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ABSTRACT

Purchasing is considered a risky business speltyficathe online purchasing environment. The reska
was designed to fill the gap in the existing bodyknowledge regarding attitudes and differences in
electronic service quality perception between tiffecent geographical and cultural countries-Malays
and Saudi Arabia-regarding online shopping. Speadiff, this research extended previous effort donen
online shopping context by providing evidence tlégh service quality increase consumers’ trust
perception, which in turn results in favorable tatte toward online shopping, with risk perceptiam o
consumer’s trust. Findings indicated differenceswben Saudis and Malaysians in e-service quality
perception. Also attitude toward online shoppingsvedfected by e-service quality perception, butat
mediated effects through trust. Finally, researdoend that perceived risk moderated the relatignsh
between e-service quality and trust. The findingsvigle practical suggestions for managers on how to
develop consumer trust online and enhance purch##fede even when customers have high risk
perception. E-service quality should strongly iefige trust for individuals with a higher perceivgsk
associated with online purchase in comparisondsdtwith a lower perceived risk.
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1. INTRODUCTION human-made part of the environment”, to the highly
focused, as defined by Geertz (1973) as a shared
1.1. Definition of Culture meaning system. Groeschl and Doherty (2000) stated

that culture is complex and very difficult to dedinThey
is, its dimensions, definitions and conceptualadi are nonetheless defined it as consisting of severahetes

important for research on culture (Stragtbal., 2002). of which some are implicit and ot_hers are explimbst
Kroeber and Kluckhohn (1952) defined culture as Often these elements are explained by terms such as
patterns, explicit and implicit, of and for behavio behavior, values, norms and basic assumptionsureult
acquired and transmitted by symbols, constitutihg t Proposed by some researchers as implicit artifactacit
distinctive achievements of human groups, including such as basic assumptions, coherent sets of heliefs
their embodiments in artifacts. Leurg al. (2005) ideologies, important understandings and sharesl afet
defined culture as “values, beliefs, norms and bienal core values (Groeschl and Doherty, 2000).
patterns of a group-people in a society for nafiona
culture, staff of an organization for organizatibna
culture, specific profession for professional crétetc. Cultural dimensions are value constructs or
Definitions of culture range from the very psychological dimensions that can beused in
comprehensive, as defined by Herskovitz (1955)ths “ describing an exact culture. Culture has many
Corresponding Author: Mohammad Al-Nasser, School of Business Manageratiege of Business, University Utara Malaysia|&aia

An understanding of what culture

1.2. Dimensions of Culture
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dimensions and many authors have provided differents
dimensions based on the different definitions dfue.
Hofstede (1994) conducted the most comprehensive
cross-cultural study to date in which he develofied
cultural dimensions. This cultural dimension shawme .
of the important frameworks to understand the éffec
of culture on consumer behavior literature.

Since 1980, the Dutch management researcher, Geert
Hofstede claims that people generally have mental.
programs that are invented and supported througir th
experience and that these mental programs corisist 0
national culture. Hofstede (2001) has attempted to
pinpoint the value dimensions 100,000 employees of
multinational International Business Machines (IBM)
located in 40 countries. Hofstede’'s dimensions have
often been utilized in describing cultures. He iifead
four dimensions of power distance, uncertainty
avoidance, masculinity and individualism. Alternaty,
masculinity-femininity dimension gives an explapati
about how a culture’s dominant values are nurturing.,
or assertive. Power distance is the distributiomgfact
within the culture. Uncertainty avoidance impliebet
culture’s tolerance of risk and ambiguity accepearll
these four dimensions have their basis on fourcjpai
issues in human societies. Based on Hofstede (1980)
study, the dimensions signify the root elements of

Individualism and collectivism: The explanation
of the link between the individual and the
collective whole that isrevealed in the way
people live within the society

Masculinity and femininity: The level of roles
division between men and women to which society
places different stress on work goals and
assertiveness versus personal goals and nurturance
Long-term versus short-term orientation: The long-
term orientation dimension can be interpreted as
dealing with society’s search for virtue. Long-Term
Orientation (LTO) is defined by Beardest al.
(2006) in their research as “the cultural value of
viewing time holistically, valuing both the pastdan
the future rather than deeming actions important
only for their effects in the here-and-now or the
short term. Individuals scoring high in LTO value
planning, tradition, hard work and perseverance”
(Bearderet al., 2006)

Indulgence versus restraint-indulgence stands for a
society that allows relatively free gratificatiorf o
basic and natural human drives related to enjoying
life and having fun. Restraint stands for a sgdieat
suppresses gratification of needs and regulatbyg it
means of strict social norms (Bearditial., 2006)

common structure in the system of cultures in coesit
Additionally, a fifth dimension along with the four
above has been identified by Hofstede and Bond&)198
which is a Confucian dynamism referred to as stenrt
orientation versus long-term orientation to lifehi§
dimension provides a description of cultures raggin

Some researchers choose CVSCALE as others
reported to the lack of reliability and validity of
Hofstede’'s scale (Beardest al., 2006). On the other
hand, the CVSCALE has good reliability, validitydan
cross-cultural invariance. Moreover, the items are
advantageous over Hofstede (1980; 1994; 2001) igsms

from long-term values with persistence and orderingthe instrument applies to general consumer sitngtias

relations through status to short-term values ightli
of tradition and reciprocity in social relations 2010,

the scores for this dimension were extended to ¥3 b
Micheal Minkov who used the recent World Values

Survey. This development has led Hofstede to define
sixth dimension: Indulgence versus restraint.

opposed to limited situations.
1.3. Resear ch on Culture

Douglas and Craig (1997) examined the criticalassu
responsible for changing the dynamics of consumer
behavior. The main findings of their theoreticalidst

Through the analysis of data from over 93 countries provided an important insight into the changingaiyits
Hofstede showed that the mental programs indighies of consumer behavior on e-commerce. In additioay th
presence of six underlying value dimensions on Wwhic found that culture is one of the most significaatiables
the countries can be categorized into culture areaghat influence the use of information systems,udiig
(Hofstede, 1984). These dimensions are shown below: electronic commerce. Kumagt al. (1998) noted that

information systems and other technologies caritimi
« Power distance: The degree to which power inthem the culture of the developing nation and its
equality is distributed among the society’s members programmers; it also carries within it the way @find
e Uncertainty avoidance: The degreeto which business in the area where it was developed. Tiiusn
organizational members perceive risks from these technologies are imported into alien culiutlesy
uncertain situations or future uncertainty can fail due to cultural differences.

124
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Park and Jun (2003) investigated the relationshipsignificant to them. When people believe that béarav

between culture and differences in the behaviantihe
buying. They carried out a cross-cultural comparisd
on-line purchasing behaviors and examined the itspac
of using Internet, perceived risks and innovation &
cross-cultural basis. In their study, they compatieel
factors affecting online buying behavior of Koreamsl
Americans. They demonstrated significant differenice
Internet usage and the perceived risks of onlirggimg
between the two cultures.

Ganguly et al. (2010) compared samples that

are associated with desirable outcomes, favorable
attitudes toward behaviors are developed.

Attitude theory says there is or might be a causal
influence of attitude on behavior (attitude behavior)
(Assael, 1992). This is one reason for the popylari
the attitude concept in marketing theory and pecactif
this hypothetical causal relation really existgrthit is
possible to explain and forecast a person’s behawo
analyzing his/her attitude. Furthermore, it is [lossto

use this relation to change a person’s behavior by

consisted of students chosen randomly from variouschanging his/her attitude.
business schools in India, USA and Canada. Theystud 1.4.1. Attitude I ntentions Resear ch

revealed that culture at the individual level maded
the relation between website design elements arst tr
and between trust and intention to purchase onlifey
also found that in some cases, culture failed tderate
the link between the two variables at the individeael
but not at the country level. For example, coligstn
lead to differences in the two samples in lightvigfual
design as a trust predictor. However, no moderagffart
was found with the inclusion of India. This suggetttat
culture acted at the individual level but not a ttountry
level and this has a significant implication asupports
the claim that there could be variations in culture
Regarding different cultures within a country,
Alam et al. (2008) hypothesized important difference
among different races in Malaysia in their online
shopping so that suitable promotional strategy tfa
vendor to sell their online product or services ¢an
suggested. However, they found no important diffeee
in online shopping among different races (Indian,
Chinese, Malay and others) in Malaysia. Based en th
result, they recommended that any company wishing t
market its product or service online in Malaysiawdd

not develop different marketing strategies based on

different races especially with Malaysian consumers
1.4. Attitude towar ds Behavior

The first construct in theory of planned behavsor i
attitude towards atarget behavior. An attitude
is defined as the extentto which an individual has
favorable or unfavorable evaluation or appraisathef
behavior in question (Ajzen, 1991). Theory of pladn
behavior considers attitude as a function of infation
or beliefs that are significant to the target bétav

The concept attitude is a fundamental construct in
social sciences. Social psychologists propose that
attitudes guide behavior and often explain it. When
attempting to predict and understand human behavior
social psychologists investigate the underlyingfuates
as causal indicants of human behavior. As a reault,
individual’s behavior can be easier understood when
their behavior-relevant attitudes are explored.

E-commerce studies have shown a positive effect
of attitudes on purchase intentions. Tan and Teo
(2000) online survey indicated that attitudes pthge
important role in controlling intention to Internet
banking adoption. Bodmer (2009), in her doctoral
dissertation, found that customers’ attitudes
significantly impacted their behavioral intentiom
addition, Jarvenpaa&t al. (2000) demonstrated that
favorable attitude to e-commerce significantly
impacted the consumers’ inclination to buy online
products. Likewise Lynclet al. (2001) experimental
study supported a positive linkage between attisude
toward the websites and intentions to purchaseirThe
series of experiments in 12 countries showed
significant positive effects of attitudes toward liom
shopping on intentions to purchase.

Information regarding consumer beliefs, opiniond an
attitudes of a certain object is needed to undedsta
consumer behavior towards the object (Schiffman and
Kanuk, 1997). Morriset al. (2002) studied the role of
attitudes in behavior prediction and revealed that
positive attitude was an imperative condition for
inclination to purchase. Besides, the attitudesisérs
regarding particular aspects of the Internet deigem
the cyber-features of the Internet and the cyber-

People generally develop perceptions regarding thebehavior (Hoffmaret al., 1999). According to a study
behavior related to a particular outcome or to someby Kimery and McCord (2002), consumers’ attitude

attributes (e.g., the cost to conduct the behavia) are
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intention to purchase from that particular e-retalil
Similarly, Li and Zhang (2002) found that consurser’
intention to shop online was positively linked with
attitude towards Internet buying and their deciston
purchase. In addition, the results of a study cotetuby
Almoawi (2011) revealed that attitude had an imgaf;t
positive link with e-commerce adoption.

Most practitioners as well as researchers use web
service quality and e-service quality synonymousigr
instance, Zeithaml (2002) defined e-service quadity
the level to which a website uses effective andtiefit
shopping, purchasing and delivery of goods and
services, while Zhang and Prybutok (2005) utilitiesl
same concept to describe quality of website service

Theory of planned behavior (Ajzen, 1991) proposesSimilarly, Santos (2003) defined e-service quadiy

that a person’s intention to carry out a behavioreases
as his or her attitudes toward the behavior becanwe
favorable. Through the process of learning, pasitiv
outcomes normally heighten an individual's feelings
towards the behavior leading to the outcome
achievement. Along the same line, this study pdbis
customers’ favorable attitudes toward shopping nanli
arise from their beliefs about the consequencadtieg
from shopping with particular websites and their
affective responses to those consequences wilkaser
their intentions to shop with particular web memtsa
Theoretical and empirical justifications for thenMi
between attitude and intended behaviors can bedlfoun
the works of several researchers (Lyethl., 2001).

1.5. Definition of E-service Quality

According to Asubontenget al. (1996), e -service
quality is, the difference between customers’
expectations for service performance priorto thevise
encounter and their perceptions of the serviceivede
while Bitneret al. (1990) defined it as the consumers’
overall impression of the relative inferiority/sujmeity
of the organization and its services. These défimst
vary from person to person but their essence islaim
(Khalil, 2011). Ojo (2010) stated that the defimiti of
service quality differs only in their wording buhey
generally relate to the determination of whether
perceived service delivery leads to the meeting,
exceeding, or failure to satisfy customer expectesi

Service quality may be defined as the difference
between customers’ perceptions of the service vedei
and their expectations about service performanice for
the service offering (Asubontergy al., 1996). If service

consumer overall opinions and evaluation
the excellent e-service delivery in online market
while Colier and Bienstock (2006) provided a
description of e-service quality as the user’s ggtions

of the result of the service delivery as well aarth
perceptions of service recover in case of senadares.

regaydi

1.6. Dimensions of E-service Quality

Due to the recent growth in e-service quality ie th
field of e-commerce, the importance of monitoringla
measuring e-service quality has provided valuehi t
virtual world. In addition, e-service quality hasn out
to be a significant topic inthe field of business
research. Onset, a clear difference is revealesdsst
traditional service quality and e-service qualitg a
stated by Lee and Lin (2005):

The absence of sales manin e-services wherein
there is no actual business communications between
customers and sales representatives like in the
traditional service

The obvious absence of traditional tangible factors
as the interaction is conducted inthe virtual

environment involving some intangible factors. The

effective environment involves some real factors

The self-service of customers in e-service wherein
customers generally serve themselves on their own
in the purchasing interaction and they control the

process of business

There has been ongoing development in the
knowledge dealing with quality dimensions of e-sezv
quality (Kim et al., 2006). Most of these studies
combined elements of the dimensions of traditional

performance does not meet expectations, people willservice quality with the dimensions of web-basedise

think thatthe service quality low. However, when
performance goes over expectations, the perception
the service quality is higher (Connolly, 2007). fdfere,
customers’ expectations are crucial in evaluatenyise
quality. In addition, Asubonteng al. (1996) found that
when service quality increases, intentions to beet
service or product and satisfaction increase.
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quality. According to Gounargt al. (2005), the e-
service quality perception is impacted by varying
predictors and several studies have attemptedavide
a description of e-service quality in the past geand
majority of them have tackled dimensions present in
different aspects of customer’s interaction in epghing.
In the present study, some of the important liteed
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that have succeeded in developing and validatingservice quality including courtesy, cleanlinessmtmt
measurement criteria for perceived e-service qualie and competence are not compatible for online servic
discussed and the most suitable scale is chosen. quality while dimensions like availability, appeaca,
E-service quality measurement in online shopping credibility, communication, understanding, accebtib
has been receiving increasing attention currenttyas a  are important for the online environment.
result, many studies have tried to highlight ~ Rowley (2006) reported that pioneering study in e-
major dimensions of e-service quality linked withlipe ~ service is still in their beginning and more work
environment. These research works were conducteds required to extract an exact explanation andsuea
in different contexts such as e-service, onlineveta Of e-service quality. He attempted to provide a
agency, online banking, online retailing, web porta summary of the service quality dimensions from 29
online public library and online shoppinGdble 1). The ~ sources dedicated to e-service quality between 1996
Table 1 summarizes the studies that identified e-serviceand 2006. These dimensions are listed on the lodsis
quality dimensions. frequency of appearance such as site features
The number of e-service quality studies is incregsi comprising design, intuitiveness, ease of use, eise
and they show varying dimensions of e-service uai ~ navigation site aesthetics, appearance, visual appe
scale known as SITEQUAL, utilized to measure websit Structure, interaction, sensation and ease of orgler
quality, is proposed by Yoo and Donthu (2001). It (25 sources), security (24), responsiveness (15),
is primarily based on four factors, namely, aesthet reliability (13), accessibility (13), information1Q),
design, processing speed, ease of use and securitygommunication (8), personalization (7), delivery),(7
Cox and Dale (2001) stated that traditional dimemsiof ~ customer support (5) and others (18).

Table 1. Summary of studies on e-service quality dimensions

Author(s) Dimensions Context
Zeithamlet al. (2000) Contact, compensation, responsivenessagy,iulfillment, Online retailing
reliability and efficiency
Yoo and Douthu (2001) Security, processing speesthatic design and Ease of use Online retailing
Cox and Dale (2001) Availability, understanding,dibdity, accessibility, communication Online rdiag
and website appearance
Yang (2001) Information, security and website desig Online retailing
Wolfinbarger and Gilly (2003)  Customer service, sagureliability and website design Online shoppwites
Zeithamlet al. (2002) Delivery, responsiveness, security, rditgtand communication E-service
Madu and Madu (2002) Empathy, assurance, reputatiel store police, service differentiation E-seevi

and customization, responsiveness, trust, seamitysystem integrity,
serviceability, reliability, aesthetics, structufeatures and performance
Loiaconoet al. (2002) Substitutability, business process, irdggt communication, Online retailing
innovativeness, flow, intuitiveness, website desigsponse time,
trust, interactivity and information

Surjadajaet al. (2003) Customization, delivery, reliability, infoation, responsiveness, E-service
interaction and security

Santos (2003) Customer support, incentive, secwatyymunication, reliability, E-service
efficiency, content, structure, linkage, appeasaease of use

Gounariset al. (2005) Reputation, responsiveness, trust, infaomatnd website design. Online retailing

Parasuramaet al. (2005) Contact, compensation, responsivenesagyiivulfillment, availability E-service
and efficiency

Lee and Lin (2005) Personalization, trust, resp@rass, reliability and website design Online hetgi

Kim et al. (2006) Graphic style, information, contact, Congagion, responsiveness, Online retailing
privacy, system availability, fulfillment and effency

Fassnacht and Koese (2006) Emotional benefit, immak benefit, reliability, technical quality, ease E-service
of use, information, attractiveness of selectlayout and graphic quality

Sohn and Tadisina (2008) Functionality, websitetent) communication, customized, ease of use, @filrance

reliability, speed of delivery and trust
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Zeithaml et al., (2000) revealed many website 1.7. Trust
features are based on the perceptual level andatefda
them into 11 dimensions of e- service quality. Ehes
dimensions are described below:

Several researchers have carried out empiricalestud
concerning trust in the context of e-commerce. Sofne
them generally considered trust as trusting theeroth
» Reliability-the correct technical functioning ofeth party (Gefen, 2(.)00)' Among the well-known studies i

website and its accurate service offers (deliveringthe one carried out by M’aygret _aI., (1995)

of promised stocks, delivering of ordered stock, who defined trust as the trustor’s intention to etalisk
available items in stock, product information and and su,ggested the main predlct(_)rs of trust as t,he
trustor’'s  perceptions regarding the trustee’s

billing) o
. Responsiveness-the timely response and thecharacterlstlcs. Anpther well-known st.udy was
; ; T conducted by McKnighgt al. (1998). In their model,
recourse for help in case of issues or inquiries

o Lo . trust was considered as comprising trust intenaod
e Access-the ability to access the site in a timely b g

trusting beliefs specifically in risky and uncertaiases.
manner and to reach the company when necessary Pavlou and Gefen (2004) described trust as the
* Flexibility-the  varying  choices of payment,

X ) . . perception of the buyer of the suitable situatiomplace
shipment, buying, searching and return of items to bring about the process of transaction with remli

* Ease of navigation-the site functions that help gejlers. Sonja (2002), on the other hand, found trst
consumers find what they are searching for with haq 3 significantrole in  the increase of electoni
ease. In_ other words, it refers to the systemp siness and suggested that some of its
fun_c_tlonahty an_d the user-friendly features serious factors should be examined.

*  Efficiency-the simple and easy to use feature ef th  Recent researches have shown that a fundamental
site, its proper structure and the requirement ofjack of trust between most online consumers and
minimum information to be entered into by consumers pysinesses is the main reason why many consumees ha

*  Assuranceftrust-the customer’s confidence in hagdli yet to buy products online or even provide inforiowato
the site and the reputation of the site’s servmed  web providers (Metehan and Yasemin, 2011). Based on
products and its clear and truthful information Yoon (2002) study, online trust is not similar tfline

*  Security/privacy-the extent to which the custonser i trust in three ways. First, there is a substartisiance
convinced of the site’s safety from intrusion and between the buyer and seller; second, there is no
protection of personal information presence of a sales person in online trust and,tthie

» Price knowledge-the level to which the customer buyer does not have physical contact with the pcbdu
determines the total price, shipping price and the Trustis significant for the success of online coner
relative prices when shopping purchasing (Jarvenpaa and Tractinsky, 1999). litiadd

+  Site aesthetics-site appearance it was revealed that trusting beliefs affect pasliif online

«  Customization/personalization-the easy tailoring of shopping intentions (Verhageet al., 2006). Several
the site to individual customer's preferences, Scholars maintained that minimal consumer's trust i
histories and method of shopping online vendors is an important hindrance to lomgite

electronic commerce (Crowell, 2001). The trustwioetbs

E-S-QUAL is commonly usedin online service Perception of online vendors is specifically impoit in

quality study. Kim et al. (2006) made use of it to the facilitation of electronic commerce adoptiopesally
measure online e-service quality measure to determi When consumers perceive online shopping as rishar
the main factors contributing to clients’ satisfaot The ~ traditional shopping (Metzger, 2006). Several stadi

E-S-QUAL may be utilized along with E-RecS-QUAL (Tan and Sutherland, 2004) indicated that costusmarst

scale, which measures the quality of recovery servi In online purchasing is a critical element thatilfates

offered by the site. The E-RecS-QUAL scale has theOnline businesses success.

dimensions of responsiveness, compensation andaont 1 7 1 Definition of Trust

to deal with customer issues or inquiries (Mekosteal .,

2007). This method is the basis of the e- servipesity Trust is a relatively old concept in the view of

evaluation approaches (Cerratal., 2009). Summary of  business practitioners. It is a critical constrimcbuyer-

studies on e-service quality dimensions showedh& t seller relation (Morgan and Hunt, 1994). Trustlsbaan
following Table 1. important construct in the context of marketingstated
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by Berry and Parasuraman (1991), customers geyeralldimensional, global concept. By treating trust asna

buy products after experiencing trust.

The trust concept differs across varying discifdine
Trust is generally defined as (1) a show of confide
between the parties to the exchange or to thdopfdtip
(Garbarino and Johnson, 1999); (2) the confidehe¢ t
no partner to the relation will make use of theeoth
vulnerability (Dwyeret al., 1987); (3) the confidence on
depending on the other party (Moormetral., 1993); or
(4) viewing another party’s motives on a positiight in
cases involving risky situations (Das and Teng, 899
Mayeret al., 1995) defined trust as "the willingness of a
party to be vulnerable to the actions of anothentypa
based on the expectation that the other partypsitform
a particular action important to the trustor, ipestive of
the ability to monitor or control that other par@n the

dimensional construct, Confirmatory Factory Anadysi
(CFA) procedures indicated that a single dimension
measuring supplier firm trust (a = 0.94) and saespn
trust (a = 0.90) exhibited high reliability.

Another study supporting the uni-dimensionality
perspective of trust was conducted by Joshi anthStu
(1999). In their study of joint action in manufas
supplier relationships, supplier trust was treated uni-
dimensional concept. By comparing the results of
measurement models with a series of 10 different
alternative measurement models using multi-dimeradio
trust components, the single-dimension trust soakd
in their research had the best measurement preperti

But some researchers defined trust as
multidimensional construct i.e., "a buyer’s intems to
accept vulnerability based on his/her beliefs that

basis of the above conceptualizations, trust can beransactions with a seller will meet his/her cosfitl
considered as a trustor's (consumer) inclination totransaction expectations due to the seller's coemupet,

depend on the trustee and to decide on taking #mnac
in a risk laden situation whereby the trustor begesm
vulnerable to the trustee (online seller), in tlogpd of a
positive outcome. It is a positive expectation eoners
have about online merchants based on their beéfidfse
perceived reliability, dependability and confidenice
salespersons, information provided on the website,

integrity and benevolence” (Mayet al., 1995).

The online trust concept has been studied from
various angles and perspectives employing the
dimensional concepts (Pavloet al., 2007). Various
models (Lopez-Claros, 2006) have been drawn from
extensive research in trust.

In the literature, trust is proposed to have two
dimensions: Credibility (competence, ability, intigg

buying processes (such as credit card transactionsp,onesty, or reliability) and benevolence (good wilist)

(Fogg and Hsiang, 1999) and are willing to relytba
online merchant. In other words, trust can be meghias
a means to reduce consumers’

(Pavlou, 2002). Pavlou and Chai (2002) revealetlttiea
two different determinants of trust namely credipiand

risks and diminishbenevolence had different relations with otheraftalgs.

perceived complexities when engaging in an online The concept of credibility comprises both integrétyd

transaction. Trust helps consumers to feel secumenw
engaging in an online business by reducing infoionat
complexity as well as lowering the perceived rigkao
transaction (Hoffmaet al., 1999).

1.7.2. Dimensions of Trust

ability, which describes consumers’ expectations of
the vendor's behavior during the transaction while
benevolence is the former’s confidence in the fatte
intentions and goodwill of caring (Ring and Van\den,
1992). Hwang and Kim (2007) revealed that benewaen
is a more complex dimension of online trust and is
directly affected by web quality perception andvsmr

There have been several attempts to examine theontents instead of being mediated by affectiveatieg

dimensional nature of the concept of trust (Dwyed a
LaGace, 1986). Literature in marketing
varying measures and conceptualizations of truat t

dimensional (Kumaet al., 1995) or three-dimensional
(Mayeret al., 1995).

indicates
h 1.7.3. Research on Trust

are uni-dimensional (Morgan and Hunt, 1994), two-

reactions (e.g., anxiety).

Consumers’ lack of trust in Internet shopping is oif
the critical reasons for  theirnot  purchasing  anlin
(Metehan and Yasemin, 2011). Online shoppers wkie ha

Other researchers have conceptualized trust in aa high level of trust for the site are more likilycomplete
global way and considered its many dimensions |s it an electronic transaction (Metehan and Yasemin,1R01
antecedents. For instance, Doney and Cannon’s J1997Garbarino and Johnson (1999) studied the roleust in

study initially proposed that trust had a two-dirsienal
composition (credibility and benevolence). However,

consumer relationships with nonprofit repertoryatie€'s.
They showed that trust mediated between attitudels a

their results later showed that trust emerged as un future intentions to interact with the firms.
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Gefen (2002) conducted an empirical study to 1.8.1. Risk Definition and Dimensions
examine the effects of overall online customer ttrins

the web vendor on shopping intentions among online _ Perceived risk has been studied in marketing fer ov
customers. Trust inthis study was referred to as?0 Years and appears to be an appropriate construct

perceptions regarding the ability, integrity and understand consumer adoption of e-commerce paym_ent
benevolence of the party being trusted. Resultsvetio systems. Bauer (1960) _prop(_)sed the perce_lved .”Sk
that the overall trust consumers had on the onlarelor concept to the marketing literature following his

maximized their inclination to purchase from thdlese conceptualization of consumer beha\{ior_as risknt_gki
online. In a different study, Lynctet al. (2001) Bauer reported that, Consumer behavior involvds ins

investigated the key predictors of consumers’ ititen the sense that any action of a consumer W'" predup
to shop online. Results from the experiment showedconseguences which he cannot anticipate with amythi

that trust had a positive effect on buying intentighe ~ aPProximating certainty and some of which are Jikel

results suggested that trust positively led to pase bhe unplﬁas?n;. Based on _Taylcr)]r .(1974) pro?oﬁbgﬁ
intention for the case of T-shirts. Alternatively, € resultofthe consumption choice may only vea

Hoffman et al. (1999) demonstrated that a low degree of I the future, the consumer is faced with uncetyain

trust generated high purchased risk, high disageeem Perceived risk has been defined as an influence on
high defection vulnerability, less cooperation dads choice decisions _and may be defined as the expmetat
constructive conflict. of losses associated with purchase and acts as an

inhibitor to purchase behavior (Peter and Ryan5)97
1.8. Risk in Online Shopping On the other hand, Bauer (1960) defined perceiigd r
as a combination of uncertainty plus seriousness of
outcome involved-associated with each category of
product. Perceived risk is also defined as an
uncertainty function relating to the outcome of the
decision (Jacoby and Kaplan, 1972).

Perceived risk isdefined asthe uncertainty
consumer's face when they cannot predict the
outcome of their decisions to purchase (Schiffraaal .,
2007). Perceived risk is considered as the custsmer
subjective belief regarding the probable negative

consequence of their purchase decisions. The ris In the context of online shopping, Chellapgaal.
q P : 2005) defined perceived risk as the uncertaintgt th
perceptions of consumers vary from one consumer to

another according to factors such as the prOductcustomers experience when they cannot predict the

category, person and the shopping situation. Pegdei outcome of their purchase decisions. Also Hassah an
risk is also revealed to affect the consumer’sliliked Kasiran (2006) defined perceived risk in onlinepsing

. . as the expectations of any loss or any negative
of buying new services or products. . :
. ) . consequences as a result of online shopping. Bedhas
Perceived risk has proven to be an important

. . .~ "lInternet is described as a global and a virtualnokh
construct in many consumer behavior research @jec ¢ gelling and buying product and services, thdesel
While it was very popular in the 1960’s and 1970%6,  annot be feltin a physical sense and this creates
recent decades research into this construct hagdwvan uncertainty perception in online transactions and

However, with increased interest in researchingrié®  tnerefore, perceived riskis important in  online

e-commerce market space where buyers and sellers aipyrchasing. Based on Jarvenpaa and Tractinsky 1999
usually faceless and distant, renewed interest th&d  there is no assurance that the consumer will oltan
perceived risk construct should emerge. goods that he/she sees in the Internet. In case of
The first measurement of perceived risk was technical problems in the process of transactitwe, t
developed by Cunningham (1967) and was based orseller is not the one to bear the cost.
Cox and Rich (1964) two components (uncertainty and Pavlou (2003) defined perceived risk as the distant
danger). Cunningham used two 3-point scales migdtipl and impersonal nature of the online environmentthed
together to come up with an ordinal scaling of augrof implicit uncertainty of using a global open infragture
product classes. The two general models of perdeive for transactions have rendered risk an inevital#denent
risk involve either the two components of uncettain of e-commerce. Itis complicated to measure it as a
and consequences (Cox), or probability of loss andobjective fact. Hence, most literature emphasizes t
importance of loss (Peter and Tarpey, 1975). Theconcept of individually perceived risk and defineds
importance of loss has been viewed as a proxy forconsumers’ subjective belief in which a loss wassed
negative utility (Peter and Ryan, 1976). by the outcome they pursued (Pavilou and Gefen,
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2004). In a study done by Forsythe and Shi (200@y
indicated that perceived risk of online shoppingniya
came from the loss that consumers expected to imave

the process of an electronic transaction. Generally

consumers thought that the perceived risk was daloge
the perception that the Internet was not a se@uridry
or the degree of negative influence possibly result
from a result (Grazioli and Jarvenpaa, 2000).

1.8.2. Online Risk Studies

Purchasing is considered a risky business speltifica
in the online purchasing environment. Following the
background of perceived risk in the literature of
consumer behavior, many studies have tried to defia

2. RELATIONSHIP AMONG E-SERVICE
QUALITY, CULTURE, ATTITUDE,
TRUST, RISK OF ONLINE SHOPPING

2.1. Relationship between E-service Quality
and Culture

Starting from 1990 s, a number of research works
have emerged on the effect of culture and service
quality. For instance Anderson and Fornell (1993)
recommended the link between culture and service
quality to be examined. Malhotret al. (1994) also
conceptually speculated the possible links. Amadmg t
first to investigate the effect of culture on sewvi

perceived risk concept and how it affects CONSUMer g ality are research works by Donthu and Yoo (1998)

behavior. Several research works claim that peeckiv
risk in electronic commerce has a significant intpac
attitude towards online shopping (Shih, 2004), rititsn
to shop through the Internet (Pavlou, 2003) anelrivet
purchasing behavior (Bodmer, 2009).

and Furret al. (2000). In recent years, studies began to
elaborate more on the relationship between cultune
service quality (Ueltschgt al., 2009).

However, research concerning electronic service

The main issues of online purchasing are privacy ofquality has just begun to gain ground and the nssine
personal information and safety of online paymentsrelated to the studies is the factorial structufetre

(Cunninghamet al., 2005). Privacy problem has been
shown to have a negative relation with online sliogp
behavior and it denies customers from shoppingienli
(Doolin et al., 2005). But lower degrees of privacy
risk do not necessarily translate to a great iatiom to
shop online (Amoroso and Hunsinger, 2008), asdlsig
has something to do with lack of social interactian
online shopping experience (Dookhal., 2005) and the
lack of opportunity to inspect and see the products
both of these aspects makes the shopper vulnetable

constructs and measurement (Wolfinbarger and Gilly,
2003). Nevertheless, although research on thesesss
has shown significant development, their crossomati
considerations are few and far between (Vlachos and
Vrechopoulos, 2008). This gap has been acknowledged
by some researchers such as Wolfinbarger and Gilly
(2003) when they called for more researches toessdr
electronic service quality on a global scale. Femttore,
debates concerning service quality in literaturecdss

fraud compared to a physical merchantin a store.the generalizability of service quality dimensioirs

Customers also revealed their wariness over retdrn

various countries. For example, Tsikriktsis (2002)

products and delivery they had purchased via theconducted a research of the stability of electreeiwice

Internet  (Jarvenpaa and Todd,
risk is phishing where customers are fraudulentlyden
to think they are interacting with an honest dealben
in actuality, they are being fooled to providingeith
private information to a corrupt party.

Kim and Lim (2001) investigated effects of perceive

risk on purchasing decision in online shopping. The

author also examined various strategies to reduc
perceived risk. The results indicated that perakitisk

in online shopping was greater than the perceiisddin
in-store shopping. In addition, positive online spimg
experience reduced consumers’ perceived risk. Ko a
found that higher perceived risk negatively affdcte
online purchasing intentions. The results also catdid
that relationships between perceived risk and @asiciy
intentions that existed in mail-order shopping and
store shopping existed in online shopping.

////A Science Publications
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It aw
revealed that every country has its own unique ityual
dimensions (Zhacet al., 2002), which have different
degrees of importance (Feinbwatal., 1995).

Regardless of the fact that the Internet has askist
the service globalization, only a few studies tadkthe
relationship and impact of cultural dimensions and
characteristics on online perceived service qualithile
the exploratory study carried out by Marcus and I&ou
(2000) only compared between the features of the
website and Internet portals design in differertuas.
They also highlighted the effect of the perceptiafs
cultural differences upon website design and festur
but the specific characteristics of users basedheir
perceived e-service quality are yet to be examined
(Sigala and Sakellaridis, 2004).
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Sigala and Sakellaridis (2004) found that only ¢hre
of the cultural

orientation, affected the perception of specific
WEBQUAL dimensions. Donthu and Yoo (1988) found

dimensions proposed by Hofstede,
namely, masculinity, power distance and long-term

2.2. Relationship between Trust and E-service
Quality

Trust has been considered as a determinant in e-
commerce research (Grabner-Krauter and Kaluscha,

that cultural elements had the greatest impact on2003). However, a few have actually linked trusthwi

service quality in traditional stores when the gV
included a high degree of customer-provider
interaction, while Tsikriktsis (2002) showed that
culture affected website service quality expectatio
less than it affected traditional service quality.

electronic service quality (Sahadev and Purani,8200
On the basis of Zeithardt al., (2002) study, service
quality in online shopping is a significant stratetp
achieve success, even more than low prices and web
presence. Alsajjaret al. (2006) found that e-service

Vlachos and Vrechopoulos (2008) found participants 9uality is @ prominent variable in literature deatied

in Japan, Hong Kong and Korea looked at the coatstru
of service quality in the same way. However, thé&y d
not consider the impact of cultural dimensions on
electronic service quality perception dimension&hilf
the context of this study, countries were considess
cultural characteristics proxies (Kingt al., 2004).
Though they believed that the mobile e-serviceitual
dimensions are distinctin the three Asian coustrie
discussed, they called for more research invegtigst
that could definitely link the effect of culture dhe
service quality dimensions.

In the context of Malaysia, Khalid At al. (2008)

to trust. Harris and Goode (2004) revealed a
correlation between e-service quality and determisa
of trust. Service quality reflects the idea of ausers
comparing their expectations concerning
performance of service (Gronroos, 1984).

Harris and Goode (2004) revealed that there
a link between electronic service quality and triisiey
indicated that customer’s judgment was mainly based
the perception of the retailer's performance (frust
reputation, size, service quality) and the website
interaction quality (graphic style, navigation, ead use
and informativeness). Zhang and Tang (2006) also
showed that trust was a crucial dimension of the e-

the

is

proposed a new service quality dimension that isservice quality perception in web transactions.

related to the “Halal” issue. “Halal” is an Arabiord
meaning permissible from a religious view and
it applies to all food products, food ingredientseat
products and food contact materials
in the grocery stores. Despite of the fact that 66P6
the Malaysian populations are Muslims, severalesor
are run by foreign individuals or by non-Muslim
Malaysians. In fact, the Halal dimension was praubs
as a dimension that measures customer servicetyjuali
in Islamic banking (Othman and Owen, 2001) and
insurance firms (Tahir and Ismail, 2004).

The theoretical relationship between service qyalit
and trust has been advocated by several researdiest
in different ways, for example: Chuang and Fan
(2011) reported that service quality determinesttamnd
that a service quality delivered by e-retailer that
satisfies customer’'s expectations encourages trust

belief. Zhouet al. (2010) also revealed that service
quality significantly impacts trust. Moreover,
Wakefield et al. (2004) stated that Quality of

service can develop the initial trust of the consum
but the absence of service quality may prevent the

Even though the concept of service quality hasconsumers from being satisfied and from trusting th

been investigated in the information systems cantex service provider.

In another study conducted by

(Sigala, 2004), research dealing with the effect of Martin and Camarero (2008), they found that service

cultural differences upon e-service quality ard fiv

quality also influences trust; it only does so nedtly

and far between. According to a study conducted bythrough satisfaction.

Marcus and Gould (2000), cultural differences deeha

The significance of online service quality is refkd

an effect on website design and features. Howeverpy studies linking service quality with trust. Many

through Hofstede (1994) dimensions of culture
comprising individualism, power distance, uncertgin
avoidance, masculinity and long-term orientation,
many studies reviewed by Furregt al. (2000)
supported the impact of five cultural dimension®mp
the importance consumers place on and
expectations of service quality.

////A Science Publications
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attempts have been made to incorporate measure of
trust perceptions into the overall e-service qualit
(Zeithamlet al., 2000). Previous researches have shown
a direct relation between quality and trust (Cleeal.,
2002). Accordingly, Hennighurau and Klee (1997)
levels
produced online trust. Service quality was found to
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have a positive impact on trustin
(McKnight et al., 2002). On the contrary, Chem al.
(2002) did not find service quality to be linkecdthvtrust
on online transactions.

Internet stores significant.

Using Linear Structural Relations
(LISREL), Shrout and Bolger (2002) found that e-
service quality did not have a significant direffieet

on online trust; rather the link was indirect via

Customer perception of the quality of a company’s perceived value and customer satisfaction.

service affects trust in online purchasing (Kim and

Tadisina, 2007). Such perception is postulatedetdhe
most important factor in the continuance of trustl &
building a strong relationship between e-retailard a
customer (Mao, 2010). This is supported by Andeesuh
Fornell (1994) study where they revealed that great
levels of quality of service might lead to gredearels of
satisfaction, which will in turn result in the camser’s

2.3. Relationship between Trust and Risk

In the present section, the relation between st
risk is discussed. Trust is defined as the williegs to
expose one’s self to the actions of the third partythe
basis of the expectation that the other party béthave
in a manner predetermined (Lowatyal. 2008). Risk, on
the other hand, is the doubt that customers often

understanding of the company and the positive experience when they fail to predict the outcoméhefr
experience. Moreover, perceived service quality waspurchase decisions (Chellapgtaal., 2005).

found to play the mainrole in the determination of

customer trust in online shopping (Kiet al., 2004).
Websites that are considered well quality and ¢asise

It is believed that electronic dealings are offeted
customers with a lot of uncertainty (Grabner-Kraaed
Kalusha, 2003). Purchasing online for example is

have more possibility of building great levels of considered a risky process because of the lackmthct

consumer trust (Wakefielet al., 2004).

between customers and firms, i.e., through physittak

Findings regarding relational benefits revealed tha or the sales representatives (Reichheld and Schefte

perceptions of service quality had a positive dffec
relational outcomes including trust (Yen and Gwinne
2003). Hence, it is imperative for businesses teta
into account that e-service quality is an importactor
in developing customer trust and relationship (laee

2000). Besides, customers have tosend important
information about them such as the number of their
credit card in order to complete the electronic
transaction. The absence of face-to-face intenaciiso
implicates that online trust is important and based

Lin, 2005). Reichheld and Schefter (2000) proposedcapabilities of the retailer and customers’ judgtaenf

that positive experiences of service
boosts trust and therefore a positive direct eftdct
quality on trust could be predicted.

quality reliability (McAllister, 1995).

Kehoe (2002) examined the impact of risk and trust
on the behavior of online and offline shoppers.uURes

Service quality elements are predicted to influenceindicated that perceived risk in online shoppingswa
electronic trust directly (Gronroa al., 2000) as they  significantly higher than perceived risk in a ttaatial
represent elements of trust that relay the system t shopping or other remote types of shopping suahaik
customers and the trustworthiness of the siteorder, telephone, etc. In addition, consumers’ Kedge
(Corritore et al., 2003). After reviewing research on of Internet security-related technologies was rieght
online trust, Grabner-Krauter and Kalusha (2003) related with perceived risk in online shopping.
proposed electronic service quality constructsntdute Trust is critical for the success of online shogpin
repurchase intentions as trusting intentions andtibrg (Jarvenpaa and Tractinsky, 1999). It has been
beliefs. Furthermore, Corritor al. (2003) proposed that demonstrated that trusting beliefs positively iafiae
websites as objects to be trusted and claimeddésign online consumers’ purchase intentions (Verhageal.,
elements and the navigational architecture impagstt 2006). Moreover, lack of consumer’s trust in online
directly. Similarly, in the research done by Daeisal.  vendors has been highlighted by a number of rekessc
(2000) on e-service quality retailing products, ythe as a serious barrier to the long-term diffusion of
revealed that trust on e-vendors was imperative. electronic commerce (Crowell, 2001). Perceived

A positive and direct relation between trust and trustworthiness of online stores is relevant asaabler
service quality was found by two studies condudigd of electronic commerce adoption because consumers
Harris and Goode (2004). In their first study on continue to perceive online purchasing as riskient
book.com, service quality was revealedto be antraditional shopping (Metzger, 2006). Several
important antecedent of trust. In the second stady researchers (Doolinet al., 2005) suggested that

airlines.com, the link between service quality andst
was not as strong as in the first study despitedei
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consumer’s trust in Internet shopping is a vitagredient
that contributes to the successful online busiresse
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People frequently have a general perception thatanything in order to trust; however, one must takésk
performing economic transactions over the Internetin order to engage in trusting action). They sedsthat
and with specific online entities is somewhat willingness is to assume risk, whereas trustingalvi
risky (Lowry et al., 2008). This risk perception is assuming risk. As a result, trust will lead igkrtaking.
necessitates the establishment of trust so thaersuy San Martin and Camarero (2009) found that only a
will engage in online transactions. Moreover, risk few researches had studied the moderating impact of
perception has been cited as one of the largestisk perception in an online shopping environment.
impediments to realizing the full economic poteht Hence, the moderating role of risk perception exdat
the Internet (Limet al., 2006). Risk, or the probability to online shopping is an important topic that has n
of adverse outcomes, is the antithesis of trusg th received enough consideration in the literaturem&o
willingness to accept negative outcomes. Thus,gieed researchers have studied the moderating effeciskf r
risk is reduced when the online vendor is percetecoe perception on the link between trust and shopping
trustworthy (McKnight et al., 1998). This adverse behavior or intention (Buttner and Goritz, 2008h o
relationship between risk and trust in the onlioatext the effect of brand image or reputation on the watidn
is supported by many other studies. For example,of a supplier or a product (Gurhan-Canli and Batra,
Jarvenpaa and Tractinksy (1999) were the firseqmort 2004), on the impact of satisfaction on online trus

that trust and perceived risk are negatively relate e- (San Martin and Camarero, 2009), on the predicfor o
commerce transactions. Similar findings were also trust (Martin and Camarero, 2009), or on some lofkibe
reported elsewhere (Malhotehal., 2004). Technology Acceptance Model (TAM) (Featherman and

Study conducted by Paviou (2003) found that the Fuller, 2002). San Martin and Camarero (2009)
impact of risk perception on trust in e-commerces wat reported that “Since the results partly corroborthte
significant; implicating that risk may not be a sau  theoretical assumptions, it is necessary to keep
antecedent of trust. Instead, trust is an importantworking in this line and increase the number ofqrap
predictor of risk perception, suggesting that the using perceived risk as a moderating variable.
directionality of the causal link starts from trust risk Different results were found by Buttner and Goritz
perception. Drawing upon the practical results tfoist (2008). They examined the moderating impact of risk
and risk relationship, it may be concluded thasttrin perception on the link between perceived trustwoetss
online shopping also acts indirectly on intentiom t and intention to shop online. The moderation effeas
purchase online via the mediating impact of risk tested by employing the moderation procedure sugdes
perception, on which it has a direct impact. Padtao by Baron and Kenny (1986). They revealed no
stressed that future study should examine thesignificant impact of the perceived honesty andksris
complicated relationship between trust and perckive perception interaction. Hence, risks perception had
risk to reach clearer conclusions. moderating impact on the link between perceived

The moderating link between trust and risk honesty and intention.
perception |nd|cates_ thgt trust on behavior idedént 2.4, Relationship between Trust and Attitude
when the level of risk is low versus when the legél
risk is high” (Geferet al., 2003). When the risk is high, Nunkoo et al., (2013) studied online purchase
trust is triggered. On the contrary, when the islow, behavior of online travelers. They showed thattthasd
trust in turn does not emerge. They found the natiey direct and positive effect on attitude. They expdai that
link between these constructs. They reported thattrust in a travel website and tourism enables fabier
perceived risk and the trustors tendency to traet  attitude toward buying from these sites since tle@site
mirror images. As a result, high perceived riskides 1S perceived to be reliable and that no harmful
low trust and vice versa. Grazioli and Wang (2001) consequences will happen if customers carry outenl
examined the moderating link in an electronic trust PUrchasing of travel services and products. _
setting. However, they found different results ahelir Trust and attitude model has been developed in an
data did not support it. attempt to explore acceptanc_e of online shoppmg

Threshold model proposes that if the level of trust (Gefenet al., 2003). The model integrates use of online
exceeds the threshold of perceived risks, thenrtisor ~ System with both ease of use and usefulness astitru
will involve in a risky relationship (Gefeet al., 2003). e-vendors. Findings revealed that these variablese w
This proposition is based on Mayaral. (1995) model. effective predictors of behavior intention to usdime
Mayer et al. (1995) stated that one does not need to riskshopping (Gefest al., 2003).
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Other studies dedicated to online shopping and e-coefficient of the effect of perceived service dual

commerce in light of trust revealed that trust kadying
impacts on customer intention to shop online viasites,
perceived usefulness, or intention to return. Festaince,
Chiu et al. (2009) found that trust significantly impacted
perceived usefulness and repurchase intentionogfjpsing
online. In addition, Wu and Chen (2005), found tinast
significantly impacts subjective norm, perceived
behavioral control and attitude in a way that peezs:

ease of use, perceived usefulness and trust had 3

significant impact on attitude. Similarly, Bodme0Q9)
examined the relationship between trust and a#itud
toward online shopping. He found that trust was a
significant antecedent of attitude toward shoppiniine.
Majority of studies revealed that trust plays a kelg in
the determination of customers’ actions. Based
empirical research, trust increases a custometitsic
to purchase product from a company (Nunketoal.,
2013) and a customer’s return intention to the camyp
(Doney and Cannon, 1997). Karjaluo#g al., 2002)
showed a positive relationship between trust ininenl
store, perceived usefulness, perceived ease ohnde
attitude toward online shopping. They also found a
negative relationship between perceived risk
and attitude towards shopping online. The relation

on

and consumer trust was high, suggesting that eieserv
quality strongly and positively affected consunmmaist

in Internet shopping. People who are likely to eltta
great importance to service quality tend to showsttr

in online shopping. Such finding is consistent with
prior findings concerning the positive relationship
between e-service quality and consumer trust.
However, the finding is inconsistent with previous
tudies that showed no relationship between e-servi
quality and consumer trust.

The theoretical relationship between service qyalit
and trust has been advocated by several researdie st
in different ways. For example, Chuang and Fan
(2011) found that service quality determined trast
that service quality delivered by e-retailer thatisfied
customer’'s expectations encouraged trust belieh |
addition, quality of service was expected to affect
customer trust in cases where the service providsr
been associated with the customer for a signifitiams.
However, they revealed that not all service quality
dimensions reflected the same contribution to trust
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