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ABSTRACT

Thisarticledescribeshowdespitetheextensiveacademicinterestine-commerce,aninvestigation
ofconsumercognitiveinnovativenesstowardsnewproductpurchaseintentionhasbeenneglected.
Basedon the stimulus–organism–response (S–O–R)model, this study investigates theconsumer
cognitive innovativeness and the moderating role of the individual consumer-level uncertainty
avoidanceculturalvalue towardsnewproductpurchase intention inbusiness-to-consumer(B2C)
e-commerce.Structuralequationmodelling,suchaspartialleastsquares(PLS)pathmodellingwas
usedtotestthemodel,usingasampleof255participantsinAustraliawhohavehadprioronline
shoppingexperience.Thefindingsshowthattheonlinestorewebatmosphereinfluencesconsumers’
cognitiveinnovativenesstopurchasenewproductsincountrieswithdiversedegreesofuncertainty
avoidancesuchasAustralia.TheresultsprovidesomeguidanceforaB2Cwebsitedesignbasedon
howindividual’suncertaintyavoidanceandcognitiveinnovativenesscanaidtheonlineconsumer
purchasingdecision-makingprocess.
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INTRodUCTIoN

Theprimarywayabusiness-to-consumer(B2C)e-commercefirmcommunicateswithitsconsumers
isthroughtheirwebsite.AccordingtotheAustralianNielsenConnectedConsumersReport(2016),a
largenumberofconsumersgotomanufacturers’andretailers’websitedirectly,with65%ofconsumers
visitingtheretailer’swebsiteand36%visitingthemanufacturer’swebsiteforonlinepurchase(Zrim,
2016).Therefore,itisnecessarytoevaluatetheeffectivenessofwebsites’componentstounderstand
whether online stores are providing the interaction desired by the consumers. E-retailers should
provideimportantstimuliandensurethattheirwebsiteoffersuniquebenefitsandvaluestoencourage
consumerstobuyproductsonline.Ife-retailersintendstoturnfirst-timeconsumersintorepeatonline
consumers,thee-retailexperiencehastodeliveruniquevalueregardingtheconsumer’sinteraction
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withthewebsite.IntheareaofB2Ce-commerce,thewebcognitivelandscapereferstowhether
consumersbelievethattheinformationpresentedonthewebsitemakesiteasyforthemtopurchase
products.E-commercewebdesignisvitalbecausebusinessescanlose50%ofthepotentialconsumer
duetoconsumerunabletofindtheproductwhattheywant(vanderMerwe&Bekker,2003).This
meansthatthestructuralassuranceofthewebsiteprovidedbythee-retailershoulddemonstratea
clearunderstandingofthereasonswhyconsumerscognitivelybelievethattheyshouldshopatone
specificwebsiteratherthanatotherones(Li,Yen,Liu,&Chang,2013).

Countries vary significantly on innovativeness as measured by consumer reluctance (Tellis,
Yin,&Bell,2009).Theconceptofconsumerinnovativenessdenotes“inter-individualdifferences
thatcharacterizepeople’s responses tonew things” (Goldsmith&Foxall,2003).Thesuccessof
e-commercealsodependsonaconsumer’sculture(SohaibandKang,2015a)ascultureinfluences
consumerinnovativeness.Oftencountryisusedasaproxyforcultureatagrouplevel;however,
it ismoreappropriate tomeasurecultureat the individual levelbecauseonlinepurchasing isan
individuallyorientedone-personaction(SohaibandKang2015b).Theinnovativeconsumerplaysa
vitalroleintheadoptionofnewproducts.Thereareatleastthreeapproachestotheconceptualisation
ofinnovativeness:behavioural,globaltraitsanddomain-specificactivity(Goldsmith&Foxall,2003).
Behaviouralreferstowhetherconsumersareinnovatorsornon-innovatorsintheirattitudetoadopting
newproducts,globaltraitsarepersonalitytraits,whiledomain-specificactivitydenotesaconsumer’s
innovativenesswithinspecificproductcategories.Themostsignificantaspectofbehaviourisits
connectiontocognition.Behaviourresultsfromsomeformofcognition(Faiola&Matei,2006).Our
concerniswiththebehaviouralperspectiveofconsumers’innovativeness,whichidentifiesconsumers
asinnovatorsornon-innovatorsdependingontheirpurchaseofanewproduct.Aperson’sperceptions
maychangetheirattitudestonewproductsandideasandtheirlevelofinnovativeness(Rogers,1995).

Inthecontextofe-commerce,howconsumersreacttoinnovation,specificallywhetherconsumers
adoptnewproductsornot,dependsontheirpurchasingdecision-makingprocessandavarietyof
internalandexternalinfluences.Themeasurementofcognitiveinnovativenessisimportanttothis
process.Consumerperceptionofinformationisdirectlyrelatedtocognition(Ha,John,&Chung,
2016).Inadditiontothis,culturalexperiencesinfluencecognitiveprocesses(Faiola&Matei,2006),
forexample,onlinetransactionscanprovokeahighlevelofuncertainty(Sabiote,Frías,&Castañeda,
2012). The cultural value of uncertainty avoidance is significantly connected to innovativeness
(Dobre,Dragomir,&Preda,2009).Therefore,consumerinnovativenessplaysanimportantrolein
encouragingconsumerstoshoponline.

Thefirstobjectiveofthisstudyistoinvestigatetheinfluencingfactorsofconsumercognitive
innovativenessregardingnewproductpurchaseintention.ThisstudyextendstheworkofSohaib
andKang(2015b)byincludingtheroleofcognitiveinnovativenesstowardsnewproductpurchase
intentionandusingthemoderatingroleofindividualconsumerleveluncertaintyavoidance(UA)
culturalvalue.ThesecondobjectiveofthisstudyistoinvestigatewhetherhighUAandlowUA
consumers have different cognitive innovativeness towards purchasing intentions. The research
questionsofthisstudyareasfollows:

Research Question 1:Dowebdesign factors affect consumercognitive innovativeness towards
purchaseintentionofnewproductsinB2Ce-commerce?

Research Question 2 and 3:Doestheconsumers’levelofUAplayanimportantmoderatingrole
betweenfactorsthataffectnewproductpurchaseintentioninB2Ce-commerce?Moreover,what
arethedifferencebetweenhighUAandlowUAconsumers?

Forthisstudy,‘newproductpurchase’referstoanyproductnotpurchasedonlineinthepast.
Tothebestoftheauthors’knowledge,thisisthefirstresearchstudythatinvestigatestheroleof
consumercognitiveinnovativenessanddifferentlevelsofuncertaintyavoidanceculturalvaluein
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e-commerce.Assuch,itcontributestotheunderstandingofonlinevendors’perceptionofinnovative
approachestoB2Cwebsites.

Thispaperisstructuredasfollows.Wefirstcriticallyanalysetheliteratureontheconsumer
cognitiveinnovativeness,webcognitivelandscape,andtheculturalvalueofuncertaintyavoidance.We
thendiscussthetheoreticalbackgroundfromwhichwedevelopedourresearchmodelandhypotheses.
Followingthat,wedescribeourresearchmethodologyandpresenttheresultsofthisstudy.Finally,
wediscussthepracticalandtheoreticalimplicationsofthestudyandconcludewiththelimitations
andfuturedirectionforresearch.

THEoRETICAL BACKGRoUNd

Consumer Cognitive Innovativeness
Thisresearchdefines‘consumercognitiveinnovativeness’asaconsumer’srationalthinking,problem-
solvinganddecision-makingtendenciesasrelatedtonewproductpurchaseinaB2Ce-commerce
website. Scholars have enriched consumer innovativeness by measuring its various dimensions.
VenkatramanandPrice(1990)distinguishcognitivefromsensoryinnovativeness,withcognitive
innovativenessreferringtocognitivequalitiesthatinfluenceindividualstoseekstimulationofthe
mindwhilesensoryinnovativenessreferstothecognitivequalitiesthatinfluenceindividualstoseek
sensorystimulation.Consumerinnovativenessreferstoconsumers’pronenesstoadoptnewproducts
(Tellisetal.,2009).

Manning,BeardenandMadden(1995)characterisetwoaspectsofconsumerinnovativeness:
consumer independent judgment-making and consumer novelty-seeking. Consumer independent
judgment-makingreferstothedegreetowhichanindividualmakesinnovationdecisionsindependently,
whileconsumers’novelty-seekingdenotesthedesiretolookfornewproductinformation.According
toBlake,NeuendorfandValdiserri(2003),innovativenessistherelativewillingnessofanindividual
totryanewproduct.InthecontextofB2Ce-commerce,thismeansthetendencytobuynewproducts
soonaftertheyappearonline.Consumersarecategorisedasinnovatorsornon-innovatorsdepending
ontheirpurchaseofanewproduct(Goldsmith&Foxall,2003).AccordingtoLimetal.(2004),the
cognitivecuesofaB2Cwebsiteformabasisofconsumertrustinanonlinestorethatdoesnothave
anestablishedreputation.Kim(2005)notesthatcognition-basedtrustisassociatedwithconsumers’
observationsandperceptionsregardingthefeaturesandcharacteristicsofane-commercewebsite.

Thevaluewiththemostproximateimpactonanindividual’scognitiveinterpretationsispersonal
innovativeness(Lu,2014).AccordingtoVenkatramanandPrice(1990),individualswhohaveahigh
needforcognitionaremorelikelytoanalyseinformationthanthosewithalowneedforcognition
becausetheyhaveaneedtostructuresituationsinmeaningfulways.Inparticular,consumerswith
high cognitive innovativeness are more likely to adopt a technology (Venkatraman and Price,
1990).Inadditiontothis,onlineconsumerswithhighcognitiveinnovativenessputmoreemphasis
onusefulnessandaestheticdesign (T.-L.Huang&Liao,2014).However,“consumerswith low
cognitiveinnovativenesslackability,knowledge,andinvolvementwithregardtonewtechnology;
theyareinsensitivetotheeffectofthenewtechnologyinaccomplishingatask”(T.-L.Huang&
Liao,2014).ConsideringB2Ce-commercewebsites,variouswebcognitivefactorsmaystimulatea
positiverelationshipwithconsumerswithdifferentlevelsofcognitiveinnovativeness.

website Accessibility/Ease of Use
Website accessibility increaseswhenawebsitehas ahigh easeofuse.Easeofuse includes
accessibilityfactorssuchasnavigation,websitecontentstructureandsearchfacilities(Lodorfos,
Trosterud,&Whitworth,2006).Whenaconsumervisitsawebsiteforthefirsttime,theirtrust
isprimarilybasedoninitialperceptionsofthetrust-relatedattributesofthewebsite,suchas
thecognition-basedaspectswhichareformedfromquickcognitivecuesor first impressions
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(McKnight, Cummings, & Chervany, 1998). For example, the visual design of a website
consistsofgraphicalandstructuralfactorsfromwhichconsumersdeveloptheirfirstimpression
(Karimov,Brengman,&Hove,2011).Inthecontextofe-commerce,usefulnessishoweffective
shoppingontheInternetisinhelpingconsumerstoaccomplishtheirtask,andeaseofuseis
theconsumer’sperceptionregardinghoweasytheInternetistouseasashoppingmediumand
howfreetheprocessisofeffortinleadingtheconsumertoachievetheirfinaltask(Monsuwe,
Dellaert,&Ruyter,2004).Brick-and-mortarstoresarenotdesignedtoimproveefficiencybutto
enhancepersuasionopportunities.Thesameprincipleappliesinthee-commerceenvironment,
suchasindesigningwebusabilitytomaximisepersuasioninteraction(Schaffer,2009).Website
designfactorssuchasinformationdesignandnavigationdesignshouldbeusedine-commerce
websites to build consumer trust and subsequently enhance purchase intention (Dianne Cyr,
2013;Ganguly,Dash,&Cyr,2010).

Therefore,thewebsiteaccessibilityconceptadoptedhereconsiderstheeaseofuseandusefulness
aspectstogetherwithvariousdesignfeaturesthatcontributetotheoverallwebsiteusabilitysuchas
navigationaldesign,informationcontentanddesign.

Colour and Product Images
Onceconsumersinteractwithane-commercewebsite,initialperceptionsconcerningwebsiteaesthetics
oftenpersuadetheconsumertostayonthewebsiteforalongerduration(Alhammad&Gulliver,
2013).Theaestheticelementsofawebsitesuchascolourandgraphicsusagearethemosteffective
trustattributesofB2Cwebsites(Tan,Tung,&Xu,2009).ThecolourappealofaB2Cwebsiteis
thedegreetowhichthecoloursused,forexamplethebackgroundandfontcolour,areperceivedas
pleasing,appealingandappropriate.Productimagesareinteractiveimagefeatures,suchas3Dvirtual
models,thatconsumerscanoperatetoviewproductinformationbyzoominginonproductfeatures,
rotatingaproducttodifferentanglesandchangingproductcolours.Visualdesigncuessuchascolour
andproductimagescanprovideinformationabouttheInternetvendoraswellashaveanimpacton
consumers’emotionalresponses(Eroglu,Machleit,&Davis,2003).

Social Networking Services
Socialnetworkingservicesaredefinedasasetofactors(people/organisations)andthesetof
connectionsamongtheactorsrepresentingsomerelationship(friendship/affiliation/information
exchange)(Grabner-Kräuter,2009).Theseincludewebcommunitiesandcommunicationmedia.
Web communities are online social networking sites, blogs, newsletters, forums and online
productreviewing/ratings.Communicationmediaincludeinstantmessaging,onlinehelpemails
andchat.Socialinfluenceisavitalfactorthatdeterminesuserbehavioursonsocialnetworking
sites(Cheung,Lee,&Chan,2015).Persuasiveinteractionensurestheperceptionofanacceptable
levelofsocialinteractionviatheuseofsocialnetworkingservices(Alhammad&Gulliver,2013).
Consumers’trustisformedthroughpermeatingthemodeofcommunicationwithahighsocial
presenceinaB2Ce-commercewebsite.GefenandStraub(2004)foundasignificantinfluence
ofsocialpresenceonconsumertrustinB2Ce-commerce,suchasability,integrity,predictability
andbenevolence.Theopinionsofotherscanimpactconsumers’purchasingintention(Lee,Shi,
Cheung,Lim,&Sia,2011).AmodelproposedbyBrengmanandKarimov(2012)investigated
whetherintegratingsocialmediacues(suchasFacebookandblogs)asstimulusintoanonline
store’swebsitemayprovideasignalregardingthecognitivetrust(organism)ofanonlinevendor.
Theresultsshowthatsocialmediacueshaveasignificanteffectonconsumers’cognitive-based
trust towards purchase intentions (response). In addition to this, Facebook advertising has a
significantpositiveinfluenceonconsumerattitudetowardstheintentiontopurchase(Duffett,
2015).Guo,Wang,andLeskovec’s(2011)studyshowsthat informationprocessingandtrust
positivelyinfluenceconsumerchoice.
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Uncertainty Avoidance
GeertHofstede(1980)referstotheuncertaintyavoidanceculturalashavingacertaindegreeof
uncertainty.Australiaisapracticalsocietyregardinguncertaintyavoidance,withanindexscore
of51,andhasahighdegreeofacceptancefornewideas,technologyandbusinesspractices.
ForaB2Ce-commercetobesuccessful,itisessentialtonotetheculturalthemesoftargeted
consumers. Inparticular, theuncertaintyavoidance (UA)culturalvalue iscloselyassociated
withinnovativenessine-commerce(Dobreetal.,2009).Duetothehighlevelofuncertaintyof
thevirtualworld,individualtrustisaffected(Al-Debei,Akroush,&Ashouri,2015).Asnoted
byKarahanna,Williams,Polites,Liu,andSeligman(2013),“Onlinepurchasingisadecision-
makingprocessthatinvolvesinherentuncertainty”.Uncertaintyisanimportantmoderatorin
onlinepurchasing(Zhu,Chang,&Chang,2015).Individualswithhighuncertaintyavoidance
tend to desire outcomesby following the right direction for action (Duffett, 2015).Existing
studieshave appliedHofstede’s (1980) cultural dimensions to examine the effect of cultural
valuesononlinepurchasingdecisions.However,inthesestudies,nationalculturaldifferences
wereobservedatthecountrylevel.Thisisanissueastheassumptionofhomogeneityinany
nation isnotsuitable, inparticular, if thenationalculturalconceptsare tobe integrated into
informationsystemsmodelsthatreflectindividualbehaviour(McCoy,Galletta,&King,2005).

Cultureisasignificantinfluenceonconsumers’purchasingdecisions(Constantinides,2004;
Ha&Janda,2014),producingarangeofemotionaleffectstoagivenstimulus(G.Hofstede,2001).
SriteandKarahanna(2006)arguethatnationalcultureisamacro-levelphenomenon,whereasonline
purchasingisaone-personaction;therefore,measuringcultureattheindividualconsumerlevelis
themostappropriatewaytolookattheeffectoftechnologyacceptance(Sohaib&Kang,2015a).
Inaddition,consumerswithdissimilarculturesmighthavedifferentexpectationsofwhatmakesan
onlinestoretrustworthy(Gangulyetal.,2010;Kim,2005;Kim&Park,2013;Sia,Lim,Leung,Lee,
&Huang,2009),whichaffectstheestablishmentoftrust.

Researchers(Hwang&Lee,2012a;McCoyetal.,2005;Srite&Karahanna,2006;Yoon,2009)
foundHofstede’sculturalscalesattheindividuallevelacceptableininformationsystemsresearch
(morespecifically,ine-commerceresearch).AsB2Ce-commercecontinuestogrowacrosscultures,
itbecomescriticaltounderstandthecognitiveinfluencesbetweentheconsumerandtheInternet
vendorandthenatureofculturaldifferencesattheindividualconsumerlevel(Hwang&Lee,2012a).
Furthermore,culturalexperiencesinfluencecognitiveprocessesthatinfluencewebsitedesignand
itsuse(Faiola&Matei,2006).

RESEARCH ModEL ANd HyPoTHESES dEVELoPMENT

The stimulus–organism–response (S–O–R) model identifies cognitive aspects to determine the
cognitiveinnovativenesstowardspurchasingintention.TheS-O-Rparadigmwasfirstproposedby
MehrabianandRussell(1974)inthecontextofenvironmentalpsychology.Theparadigmsuggests
thatstimulifromtheenvironmentinfluenceanindividual’scognitivereactions,whichinturnlead
toaresponse.Thisparadigmwaslaterextendedandhasbeenextensivelyappliedtoonlineshopping
outcomes(Sohaib&Kang,2015b).

Thestimulus(S)isdefinedas“thetotalsumofallthecuesthatarevisibleandaudibletothe
onlineshopper”;forexample,“cognitivestatesarerelatedtoaconsumer’sinformationprocessing,
retention, and retrieval ability” (Sheng & Joginapelly, 2012). The organism (O) represents the
consumer’sintermediarystatesofcognitiveinnovativeness.Theseinternalstatesaffecttheconsumer’s
approach,suchasnewproductpurchaseintention,whichistheresponse(R).Additionally,wealso
suggesttheuncertaintyavoidanceculturalorientationmoderatestheeffectsofcognitiveinfluences
andcognitiveinnovativenesstowardsnewproductpurchaseintention.Researchhasshownthatthe
uncertaintyavoidanceculturalvalueissignificantlyconnectedtoinnovativeness(Dobreetal.,2009).
Figure1showstheproposedresearchmodel.
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Hypothesis development
Website Accessibility/Ease of Use
Thenavigation,pagelayoutconsistencyandeaseofaccesstoane-commercewebsitehavetobe
designedwithacompleteunderstandingofaconsumergroup’sculture(Cyr,2008).Accordingto
HuangandLiao(2014),theperceivedeaseofusemeansthattheconsumerdoesnotneedtoemploy
excessivecognitiveresourceswhenusing technology.Singh,KumarandBaack(2005)state that
onlineconsumersfromhighuncertaintyavoidance(UA)societiesneedbettere-commercewebsite
accessibilitysothattheydonotleavethewebsite.D.Cyr(2008)alsofindsthatconsumerswhoare
highontheUAscalegiveahighvaluetowebnavigationaldesignabouttotheirpurchasingintention.
Therefore,wehypothesise:

H1:IndividuallevelUAwillmoderatetherelationshipbetweenwebsiteaccessibilityandconsumer
cognitiveinnovativenesssuchthattherelationshipisstrongerforconsumersinAustralia.

H1a:Therelationshipbetweenwebsiteaccessibilityandconsumercognitiveinnovativenessisstronger
forhighUAindividualsthanlowUAindividuals.

Colour and Product Images
ThecomplexityofaB2Cwebsite,whichincludestherichnessoffactorssuchascolourschemeand
useofproductimages,impactsonlineconsumerswithhighcognitiveinnovativeness(T.-L.Huang
&Liao,2014).Additionally,S.LeeandRao(2010)arguethatinB2Ce-commerce,aestheticdesign
producesdifferential responses in individuals.Thesevisualappearances (colourand images)are
moreimportanttohighUAconsumersthanlowUAconsumers(Gangulyetal.,2010).Therefore,
wehypothesise:

H2: Individual levelUAwillmoderate the relationshipbetween colour and consumer cognitive
innovativenesssuchthattherelationshipisstrongerforconsumersinAustralia.

H2a:Therelationshipbetweencolourandconsumercognitiveinnovativenessisstrongerforhigh
UAindividualsthanlowUAindividuals.

H3:Individual-levelUAwillmoderatetherelationshipbetweenproductimagesandconsumerhigh
cognitiveinnovativenesssuchthattherelationshipisstrongerforconsumersinAustralia.

H3a:Therelationshipbetweenproductimagesandconsumercognitiveinnovativenessisstronger
forhighUAindividualsthanlowUAindividuals.

Figure 1. Research model
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Social Networking Services
Onlineconsumerswithhighcognitiveinnovativenesstendtomakedecisionsontheirown(T.-L.
Huang&Liao,2014).Theintegrationofvirtualcommunitieslikesocialnetworksiteshasapositive
influenceoncognitive-basedtrusttowardspurchasingintentions(Brengman&Karimov,2012).In
additiontothis,socialinfluencecanbuildconsumertrustinonlineshoppingmoreeffectivelyinhigh
UAculturesthaninlowUAcultures(M.K.O.Leeetal.,2011).Forexample,peopleinhighUA
culturessuchasSouthKorea,whichhasaUAindexscoreof85,arelikelytoobtainopinionsofa
website’sreputationfromfriendandfamilyrecommendations,whereasthosefromlowUAcultures
suchasAustraliaaremorelikelytomakeindependentdecisions.Thismeansconsumerswhoare
fromlowUAculturesavoidgettingintogroupsandinsteadperformonlinepurchasingontheirown
withoutaskinganybodyforanyhelp.Therefore,wehypothesise:

H4:IndividuallevelUAwillmoderatetherelationshipbetweensocialnetworkingservices
and consumer cognitive innovativeness such that the relationship is stronger for
consumersinAustralia.

H4a:Therelationshipbetweensocialnetworkingservicesandconsumercognitiveinnovativeness
isstrongerforhighUAindividualsthanlowUAindividuals.

Cognitive Innovativeness and New Product Purchase Intention
According to Thakur and Srivastava (2014), innovativeness affects purchasing intentions. High
cognitiveinnovativeconsumersnotonlyenjoythinkingforitssakebutalsotendtoapplyagreatdeal
ofmentalenergytosolveproblemstheyencounter(Huang&Liao,2014).Additionally,asnotedby
Lim,Leung,SiaandLee(2004),onlineshoppingnaturallyinvolvesmoreuncertaintiesthanbuying
fromabrick-and-mortarbusiness.Therefore,theadoptionratesofonlineshoppingarehigherfor
highUAculturesthanforlowUAcultures(Limetal.,2004).Yoon(2009)alsohighlightsthathigh
UAculturesareusuallymorewillingtorelyononlinepurchasingthanlowUAcultures.Therefore,
wehypothesise:

H5:IndividuallevelUAwillmoderatetherelationshipbetweencognitiveinnovativenessandnew
productpurchaseintentionsuchthattherelationshipisstrongerforconsumersinAustralia.

H5a: The relationship between cognitive innovativeness and new product purchase intention is
strongerforhighUAindividualsthanlowUAindividuals.

RESEARCH METHodoLoGy

Tovalidatetheresearchmodel,wecarriedoutanempiricalsurvey.Thisstudyusedanonlinesurvey
methodologywhereparticipantswereaskedtochoosealocalisedonlinevendor.Alocalisedretailer
websiteisconsideredtobeappropriatetothecultureandthemostworkableoptionforresearch(Dianne
Cyr,2013).Thesurveywasannouncedthroughuniversitywebmailandsocialnetworkpages.For
thevalidationandtestingofthehypotheses,datawerecollectedfromonlineshoppersinAustralia.
Criteriaforselectingparticipantsweretohaveaminimumofsixmonthsonlineshoppingexperience
andisanAustraliancitizenbybirth.Todeterminetheparticipant’sculture,itisimportanttoensure
thateachparticipanthadlivedinAustraliaformostof their livesandspokethenative language
(English)astheirprimarylanguage(DianneCyr,2013).

Aftervisitingthechosenwebsitee-commercewebsite,respondentswererequiredtofillouta
closed-endedquestionnaireonaseven-pointLikertscale,withresponsesrangingfrom(1)strongly
disagreeto(7)stronglyagree.Multi-scaleitemsusingatleastthreeobservableindicatorsmeasuredall
constructs.Previouslyvalidatedsurveyinstrumentsweremodifiedtoensuretheadequatereliability
andvalidityofthemeasurementscales.Table5intheAppendixshowsallitemsusedinthestudy.
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dATA ANALySIS

Atotalof260responseswerecollected.Afterremovingincompleteresponses,atotalof255samples
wereusedtotesttheproposedmodel.53%ofrespondentsweremales,and47%werefemales,95%
respondentshadsevenormoreyearsofInternetexperience,65%respondentshadonlinepurchasing
experienceofbetweenonetothreeyears,and35%hadmorethanthreeyears.

To test theresearchmodel,avariance-basedstructuralequationmodelling(SEM)statistical
technique,partialleastsquares(PLS)pathmodellingusingSmartPLSversion3(Ringle,Wende,
&Becker,2015),wasused.Thepartialleastsquares(PLS-SEM)approachisapreferredanalysis
techniqueininformationsystemsandbusinessresearchbecauseitoffersseveralflexibilities.For
example,thisapproachiswellsuitedforprediction-orientedresearch,doesnotrequirealargesample
size,doesnotrequirenormalityandsubsequentlyworkswithoutdistributionalassumptionsandwith
nominal,ordinalandinterval-scaledvariables(Haenlein&Kaplan,2004;F.Hair,Marko,Lucas,&
Volker,2014).PLSisconsideredsuitableasitallowsinvestigatorstoevaluatemeasurementmodel
parametersandstructuralpathcoefficientsatthesametime.Italsoallowsbothformativeandreflective
factorstobetestedtogether(Chin,Marcolin,&Newsted,2003).

Inourresearchmodel,websiteaccessibility,colourandproductimages,cognitiveinnovativeness
andnewproductpurchaseintentionweremodelledasreflectiveindicatorsbecausetheywereviewed
aseffectsoflatentconstructs(Hwang&Lee,2012b;D.J.Kim,2005).Thisisbecausereflective
indicatorsareinterchangeable.Forexample,differentindicatorsreflectwebsiteaccessibility,such
aseasytolearn,understandableandeasytouse, towhichtheseindicatorsarehighlycorrelated.
Thismeansthatanincreaseinwebsiteaccessibilityisreflectedbyincreasesinallindicators.Social
networking service (SNS) is formativebecause it is amultidimensional factor (Sohaib&Kang,
2015b)thatcoversvariousreferentgroupssuchassocialnetworkingsites,friendsandfamily,online
help,reviewsandrankings.Formativeconstructsarenotinterchangeable,whichmeansachangein
oneindicatordoesnotnecessarilydenoteachangeinotherindicators.Forexample,anincreasein
influencefromfamilywouldinfluenceindividualstopurchaseonlineeveniftherewerenoinfluence
fromothersources.Additionally,themoderatingeffectsofculture(UA)wereperformedusingthe
productindicatorapproach.TheproductindicatorapproachbyChin(2003)referstotheproducts
ofeachindicatoroftheindependentlatentvariablewitheachindicatorofthemoderatorvariable.

Toinvestigatethemoderatinginfluencesofindividuals’culturalorientation,weusedthemulti-
groupPLSanalysismethodtodeterminewhethertheindividualuncertaintyavoidance(UA)differs
for high versus low uncertainty avoidance (UA) subgroups of participants, which is considered
appropriateforthisstudy(Siaetal.,2009).Multi-groupPLSanalysisallowsforthecomparisons
ofstructuralmodeldifferencesbetweengroups(Chin,2004).Theanalysiswasconductedbytaking
thestandarderrorsofthestructuralmodels’pathsbycomparingequivalentpathsacrosstwogroups
(highUAandlowUA)byperformingt-testsontheirpathcoefficients.

Although Hofstede’s (1980) cultural values are significant at the societal level, his cultural
dimensionsalsotendtodifferwidelyoverindividualmemberswithinsocieties(Tsai&Bagozzi,
2014).Yoon(2009)foundHofstede’snationalculturalvaluesattheindividuallevelimpactconsumers’
acceptanceofe-commerce.Weuseamediansplittoseparatethesampleaccordingtotheparticipants’
compositescoreofhighversuslowontwoUAitems:(1)“Iprefertoavoidmakingchangeswhile
onlineshoppingbecausethingscouldgetworse”;and(2)“Therulesandregulationsoftheonline
storesareimportanttomebecausetheyinformbuyerswhattheonlinestoredoes.”

Reliability and Validity Assessment
ThereliabilityandvalidityofthemeasurementmodelinPLSwereassessedbyexamininginternal
consistency,convergentvalidityanddiscriminantvalidity.Convergentanddiscriminantvaliditywere
assessedbyapplyingtwocriteria:(1)thatthesquarerootoftheaveragevarianceextracted(AVE)
byaconstructfromitsindicatorswasatleast0.70andwasgreaterthanthatconstruct’scorrelation
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withotherconstructs;and(2)itemloadingswereatleast0.70andaremorestronglyontheirassigned
constructratherthanontheotherconstructs.Table5intheAppendixshowsallitemloadingsthe
socialnetworkingservice(SNS)factorweights.Table1showstheCronbach’sreliability,composite
reliabilityandtheAVEofallconstructsvaluesexceedtherecommendedvalueof0.70.AnSNS
isaformativeconstructthatcannotbeanalysedinthisprocedure.Forformativeindicators(social
networkingservices),thevalidityofvariablesusingouterweightswassignificant(p-value<0.05).
Inadditiontothis,todeterminethereliabilityforformativeindicators,thevarianceinflationfactor
(VIF)valuewaslessthan5,whichmeansthereisnomulti-collinearity.

Cross-sectionaldesignsurveysaresusceptibletocommonmethodbias,particularlyifthedata
collectionmethodisonlyperceptuallyanchored(Sharma,Yetton,&Crawford,2009).However,the
PLSmethodrequirespracticallynobiaswhenestimatingdatafromacompositemodelpopulation,
regardlessofwhetherthemeasurementmodelisreflectiveorformative(Sarstedt,Hair,Ringle,Thiele,
&Gudergan,2016).However,accordingtoKock(2015),ifallfactorlevelVIFsresultingfromafull
collinearitytestareequaltoorlowerthan3.3,themodelcanbeconsideredfreeofcommonmethod
bias.Inourresearchmodel,allfactorlevelVIFsarelowerthan3.3,indicatingnobiasdata.

Concerninggoodness-of-fit(GoF)indicesforpartialleastsquarespathmodelling,JörgHenseler
andSarstedt(2013)showthattheGoFandtherelativeGoFindexarenotappropriateformodel
validation.However,themodelfitwasassessedbyexaminingthemodelfitofthePLSpathmodels;
namely, the standardised rootmeansquare residual (SRMR).TheSRMR0.07 is lower than the
recommendedvalueof0.08,whichindicatesagoodfit.

Structural Model Testing
Thestructuralmodelsandhypothesesweretestedbyexaminingthesignificanceofthepathcoefficients
andtheR2varianceforthedependentvariable.Thesignificanceofthepathswasdeterminedusingthe
t-statisticaltestcalculatedwiththebootstrappingtechnique.A5%significancelevelwasemployed.
SmartPLS 3 can perform bootstrapping (a nonparametric procedure that can be applied to test
whethercoefficientssuchasouterweights,outerloadingsandpathcoefficientsaresignificantby
estimatingstandarderrorsfortheestimates)(Ringleetal.,2015)forboththeinnerandoutermodel
tospecifythet-valueforsignificance.Inordertogetapproximatet-valuesforthesignificancetest,
weusedalargesubsample(5,000)fromtheoriginalsampletodrawastandarderrorandthenumber
ofcaseswereequaltothenumberofobservationsintheoriginalsample(F.Hairetal.,2014;J.F.
Hair,Ringle,&Sarstedt,2011).Weexaminedthecoefficientsofthecausalrelationshipsbetween
constructsinourmodelinordertoapproveordisprovethehypotheses.Thecoefficientsandtheir
t-valueonthestructuralmodelareshowninTable2and3andthecoefficientsofdetermination(R2)
forthedependentconstructsareshowninFigure2.

Table 1. Cronbach’s reliability, composite reliability and the AVE

AVE CR C-Alpha CInn COL IMG SNS WA UA NPINT

CInn 0.81 0.91 0.88 0.90

COL 0.75 0.87 0.81 -0.18 0.86

IMG 0.73 0.84 0.73 0.10 0.10 0.84

SNS NA NA NA 0.14 0.07 -0.08 1

WA 0.88 0.89 0.91 0.21 0.10 0.05 0.07 0.93

UA 0.84 0.88 0.82 0.09 0.05 0.13 -0.1 -0.02 0.85

NPINT 0.88 0.90 0.87 0.47 0.01 -0.02 0.1 0.05 0.14 0.93

Notes: CR: composite reliability, C-Aplha: Cronbach’s alpha, CInn: cognitive innovativeness; COL: colour; IMG, image; SNS: social networking services; 
WA: website accessibility; NPINT: new product purchase intention; UA: uncertainty avoidance
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TheStone-GeissercriterionQ2isalsomeasuredusingtheblindfoldingmethodtocomputethe
constructcross-validatedredundancyforassessingthepredictiverelevance(JorgHenseler,Ringle,&
Sinkovics,2009).Inouranalysis,allQ2valuerangeofthe‘newproductpurchaseintention’endogenous
construct(i.e.,0.315)isabovethethresholdvalueofzero,thusindicatingastrongpredictiverelevance.

AsTable2shows,allhypothesesaresupportedexceptH2,whichsuggeststhereisaninsignificant
relationshipbetweentheindividuallevelUAmoderationbetweencolourandconsumercognitive

Table 2. Hypothesis testing

Path Path Mean StDev t-Value P Value Supported?

H1 WA*UA->CInn 0.25 0.03 1.98 0.003* Yes

H2 COL*UA->CInn 0.14 0.03 1.20 0.336 No

H3 IMG*UA->CInn 0.31 0.03 3.61 0.000*** Yes

H4 SNS*UA->CInn 0.42 0.05 4.79 0.000**** Yes

H5 CInn*UA->NPINT 0.24 0.03 1.99 0.002* Yes

Notes: CInn: cognitive innovativeness; COL: colour; IMG, image; SNS: social networking services; WA: website accessibility; NPINT: new product 
purchase intention; UA: uncertainty avoidance; * Significant at 0.05 level; ** Significant at 0.01 level; *** Significant at 0.001 level

Table 3. Hypothesis testing

Path

High UA 
(Subsample 

140)

Low UA 
(Subsample 

115)
Mean 

Difference t-Value p-Value Supported?

Mean SD Mean SD

H1a WA->CInn 0.20 0.04 0.15 0.04 0.05 1.957 0.049** Yes

H2a COL->CInn 0.17 0.04 0.10 0.03 0.07 0.159 0.77 No

H3a IMG->CInn 0.23 0.05 0.19 0.04 0.04 1.960 0.048** Yes

H4a SNS->CInn 0.33 0.05 0.24 0.03 0.10 3.247 0.001* Yes

H5a CInn->
NPINT 0.28 0.05 0.25 0.04 0.03 3.176 0.001* Yes

Notes: CInn: cognitive innovativeness; COL: colour; IMG: image; SNS: social networking services; WA: website accessibility; NPINT: new product 
purchase intention; UA: uncertainty avoidance; * Significant at 0.05 level; ** Significant at 0.01 level; *** Significant at 0.001 level

Figure 2. Path testing
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innovativeness.Thisindicateswebsitecolourperceptionisnotshapedbytheconsumer’suncertainty
avoidance.However,previousresearch(suchasCyretal.,2010)indicatedthatcolourisaninfluencing
factorine-commerceacrossnationalcultures.Varianceinconsumers’cognitiveinnovativeness(R2=
0.55)andnewproductpurchaseintentionforAustraliasample(R2=0.42)issignificant,whichshows
thattheAustraliansampleindicatesa42%varianceinconsumers’newproductpurchaseintention.

Furthermore,tomeetthesecondobjectiveofthestudywecomparedthedifferencesincoefficientsof
thecorrespondingstructuralpathsofthehighUAandlowUAsubsamples.AsshowninTable3,colour
stilldoesnotaffectconsumers’cognitiveinnovativeness,soH2aisnotsupported.However,thepathsfrom
websiteaccessibility,productimagesandsocialnetworkingservicestocognitiveinnovativenessissignificant.

Importance-Performance Map Analysis
Wealsoperformedimportance-performancemapanalysis(IPMA)fortwogroups(lowUAandhigh
UA)toproduceadditionalfindingsandconclusionsformanagerialactions(ChristianandSarstedt,
2016).PerforminganIPMArequiresdeterminingatargetingconstruct,suchas‘newproductpurchase
intention,’inourPLSpathmodel.

Theperformanceofeachfactorwasmeasuredonascalefrom0to100.Thecloserthevalueis
to100,thehighertheperformanceofthefactor.Alltotaleffects(importance)largerthan0.10are
significantatthep≤0.05level.Table4andFigure3showtheIPMAresultoftheallthepredecessors
oftheselectedtargetconstruct(newproductpurchaseintention).

Regardingthenewproductpurchaseintention,aspresentedinTable4andFigure3thehighest
performanceconstructis‘webaccessibility’followedby‘socialnetworkingservices.’Thismeans
anincreaseinwebaccessibilityperformancewouldincreasetheperformanceofthetargetconstruct
‘newproductpurchaseintention’bythesizeofthetotaleffect.However,thedirectconsequenceof
the‘cognitiveinnovativeness’constructishigherinthehighUAgroupthaninthelowUAgroup.
Thismeansanincreaseincognitiveinnovativenessperformancewouldincreasetheperformanceof
thetargetconstructnewproductpurchaseintentionbythesizeofthetotaleffect0.28inthehighUA
groupmorethanthe0.23totaleffectsinthelowUAgroup.

dISCUSSIoN ANd CoNCLUSIoN

Thisstudyhighlightstheeffectsofwebcognitivelandscapeonconsumercognitiveinnovativeness
towardsnewproductpurchaseintention.Inadditiontothis,itexaminedhowtheindividualconsumer
leveluncertaintyavoidanceculturalvaluemoderatedtherelationshipbetweenB2Cwebcognitive
landscapeandconsumercognitiveinnovativenesstowardsnewproductpurchaseintention.

Table 4. IPMA result of new product purchase intention

Criterion: 
New Product Purchase 

Intention

Low UA High UA

Importance Performance Importance Performance

WA 0.15 68.73 0.20 66.93

COL 0.10 49.24 0.17 47.01

IMG 0.19 56.10 0.23 58.13

SNS 0.24 65.90 0.33 66.64

CInn 0.25 62.50 0.28 63.61

NPINT 0.23 69.96 0.27 72.78

UA: Uncertainty avoidance; CInn: cognitive innovativeness; COL: colour; IMG: image;
SNS: social networking services, WA: website accessibility; NPINT: new product purchase intention
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The findingsof this studyare as follows.First, cognitive innovativeness regarding theB2C
website accessibility, colour and product images, and social networking services significantly
influenceconsumers’newproductpurchaseintentions.Thisargumentisconsistentwiththefindings
of T.-L. Huang and Liao (2014), who have reported that cognitive innovativeness influences
consumerbehaviour towardsusingtechnology.Second,consumercognitiveinnovativenesshasa
significantpositiverelationshipwithonlinepurchasebehaviour.ThisisinlinewithY.-A.Huang
(2003). Consumers with high cognitive innovativeness are more likely to accept an innovation
(Venkatraman,1991)suchasanewproductpurchase.Third,cognitiveinnovativeconsumersusually
trust other reliable information sources to ease theuncertainties inherent in aB2Cwebsite.For
example,thefindingsofthisstudyindicatethatwebsiteaccessibility,colourandproductimage,and
socialnetworkingservicespositivelyaffectconsumercognitiveinnovativenesstowardsnewproduct
purchaseintentionattheindividuallevel.ThisviewisconsistentwithTellisetal.(2009).Fourth,
consumers’leveloftheuncertaintyavoidanceculturalvalueissignificantlyconnectedtocognition
andinnovativenessine-commerce.Consumerswithlowuncertaintyavoidancearecharacterisedbya
highercognitiveinnovativenessthanhighuncertaintyavoidanceconsumers,whoanalyseinformation
inameaningfulway.ThisisconsistentwithDobreetal.(2009).Fifth,incultureswithalowdegree
ofuncertaintyavoidance(suchasAustralia),consumersaretolerantofuncertainsituationsandwith
innovations.WefoundthatconsumersinAustraliatendtobeasbeinghighlyinnovativeoverall.
Additionally,consumers’intentionforpurchasingnewproductsdiffersconsiderablydependingon
theiruncertaintyavoidance.ThisisconsistentwithTellisetal.(2009).

Inconclusion,thewebdesignfactors(stimulus)ofaB2Cwebsitetowardswhichareactionismade
providesasignalregardingtheconsumercognitiveinnovativeness(organism)influencenewproduct
purchaseintention(response).Therefore,B2Cwebsitesshouldbedesignedaccordingtoconsumers’
levelofcognitiveinnovativenessdependingontheconsumer’sindividualculturalorientations.

Theoretical Implications
Severaltheoreticalimplicationsresultingfromthisstudy.Firstly,themaintheoreticalcontributionof
thestudyisthedevelopmentofaresearchmodelthatcanbeusedinfurtherstudies.Secondly,thisstudy
extendedpriorresearchontheeffectsofwebcognitiononinnovativenesstowardsonlinepurchasing
intentionsandprovidednecessaryresults.Additionally,thisresearchaddressestheshortcomingsin
theexistingliteraturebyapplyingindividualculturalvalues(UA)asmoderatorstoaproposedmodel
touncovernewandimprovedmethodsforconsumeruncertaintyinaB2Cwebsite.Thirdly,thisstudy
providedanunderstandingofthenewdriversofonlineconsumerpurchaseintention.Specifically,a

Figure 3. IPMA of the target construct (new product purchase intention)
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consumer’scognitiveinnovativenesstowardsthekeycomponentsoninaB2Ce-commercewebsite,
suchaswebdesign(websiteaccessibility,visualappearance,andsocialnetworkingservices),which
areviewedasthevitalaspectsofconsumertrustinanonlinestore.Fourth,thisstudyexaminedhow
onlineconsumer responses towardsaB2Conline storediffer across twodifferent culturalvalue
systems(highuncertaintyavoidanceandlowuncertaintyavoidance).Thisisthefirstresearchthathas
investigatedthisphenomenonwithintheAustraliancontext.Finally,thevarioushypothesessupported
inthisstudyalladdtotheliteraturefordevelopinghypothesesforfuturestudies.Additionally,this
studycontributestovalidatingthesurveyinstrumentofthevariousfactorsusedinaproposedmodel.
Researcherscannowusethesurveyinstrumentwithincreasedconfidenceinane-commercecontext.

Practical Implications
The findings provide some practical implications and guidelines for online vendors to include
innovativeapproachestoB2Cwebsites.Theresultsofthisstudymayhelponlineshoppingmanagers
whocouldusetheinsightsofthisresearchtomodifytheirwebstrategies,notonlyforconsideringa
country’sculturebutalsoforculturallydiversecountriessuchasAustralia.Developersandwebsite
designerscanusetheseresultstoincreasedesirableoutcomesbyfocusingontherelationshipbetween
webcognitiveevaluationsandconsumerinnovativenesstoincreasethechancesthatanonlinebusiness
willsucceedincountrieswithdiversedegreesofuncertaintyavoidance.Thepracticalimplications
extendtobusinessfirmstomakechangestotheirmarketstrategiestoimprovetheironlinesales
acrosscultures; forexample,e-businesses shouldspecificallyconsider introducingnewproducts
firstinhighlyinnovativecountries.

Limitations and Recommendations for Future Research
Like most survey research, this study has some limitations. Firstly, data were collected from
Australiaonly.Therefore,cautionisadvisedinmakinggeneralisationsfromthestudyfindings.
Secondly, a larger sample sizewouldhavebeenmoreuseful for evaluating the constancyand
dependabilityofthefindings.Thirdly,althoughthesoundjudgmentwasusedintheselectionof
factorsfortheresearchmodel,thestudydidnotconsiderallpossiblefactorsthatcouldimpact
cognitiveinfluencestowardspurchaseintentionthathavebeenusedinpriorstudies.Whilethe
resultsofthisstudyclearlyindicatethereareindividual-baseddifferencesinonlinepurchasing
behaviour,itwillbeinterestingtoseeifthereissomeevidencethatconsumerinnovativenesscould
bealinkbetweencountrylevelandindividuallevelculturalanalyses.Morepracticalsupportat
theindividualconsumerlevelculturalvaluesusingthisstudy’sresearchmodelcouldbeincluded
infuturestudiesofe-commerce,suchasincludingHofstede’s(1980)otherculturaldimensions
suchaspowerdistanceindex(PDI),masculinityversusfemininity(MAS),long-termorientation
versusshort-termnormativeorientation(LTO)andindulgenceversusrestraint(IND).Finally,this
researchdidnotprovideacompleteviewofallaspectsofthewebcognitivelandscapeandnew
productpurchaseintentions,suchasprivacy,security,brand,advertising,andprice.
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APPENdIX

Table 5. Questionnaire items

Measures Loadings p-Value

Website Accessibility
(Casaló,Flavián,&Guinalíu,
2011;Chen&Dibb,2010;
Chen&Barnes,2007;Gefen,
Karahanna,&Straub,2003;
Yoon,2009)

WA1 Thestructureofthiswebsiteiseasytounderstand. 0.89 0.00***

WA2 Learningtooperatethiswebsiteiseasy. 0.90 0.00***

WA3 WhenIamnavigatingthiswebsite,IfeelthatIam
incontrolofwhatIcando. 0.86 0.00***

WA4 Thiswebsiterespondsquickly. 0.93 0.00***

WA5 ThiswebsitehelpsmecorrecttheerrorsImade. 0.87 0.00***

WA6 Myinteractionwiththewebsiteisunderstandable. 0.89 0.00***

Color
(Chen&Dibb,2010;Cyr,
Head,&Larios2010)

COL1 Thecoloursusedonthewebsiteareemotionally
appealing. 0.73 0.00***

COL2 Thecolouruseonthiswebsiteisattractiveoverall. 0.70 0.01*

COL3 Thebrightnessofpagesonthiswebsiteisadequate. 0.95 0.00***

Images
(Chen&Dibb,2010;Dianne
Cyr,2013;Kim&Forsythe,
2007)

IMG1 Thiswebsitehaseye-catchingimagesonthehome
page. 0.87 0.00***

IMG2 Zoomingand3Dimagesarehelpfulinbuyingwhat
Iwantthroughthiswebsite. 0.73 0.00**

IMG3 Overall,thescreendesign(i.e.images,layoutetc.)
isattractive. 0.87 0.00**

Social Networking Services
(Hasslinger,Hodzic,&
Opazo,2007;Huynh&
Andrade,2012;McKnight,
Choudhury,&Kacmar,
2002)

SNS1 ThiswebsiteclearlyshowshowIcancontactthe
company.

0.74
(Weight) 0.00***

SNS2
Ibelieveusingsocialnetworksservices(YouTube/
Facebook/twitter/Google+)wouldhelpmein
decisionmakingtopurchaseonline.

0.17
(Weight) 0.005*

SNS3
Ibelieveusingtheothersupportservices(suchas,
FAQs,ranking,onlinehelp,andcontactdetails)
wouldhelpmetobuyaproductIreallywant.

0.52
(Weight) 0.00***

SNS4 Myfriendsorfamilytellmeaboutthenew
products.

0.62
(Weight) 0.00**

Cognitive Innovativeness
(Manningetal.,1995;
Venkatraman&Price,1990;
Manningetal.,1995;Tellis
etal.,2009)

CInn1 Iamusuallyamongthefirsttobuyanewproduct. 0.88 0.00***

CInn2 Iamcontinuallyseekingnewproductexperiences
online. 0.93 0.00***

CInn3 IusuallyfindoutthemeaningofwordsIdon’t
know. 0.92 0.00***

CInn4 Iamamongthelastinmycircleoffriendstobuya
newproductwhenitappearsonline. 0.74 0.01**

CInn5 WhenIgoshoppingonline,Ifindmyselfspending
verylittletimecheckingoutnewproducts. 0.82 0.002**

CInn6 Purchasingnewproductsonlinetakestoomuch
timeandeffort. 0.92 0.005**

continued on following page
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Measures Loadings p-Value

New Purchase Intention
(Tellisetal.,2009;Yoon,
2009)

NPINT1 Iamlikelytopurchasethenewproduct(s)fromthis
retailerwebsite. 0.87 0.00***

NPINT2 Ifrequentlylookfornewproductsonline. 0.84 0.00***

NPINT3 Iameagertobuynewproductsassoonasthey
comeoutonline. 0.88 0.00***

Uncertainty Avoidance
(Hwang&Lee,2012a;Srite
&Karahanna,2006;Yoon,
2009)

UA1 Iprefertoavoidmakingchangesduringonline
shoppingbecausethingscouldgetworse. 0.92 0.00***

UA2
Rulesandregulationsoftheonlinestoresare
importanttomebecausetheyinformbuyerswhat
theonlinestoredoes.

0.87 0.00***

UA3 Standardoperatingproceduresforanonlinestore
arehelpfultomeforthepurchasedecisions. 0.91 0.00***

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

Table 5. Continued


