encompasses too many sub-factors, it should 

be narrower and focused for better and clear understanding. In this study the questions on social 

commerce are thought to be unreliable and insignificant due to confusion regarding the questions. 

Furthermore, this study touches only the iceberg of the vast field of e-commerce in different 

cultures. To get a deeper understanding of how much culture influences e-commerce usage in a 

specific country, qualitative study would be more appropriate for a comprehensive view on the 

subject.  
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7.2 Managerial implications 
Findings from this research paper have some important implications for international marketers, 

especially in the European and Asian context, who are (or want to be) using their e-commerce 

website for cross-cultural business purposes. The most important finding is the difference among 

consumers in Western culture compared to the Asian culture. Whereas European consumers tend to 

find Ease of use and Usefulness more important, Chinese consumers find Trust and Ease of use as 

more important factors in online shopping. Particularly in Asia, web developers working on an e-

commerce website should remember that it is essential to make an easy to follow website that is 

clear and trustworthy for consumers who are at the early e-commerce adoption stage, whereas the 

already adopted stage of the western market puts the factor of usability and ease of use for an e-

commerce website as more important. Since Ease of use is important in both established and 

emerging markets, e-retailers who are taking their businesses global need an entrance strategy that 

takes the Ease of Use factor into account and acknowledges the differences of e-commerce usage 

across-cultures when developing and implementing their global operations.  

7.3 Further research 
The following suggestions for further research are proposed based on the limitations of the study 

and the research findings. Measurements from this study in addition to the earlier studied fields of 

e-commerce adoption reflect the constructs researched only generally, they do however have 

shortcomings that should be addressed in order to expand and improve further research in the field. 

The appropriateness of Western developed scales of this study needs to be validated further in the 

Asian markets. Although the scales used in the study show good internal validity and analysis, it is 

possible that the full domain of constructs is not properly assessed. To overcome these 

shortcomings, qualitative research could be added to the research to give more valuable insight into 

the e-commerce adoption in Asia compared to Europe. It would also be interesting to conduct a 

study with several interviews focusing on actual e-commerce companies to see if the perceptions of 

cultural barriers are similar to the consumers’ perspective or if the cultural barriers perception is 

shared among all or several companies within the industry. In addition, the research under review 

does not reflect factors of belief or behavior of people in both markets. Therefore, advance studies 

measuring and including the aspects of belief and behavior could provide further insight on 

intention to buy online. Another aspect that can be researched in future research is collectivism vs. 

individualism in e-commerce among diverse cultures. The present study briefly sheds light upon 

both terms in the outcome and the literature sections. It will be interesting for future researchers to 

find out if the well-known word-of-mouth marketing strategy holds true for e-commerce in an 

individualistic country compared to a country focused on collectivism and how this will impact 
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marketing strategies in the online business world. Lastly, the field of e-commerce is ever evolving 

and therefore findings of a research conducted even a few years ago become obsolete and thus 

might not be compatible in the new e-commerce practices. When taking globalization into account, 

researchers must understand that the field under study can change instantly over time. Thus, up to 

date research in this field is required so businesses and consumers can avail maximum benefit out of 

the immense potential that cross-cultural e-commerce activities offer while researchers can add 

value to the ever expanding study of e-commerce and global markets.   
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Appendix E: Survey Responses 
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