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This dissertation has examined the relationship between individual, technological, and 

informational factors and the behavioral intention to buy and sell online. In addition to 

this examination, moderating influences of individual-level cultural values on the 

preceding relationships were also analyzed. The quantitative approach of structural 

equation modeling was used for the analysis. The conceptual framework of this study was 

constructed using the theory of diffusion of innovations, the technology acceptance 

model, and Hofstede's cultural dimensions. Data for this research was collected using 

student participants at a midwestern state university. The analysis of the data has 

supported some of the proposed relationships. For instance, it was found that perceived 

usefulness, perceived ease of use, and personal innovativeness positively influence the 

intention to buy and sell online. Information privacy-security was found to negatively 

influence the intention in online selling, although this influence was not significant in 

online buying. Regarding cultural values, it was found that uncertainty avoidance, 

masculinity, and collectivis1n have tnoderating influences. However, these influences 

differed in magnitude and significance in online buying versus online selling. For 



instance~ collectivism had a significant moderating effect on the relationship between 

personal innovativeness and behavioral intention in online buying, whereas it did not 

have such an effect in online selling. Similarly, masculinity significantly moderated the 

relationship bet\veen perceived usefulness and behavioral intention to buy online, but 

there \Vas no similar relationship in selling online. Uncertainty avoidance moderated the 

relationship bet\veen personal innovativeness and the behavioral intention in online 

buying. The approach and findings of this study carry significance for Library & 

Information Science (LIS) and Information Systems (IS). By exanrining user behavior 

and an intermediary (a 'veb-based site), this study has contributed to our understanding of 

user-intem1ediary-bibliographic records interaction-an interaction that is at the core of 

LIS. This study has addressed the call for more focused research on online buying and 

selling~ and has also provided a theoretical link betw'een individual-level cultural values 

and intention, thus contributing to IS research. Implications for practitioners include a 

understanding of the criteria for assessment of usability of library collections and 

information systen1s while giving attention to individual, technological, informational, 

and cultural factors. 
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CHAPTER! 

INTRODUCTION 

Exchange has always been an important process in hurnan lives. In the pre-

industrial era, small towns and adjoining cities provided places where people could 

exchange their products, an exchange that was described as barter trade. With the 

industrial revolution, a change in the scope of human needs began. A greater demand for 

non-agricultural products necessitated the need to develop special marketplaces where 

people could buy different products in exchange for currency notes. Transactions became 

n1ore numerous, and owing to a greater number of industries, competition increased. 

Corporations developed special departments, such as marketing, to disseminate 

information about products. Information became an important resource and pivotal to the 

diffusion of products and services. 

Development of the Internet marked a new era that has extraordinarily influenced 

almost every sphere of human activities. The Web, a component of the Internet, has 

become a ubiquitous phenomenon. This development brought new meaning, similar to 

that of the industrial revolution, for trading. In terms of use, availability, and various 

other properties, the Web has provided an opportunity for traders to present products 

and/or services to a wider section of the population at a lower cost. On the other hand, 

users have also found online buying/selling to be convenient and cost effective (Zhou, 

Dai, & Zhang, 2007). 

Online buying and selling has become an irnportant way of satisfying user needs. 

According to Donthu and Garcia (1999), buying has becon1e the tnost rapidly growing 

use of the Internet. In the U.S. it was estimated that online retail sales will grow at a 1 O'Y<> 

con1pound mmual growth rate over the next five years and will reach to nearly $249 
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billion by 2014, whereas in Western Europe the sa1ne figures were estimated to be 11 o/o 

compound mmual growth rate and € 114 billion by 2014 ("Forrester Forecast," 2010). 

The increasing itnportance of online buying and selling has drawn attention frmn 

scholars. Success of a new technology/practice depends on its adoption; therefore, 

different researchers started investigating factors that play a role in the adoption of online 

buying and selling. 

The teclmology acceptance model (Davis, 1989; Figure 1) has been the most 

widely used model in investigating the adoption of technologies. Davis proposed that 

perceptions of users regarding usefulness and ease of use of a technology shape their 

intention to adopt. These two perceptions, perceived ease of use-a person's belief that 

usage of a particular technology will be free of effort (Davis) and perceived usefulness

a person's belief that usage of a particular technology will increase his or her job 

performance (Davis) of a technology, have been found in various studies as significant 

determinants of intention to use (e.g., Adams, Nelson, & Todd, 1992; Agarwal & Prasad, 

1999). This model has also been used in studies to analyze the adoption of online 

buying/selling. For instance Gefen and Straub (2000); Gefen, Karahanna, and Straub 

(2003); Heijden, Verhagen, and Creemers (2002); and McCloskey (2003/2004), (2006) 

examined the adoption of online buying/selling using the technology acceptance model. 

In addition to perceived ease of use and perceived usefulness, other factors were also 

proposed in these studies as influencing the intention to buy/sell online. 
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Perceived 
ease of use 

usefulness 

Figure 1. Primary technology acceptance model (TAM). The oval shape represents the dependent 

construct and the squares represent the independent constructs. These independent constructs 

were proposed to be influencing the behavioral intention in "Perceived usefulness, perceived 

ease of use, and user acceptance of information teclmology," by Davis, 1989, MIS 

Quarterly, 13(3), 319-340. 
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The study by Gefen and Straub (2000) was an important step in researching 

online buying/selling. The purpose of the study was not to propose the factors that 

influence the intention to buy/sell online. Instead, the primary purpose was to investigate 

the difference in impact of perceived ease of use on adoption under the conditions where 

information technology (IT) provides the final product or service (e.g., using a Web site 

for collecting information) versus the conditions where IT is a means and not an end to it 

(e.g., using a Web site to buy a book). In another study, Gefen, Karahanna, and Straub 

(2003) analyzed the online purchase intentions of the users. They proposed that perceived 

ease of use, perceived usefulness, and trust will impact the intention to purchase online, 

and found support for their proposed 1nodel; furthermore, the belief of users regarding 

Web site safety mechanisms [security], sincerity of sellers, the nature of the interface, and 

its ease of use were found to influence trust by users in online transactions. McCloskey 

(2003/2004), (2006) investigated online trading using the technology acceptance tnodel, 

along with the constructs of security and trust. She found that ease of use has an impact 

on user propensity to make an online purchase (2003/2004), and perceived usefulness and 

trust directly influence usage (2006). 

Despite investigations regarding factors that influence the adoption of online 

buying/selling, few studies have examined the role of cultural values in the adoption of 

online buying/selling. Cultural influence is important, as it shapes values and influences 

behavior (Hofstede, 1980; 2001 ). Individual values evolve from experiences in dealing 

with different hmnan and institutional factors operating in a culture. Values influence 

behavior (McCoy, 2002) and the nature of dispositions that an individual develops 

toward a cetiain situation or an issue. The adoption of online buying and selling 
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represents a situation where the role of individual cultural values in influencing behavior 

deserves attention. 

The work of Hofstede ( 1980) provides insight into cultural din1ensions that can 

aid in investigating the role of cultural values during the adoption process. His work on 

culture is highly influential in cultural theory among social science researchers (Nakata & 

Sivakumar, 1996). While working at IBM, Hofstede conducted a study and collected 

116,000 responses from 66 different countries. These data were factor analyzed and 

classified into four dimensions: Individualism/Collectivism (relation of self with others); 

Masculinity/Femininity (importance of earnings and recognition versus relationship and 

cooperation); Uncertainty Avoidance (the need for formal rules and stability); and Power 

Distance (view about the distribution of power). A fifth dimension, long-term orientation 

(importance of future), was added later (Hofstede & Bond, 1988). Each country was 

given a score on each of the original four dimensions. Subsequently, these country scores 

were used by researchers to examine the role of the culture in issues ranging from 

Internet diffusion patterns to adoption of online buying and selling. 

In view of the importance of culture, some researchers used cultural dimensions 

of Hofstede to investigate online buying and selling. Pavlou and Chai (2002) used the 

theory of reasoned action 1, along with the cultural dimensions of Hofstede, to investigate 

the adoption of online buying/selling in the U.S. and China. They did not collect 

individual cultural data, but instead used the country scores developed by Hofstede. In 

their findings, the lack of the impact for power distance on the proposed relationship was 

attributed to a sn1all difference between the national power distance scores of the U.S. 

1 Theory of Reasoned Action proposes that the behavior is influenced by intentions to act, which in turn arc 
determined by one's attitude towards the act and subjective norm (Ajzen & Fishbein, 1980). 
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and China. Park and Jun (2003) used Inten1et usage, perceived risks, and innovativeness 

on a cross-cultural basis to propose a model that could explain the unique patterns, if any, 

in the Internet buying behavior of Alnerican and Korean users. Nationality was used as a 

variable; however, they did not collect data on cultural values of the subjects. They noted 

that" ... there are some cross-national differences in experience (action), but no difference 

in intention (attitude)" (p. 546). 

The use of country scores to explain individual behavior is criticized. For 

instance, McCoy, Galletta, and King (2005) stated that "Because the usual national 

culture constructs are measured at the national level, they also should not be used in 

individual1nodels of behavior or technology acceptance" (p. 211 ). Similarly, Srite and 

Karahanna (2006) argued that national culture is a macro-level phenmnenon, but 

teclu1ology acceptance is an individual-level concern. The preceding statements provide 

convincing support to the perspective that cultural values should be measured at the 

individual level in studies examining the role of culture in individual behavior. 

To the best of the researcher's knowledge, no study has investigated the adoption 

of online buying and selling by using individual cultural values. Furthermore, the 

technology acceptance model along with the individual level of cultural values has also 

not yet been used to explore adoption of online buying and selling. This study was an 

initial step in this direction and has provided an important foundation for the upcoming 

research on the adoption of online buying and selling. 

Significance 

Theoretical significance. There are differences in the behavior of individuals 

buying/selling online versus off-line, and these differences call for a different 
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conceptualization (Cheung, Chan, & Limayem, 2005). Despite the growing research on 

online buying and/or selling it has been noted that " ... the scope of studies is rather broad, 

studies appear relatively fragmented with contradictory findings ... " (Cheung et al., 2005, 

p. 2), and " ... the research on what drives consumers to shop online has typically been 

fragmented" (Monsuwe, Dellaert, & Ruyter, 2004, p. 1 02). Furthermore, in spite of a 

substantial body of literature examining online buying and selling, there are significant 

gaps in the understanding of online consumer behavior (Dennis, Merrilees, 

Jayawardhena, & Wright, 2009). The present study is an important contribution toward 

addressing the call for more focused research on online buying and selling. 

Additionally, adoption research on online buying and selling has thus far not 

provided a theoretical connection between the individual cultural values and the 

acceptance of online buying and selling. The studies of Pavlou and Chai (2002), Park and 

Jun (2003), Stafford, Turan, and Raisinghani (2004), and Slyke, Lou, Belanger, and 

Sridhar (2010) are some ofthe examples. This approach resulted in a lack of theoretical 

connection, as raised by Srite (2000), between cultural values and adoption of online 

buying and selling. 

The current study, by assessing individual cultural values, has made an important 

contribution in developing a theoretical link between cultural values and adoption of 

online buying and selling. This study is also one of the few research endeavors that has 

used individual cultural values along with the technology acceptance model. This 

combination has aided in understanding the relationship between the constructs of the 

teclmology acceptance model and cultural values. 
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Practical significance. Owing to the ubiquitous nature of the Web, many traders 

are using online buying/selling as a means to prornote products and services. The growth 

of a business, however, partly depends on increasing the nu1nber of users for its products 

and services. In online buying and selling, like the physical marketplace, it is important to 

understand the properties, concerns, and values that shape the intention of a user to buy 

and sell online. This understanding is important in attracting large numbers of users to 

online buying and selling. 

Depending on the differing cultural values of individuals living within the same 

geographic region, better customization of an online buying and selling service can be 

achieved. This approach can help a corporation to apply better segmentation strategies 

and disseminate information through targeted advertising. 

Purpose and Research Questions 

The research on behavioral intention to adopt online buying and selling has not 

yet provided an account of cultural influences on individual intentions. The few studies 

that have analyzed the cultural influence did so by using country scores rather than 

individual cultural values. Differences in adoption, if any, were attributed to the cultural 

differences between the countries. This approach has a weakness. Srite (2000) wrote that 

the studies, which compare countries and attribute differences to culture, fail to make the 

theoretical connection between cultural variables and adoption of technologies. The 

present study is an in1portant step in addressing that weakness. The pritnary research 

objective guiding this study is: 

To examine the nature of relationships between personal, technologicat 

inforn1ational constructs and intention to adopt online buying and selling under the 



influence of individual-level cultural values. Thus, the study proposes the following 

research questions: 

RQ 1: Do the relationships between the intention to buy and sell online and the 

predictor (personal, technological, & informational) constructs hold? 

9 

RQ2: Does culture 1noderate the relationship between the intention to buy and sell 

online and the predictor constructs? 

RQ3: Do demographic factors influence participants' responses? 

Conceptual Framework 

Behavioral intention. Behavioral intention represents the extent to which a 

person is willing to perform a behavior. Intention is a good predictor of actual behavior 

and includes different motivational factors that influence a behavior (Ajzen, 1991). 

Intentions are used to predict the behavior as the assessment of actual behavior, 

depending on the nature of a study, can require a long period of time. For instance to 

measure the adoption success of a new technology, a study might have to assess the 

intentions of subjects towards the technology in the first phase and then to 1neasure the 

actual adoption later. 

In technology adoption literature there are multiple studies that have used 

behavioral intention to predict the actual behavior. For example, Pavlou and Chai (2002) 

proposed a 1nodel that included transaction intention (the intent to engage in a 

transaction) to predict the adoption of electronic con1merce. In a study by Srite and 

Karahanna (2006), the proposed 1nodel used 'behavioral intention to use' to assess the 

adoption of personal computers and personal digital assistants. According to Ajzen 

( 1991) a strong intention to engage in a behavior usually results in actual perfonnance; 



therefore, assessment of behavioral intention provides a valid 1neasurement of actual 

behavior and was thus used in the current study to predict actual behavior. 

10 

Technology acceptance model. The primary objective of this research was to 

study the nature of relationships between personal, teclmological, informational 

constructs and intention to adopt online buying and selling under the influence of 

individual-level cultural values. Online buying and selling is a teclmology-mediated 

practice and can be studied with the models that have been developed specifically for 

understanding the acceptance of technology. The technology acceptance model (Davis, 

1989) is one of the most widely used models to predict the adoption of technology. It is 

argued that this model is also applicable to investigate the intention to adopt online 

buying/selling (e.g., Gefen et al., 2003). This model provides a simple, yet robust, means 

to explore the acceptance of technology. 

The technology acceptance model was developed within the discipline of 

information systems. This model proposed that the constructs of perceived ease of use 

and perceived usefulness would be fundamental in shaping the intention and influencing 

behavior relating to the acceptance of technology. According to Davis (1989), "perceived 

usefulness" and "perceived ease ofuse" are the important determinants of user 

acceptance of information technology. 

The two constructs of perceived ease of use and perceived usefulness have been 

tested in various studies including (Adams et al., 1992; Agarwal & Prasad, 1999) and 

found to be important predictors of intention to use/accept a technology. Admns et al. 

conducted research that involved two studies. In the first study, they surveyed 118 

individuals fro1n 10 different organizations. The subjects were asked about the attitudes 
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relating to a messaging technology. Perceived ease of use and perceived usefulness were 

found to be significant in leaving an impact on the attitude and the behavioral intention. 

The other study included 73 students who were asked about three different teclmologies. 

Though the results regarding the influence of perceived ease of use and perceived 

usefulness were mixed, the researchers concluded that, nevertheless, the results showed 

the importance of both of these constructs. 

Though important, the constructs of perceived ease of use and perceived 

usefulness are not sufficient to account for the role of various other factors that can play a 

role in technology acceptance; therefore, in later years, this model was extended and 

modified extensively. For instance, Chen, Gillenson, and Sherrell (2002) added the 

construct of compatibility to the technology acceptance model. They proposed a model to 

look at the behavioral intention of users relating to online buying/selling. The extended 

model was found to be reliable. In a study by Srite and Karahanna (2006), the construct 

of subjective norm was included in the technology acceptance model to investigate the 

moderating role of cultural values in technology acceptance. The authors extended the 

technology acceptance model on one hand and also proposed the tneasurement of culture 

at the individual level. 

The constructs of perceived ease of use and perceived usefulness, as outlined in 

the technology acceptance model, are important but not adequate to represent the 

influence of social environment on the individual's intention to accept technology (Srite, 

2000). Furthermore, the nature of a research probletn can also necessitate considering the 

inclusion of variables that are pertinent to the investigation. During online buying and 

selling, for instance, the factors of information privacy and security are of paran1ount 
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importance and therefore warrant consideration in research on online buying and selling. 

Similarly, personality traits relevant to the phenotnenon of adoption also deserve 

attention. To better assess the adoption of online buying and selling under the influence 

of cultural values, this study has extended the teclmology acceptance model by including 

variables of personal innovativeness, information privacy, and information security. 

Personal innovativeness. Innovativeness shows the extent to which a person is 

willing to try a technology, product, and practice for the first time. This characteristic is a 

personality trait and affects behavioral intention. Personal innovativeness is an individual 

characteristic that is important in the adoption of technology and can motivate an 

individual to use a certain thing before most people in his/her referent group. Personal 

innovativeness in the online context was found to influence the individual's intention 

(e.g., Goldsmith, 2000). However, the technology acceptance model does not include a 

variable that accounts for individual differences (Agarwal & Prasad, 1998); therefore, 

they suggested that personal innovativeness should be included in the technology 

acceptance model, as it can help to explain how the perceptions are formed and influence 

intentions to use technology. Personal innovativeness was thus added to the technology 

acceptance model in this study to better assess the role of individual characteristics in 

shaping intention to buy and sell online. 

Information. Individuals acquire and use information to solve different issues. 

The nature of available information facilitates the development of perceptions and 

subsequent behavioral intentions. From an individual and social perspective, information 

is of great in1portance. According to Salancik and Pfeffer ( 1978), the infonnational 

enviromnent of individuals influences attitudes, beliefs, and behaviors. Infonnation can 



be of great in1portance in making choices. The technology acceptance 1nodel provides a 

fran1ework that includes technological factors; however, not enough to account for the 

possible influence of information on users in an online envir01unent. 
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In online buying and selling, information is dissen1inated to pr01note products and 

services. Users utilize this information to evaluate and make decisions. In event of a 

transaction, users also have to provide some personal information, such as address, credit 

card number, etc. This information facilitates online buying and selling but also poses a 

risk to the user, which is manifested in the form of concerns regarding the privacy and 

security of information. 

In the online environment, an individual's concern about inforn1ation privacy

security can be of significant value. Information privacy represents the condition of 

limited access to information; information security signifies the ability of a syste1n to 

keep intruders from accessing the personal information. Information privacy and 

information security are both related. In various studies on online buying/selling, these 

two dimensions have been found to be of considerable importance. For example, Lee 

(2002) found that security, along with privacy, can help to build the trust of an individual 

toward online purchases. Information privacy and information security have been 

classified as important components of merchant and intermediary characteristics and have 

been proposed as factors that influence intention, adoption, and continuance of user 

online experiences (Cheung, Chan, & Limayem, 2005). In view of the itnportance of 

inforn1ation privacy-security, this variable was added to the technology acceptance model 

and conceptualized to influence user intentions to buy and sell online. 
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Hofestede's cultural dimensions. Culture is described as a shared set of values, 

patterns of thinking, and collective feelings. Culture provides individuals a way to 

understand the world as well as respond to it. Beginning with early childhood, people 

start learning a set of values, which aids in forming responses to different 

problems/issues. Culture, therefore, is very important to understand the ways of people 

belonging to certain groups and societies. The work ofHofstede (e.g., 1980, 1997) is 

considered to be one of the highly influential works in cultural studies and has been used 

extensively in studies on individual behavior. 

In addition to the teclmology acceptance model, Hofstede's cultural dimensions 

contributed to the conceptual framework of this study. Hofstede (1980) classified cultures 

into four dimensions: a) masculinity-femininity, b) individualism-collectivism, c) power 

distance, and d) uncertainty avoidance. A fifth dimension of long-term orientation was 

added later (Hofstede & Bond, 1988). These dimensions represent issues that most 

societies face. Responses of each society to these issues can vary among cultures. For 

example, masculinity/fe1nininity exhibits the issues of achievement, recognition, and 

cooperation; individualism/collectivism shows the relationship of self to society; power 

distance signifies the relationship of individuals to authority and relationship to society; 

uncertainty avoidance indicates how people deal with uncertainty; and long-term 

orientation represents the orientation toward the future. 

Among social science researchers, Hofstede's cultural dimensions are considered 

to be highly influential in cultural theory (Nakata & Sivakumar, 1996). This cultural 

fran1ework has received strong etnpirical support (Sondergaard, 1994 ). These din1ensions 

have been used extensively to ascertain the influence of various cultural characteristics on 
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the acceptance of technology (e.g., Akour, Alshare, Miller, & Dwairi, 2006; Lippe1i & 

Volkmar, 2007). Akour et al. studied the managers' intention to use the Internet. They 

proposed a 1nodel including the constructs of perceived usefulness, perceived ease of use, 

and Hofstede's cultural dimensions. Their findings concluded that power distance and 

individualism/collectivism impacted managerial intentions, while no support for the other 

two dimensions of uncertainty avoidance and masculinity/femininity was found. 

Hofestede's (1980) cultural dimensions have been used in collaboration with the 

technology acceptance model to assess the role of personal characteristics in the user 

acceptance of technology and online commerce. For instance, Pavlou and Chai (2002) 

used the technology acceptance model and Hofstede's cultural dimensions to comparee

commerce acceptance in the U.S. and China. Lippert and Volkmar (2007) used the theory 

of reasoned action, the technology acceptance model, and Hofstede's cultural di1nension 

of masculinity/femininity to examine the post-adoption attitudes and behaviors of the 

U.S. and Canadian users of a specialized supply- chain activity. 

McCoy, Everard, and Jones (2005) used the technology acceptance model, along 

with cultural dimensions, to examine the e-mail usage of subjects from Uruguay and the 

U.S. They found that the technology acceptance model explained variance in behavioral 

intentions to use technology equally well in subjects from a non-North American country. 

However, the proposed relationships regarding the moderating affect of culture were not 

supported. The researchers concluded that it is not possible to assess the i1npact of 

individual cultural din1ensions, in their current fonn, on the relationships in the 

technology acceptance model. 
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Hofstede's work, though quite useful in understanding national cultures and their 

itnpact on aggregate behaviors, is however, not suitable for exploring cultural influence 

on individual behavior. It has been argued that national culture is a macro-level 

phenomenon, whereas technology acceptance is an individual level-concern (Srite & 

Karahruma, 2006); consequently, the use of national-level scores for the description of 

individual cultural values is not appropriate. To better address the preceding concern, this 

study has assessed the cultural values of individuals using an individual-level approach. 

Summary 

The theoretical underpinnings presented above, particularly, the teclmology 

acceptance model and Hofstede's cultural dimensions have provided the conceptual 

framework of this study. To better examine intention to adopt online buying and selling 

under the influence of culture, relevant constructs of personal innovativeness and 

information privacy-security were added, and extended technology acceptance models 

were proposed, one for online buying and the other for selling (Figures 2 & 3). 

The next chapter explains the relevant literature pertaining to the constructs of the 

extended technology acceptance model (Figures 2 & 3). Following this discussion, the 

notion of culture and its relevance to adoption was described. Next was presented the 

conceptualization of c'ulture at the national and individual level. Finally, the moderating 

influence of the culture was discussed. 



Perceived Usefulness 

Perceived Ease of Use 

Personal 
Innovativeness 

Information Privacy
Security 

Intention to 
Buy Online 

Figure 2. Extended technology acceptance model-buying (ETAMB). Two new 
independent constructs were added: personal innovativeness and infonnation privacy

security. It was proposed that perceived usefulness, perceived ease of use, personal 
innovativeness, and information privacy-security will influence the intention to buy 

online. 
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Perceived Usefulness 

Perceived Ease of Use 

Personal 
Innovativeness 

Information Privacy
Security 

Intention to 
Sell Online 

Figure 3. Extended technology acceptance model-selling (ETAMS). Two new 

independent constructs were added: personal innovativeness and information privacy

security. It was proposed that perceived usefulness, perceived ease of use, personal 

innovativeness, and infonnation privacy-security will·in:fluence the intention to sell 

online. 
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The proposed models have used the technology acceptance model (Davis, 1989) 

as the primary model and extended them with the constructs of personal innovativeness, 

and information privacy-security. The nature of the relationship between the predictor 

constructs and intention to buy and sell online were further examined under the influence 

of culture using Hofstede's (1980) cultural dimensions. This combination had provided a 

perspective that helped to account for the moderating role individual cultural values play 

in shaping the user intention to adopt online buying and selling. 

Perceived usefulness (PU). Perceived usefulness is an important detenninant of 

usage intention and is defined as "the degree to which a person believes that using a 

particular syste1n would enhance his or her job performance" (Davis, 1989, p. 320). 

Perceived usefulness represents the perception of the user about the possible benefit to be 

gained by learning or adopting a technology for the first time. Perceived usefulness has 

been found to be a significant predictor of attitude toward usage and actual use. 

According to Lin and Yu (2006), "Perceived usefulness has received extensive empirical 

support through validations, applications and replications by researchers and 

practitioners" (p. 113) (e.g., Davis, Bagozzi, & Warshaw, 1989; Eriksson, Kere1n, & 

Nilsson, 2005; Igbaria, Zinatelli, Cragg, & Cavaye, 1997). 

Davis et al. (1989) conducted a longitudinal study in which behavioral intentions 

to use a system were measured at time spans having a lag of 14 weeks. They found 

perceived usefulness to be a strong influence on behavioral intentions to use a systen1. 
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Igbaria (1994) and Igbaria et al. (1997) found perceived usefulness to be a factor that has 

a strong influence on n1icro-computer technology acceptance and system usage. Gefen et 

al. (2003) explored the effect of trust, perceived usefulness, and perceived ease of use on 

the intended behavior of consumers. They found perceived ease of use, perceived 

usefulness, and trust were important antecedents of e-commerce adoption. According to 

Gefen, et al. "perceived ease of use emerges as a central aspect of e-commerce, since it 

has both direct effects on intended use as well as indirect effects through trust and 

perceived usefulness" (p. 74). 

McCloskey (2006) found perceived usefulness and trust had a positive, direct 

effect on usage. Thompson, Compeau, and Higgins (2006), while commenting on the 

hypothesis of their study, stated the relationship between perceived usefulness and 

intention to use as uncontroversial. In adoption, the importance of perceived usefulness is 

also well established in global settings. Eriksson et al. (2005) found perceived usefulness 

to be important in user acceptance of online banking in Estonia. 

Perceived usefulness positively affects intention to buy and sell online. Along 

with the technology acceptance model Pavlou (2003) used the theory of reasoned action 

to predict acceptance of e-commerce and found perceived usefulness, together with 

perceived ease of use, important in e-commerce acceptance. Chen et al. (2002) used the 

technology acceptance model and the diffusion of innovations theory to examine 

consumer behavior in the virtual store context and found perceived usefulness as having 

an in1portant affect on attitude toward using the virtual store. According to Monsuwe et 

al. (2004 ), the intention to buy online depends on perceived usefulness, perceived ease of 

use, and on e1notional as well as hedonic dimensions. 
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Perceived ease of use (PEU). Perceived ease of use represents a person's belief 

that usage of a particular teclmology will be free of effort (Davis, 1989). Perceived ease 

of use, along with perceived usefulness, has been found to be an important antecedent of 

adoption (e.g., Adams et al., 1992; Akour et al., 2006; Szajna, 1996). The study by Szajna 

(1996) was a longitudinal research study in which perceptions about the ease of use and 

usefulness of an electronic mail system along with the intention to use and the actual 

usage were measured. He found support for the constructs of perceived ease of use and 

usefulness, and also suggested that the experience component should be added to the 

technology acceptance model. 

Perceived ease ofuse has its roots in Bandura's theory of self efficacy (1982). 

Bandura defined self efficacy as "judgments of how well one can execute courses of 

action required to deal with prospective situations" (p. 122). According to Davis (1989), 

this definition of self efficacy is similar to perceived ease of use. Perceived ease of use 

and perceived usefulness affects attitude toward use and attitude impacts behavioral 

intentions, which in turn impacts actual usage (Davis). Thus, individuals who perceive a 

technology easier to use will develop favorable attitudes toward that technology and will 

use it (Alshare, Mesak, Grandon, & Badri, in press). 

McCloskey (2003/2004) used the technology acceptance model to evaluate the 

acceptance of e-commerce and found that "ease of use has a direct effect on whether a 

consun1er will make an online purchase" (p. 53). Heijden et al. (2002) found perceived 

ease of use, along with perceived risk, as itnportant variables that influence the attitude 

toward purchasing online. The role of perceived ease of use in adoption has also been 

recognized in different countries. Guriting and Ndubisi (2006) found perceived ease of 
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use and perceived usefulness as strong determinants of behavioral intention to adopt 

online banking in Malaysia; Pagani (2004) found perceived ease of use and perceived 

usefulness along with price and speed of use as important determinants of tnobile service 

adoption in Italy. 

Zipf s ( 1949) conception of the principle of least effort (PLE) can also be used to 

understand the itnportance of perceived ease of use in adoption. According to Poole 

(1985), people estimate the effort required to do a task now and in the future and then 

perform it in a way that minimizes both the current and future effort required to perforn1 

the task. Perceived ease of use is a perception related to the effort required to perfonn a 

certain task and, according to the principle of least effort, people minimize or try to 

minimize the effmi; thus, a positive perception of ease of use can play an important role 

in forming a positive attitude and intention to adopt a teclmology. 

Mediating role ofperceived usefulness (PU). Davis (1989) suggested that 

perceived ease of use will operate through perceived usefulness, and this claim was 

supported by numerous studies (e.g., Chin & Gopal, 1995; Gefen, 1997; Moore & 

Benbasat, 1991; Venkatesh, 1999; Venkatesh & Davis 1994). Through perceived 

usefulness, perceived ease of use affects the attitude directly as well as indirectly. Gefen 

and Straub (2000) found that perceived ease of use left an impact on perceived 

usefulness, which in turn influenced the intended inquiry and intended purchase. The 

indirect influence of perceived ease of use was also found in studies conducted outside 

Nmih A1nerica. Pagani (2004) presented a model proposing the detenninants of mobile 

service adoption. One of the hypothesized relationships was that perceived ease of use 

will influence perceived usefulness. The model was validated through a qualitative 
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exploratory study, using subjects fron1 Italy and the U.S., and also tested etnpirically with 

data collected from subjects in Italy. Perceived usefulness and perceived ease of use 

emerged as one of the tnost in1portant predictors of adoption. Additionally, he found 

support for the influence of perceived ease of use on perceived usefulness. 

Personal innovativeness (PI). Personal innovativeness shows the extent to which 

a person is willing to use a technology/product for the first time. The current study has 

used the definition of Agarwal and Prasad (1998) who defined personal innovativeness as 

"the willingness of an individual to try out any new information technology" (p. 206). 

Personal innovativeness has received considerable attention in consumer behavior 

research. According to Hirschman (1980), "few concepts in the behavioral sciences have 

as much immediate relevance to consumer behavior as innovativeness" (p. 283). The 

effect of personal innovativeness on adoption has been recognized in different studies 

(e.g., Park & Jun, 2003; Venkatratnan, 1991). 

Park and Jun (2003) examined the differences between Korean and Atnerican 

subjects in terms of Internet usage, Internet innovativeness, perceived risks of Internet 

buying, and Internet buying behaviors. Their model proposed that innovativeness will 

influence Internet shopping intention. They found that innovativeness influenced the 

online shopping intention in subjects from both countries; however, they did not find any 

interaction between the nationality and innovativeness. 

The construct of itmovativeness has been used in relation with other constructs. 

Venkatran1an (1991) explored the relationship between innovativeness and 

demographics. Midgeley and Dowling (1993) analyzed the relationship between 

innovativeness and the adoption of innovations. Steenkan1p, Hofstede, and Wedel (1999) 



examined the relationship between innovativeness and cultural values of individualistn, 

uncertainty avoidance, and masculinity. Individualism and masculinity were found to 

positively affect innovativeness, but uncertainty avoidance had a negative influence. 

24 

Online buying and selling is a practice that represents a departure fron1 

established conventional buying and selling in n1arkets. The intention to adopt online 

buying and selling can involve a comparison of the pros and cons associated with 

traditional versus online buying and selling. A person intending to adopt, therefore, has to 

be willing to deal with large amounts of information as well as associated risks/choices 

available in two different modes. Innovativeness motivates a person to learn more about 

new alternatives (e.g., Citrin, Sprott, Silverman, & Stem, 2000) and to take risks (e.g., 

Steenkrunp et al., 1999). Online buying and selling can involve greater risk and tnay also 

require a cmnparison of alternatives available both on the Web and in the traditional 

marketplace; therefore, it can be argued that innovative individuals, owing to their 

willingness to try, will have a stronger inclination toward online buying and selling. The 

inclusion of personal innovativeness in technology acceptance models was proposed. For 

instance, Agarwal and Prasad (1998) suggested that personal ilmovativeness is an 

itnportant individual-level variable and should be included in the technology acceptance 

model. Also they argued that the inclusion of personal innovativeness can help to 

understand development of perceptions (regarding information technology) and their role 

in formation of usage intentions. 
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Informational traits. More recently, inforn1ation has drawn the attention of 

scholars. Marked changes in the nature of the econotny, changes that shifted the economy 

frmn product-centered to information-centered, along with advances in inforn1ation 

teclmology, have placed information at the heart of organizations. Infonnation has 

become an important factor of both production (the other factors are land, labor, and 

capital) and a third sector of the economy distinct from the sectors of goods and services 

(Business Week as cited in Sarvary & Parker, 1997). The role of information in 

organizations (Feldman & March, 1981) and its use in decision making has been 

examined (e.g., Afzal, Roland, & Al-Squri, 2009; Conrath, Montazen1i, & Higgins, 

1987). Feldman and March called into question the classical decision-theory point of 

view that information is gathered and used [rationally] because it helps individuals to 

tnake decisions. Instead, they observed that organizations and participants tend to value 

information that has less relevance. Much of gathered infonnation is not even used during 

decision making, and participants act first and then ask for information. Salancik and 

Pfeffer (1978), on the other hand, noted the importance of the informational environment 

of an individual in shaping attitudes, beliefs, and behaviors. 

In the online environment, information also occupies an important position. 

Traders disseminate information to promote products and services. This information 

facilitates users' decisions. However to complete transaction online, personal infonnation 

has to be provided. The provision of personal information helps to complete a transaction 

but also poses a possible risk to the user. Failure to restrict unauthorized access to 

personal information may result in breach of privacy and reduce trust in the security 

features of a Web site. 
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The concern of individuals about access to their personal infonnation represents 

privacy, while the ability of a system to li1nit the access of intruders to personal 

information signifies security. In an online environment, personal infonnation is required 

to finalize a transaction, whereas technological safeguards are needed to protect 

information from being disclosed or used by the parties not involved in a transaction. 

According to Smith (1993 ), privacy "is the condition of limited access to identifiable 

infonnation about individuals" (p. 106). The risk associated with the breach of privacy 

can have an important bearing on online buying and selling. The concern with 

information privacy has consistently emerged as one of the most important impediments 

to virtual trading (e.g., Lee, 2002; McCloskey, 2003/2004). Information security, on the 

other hand, entails the mechanisms that are necessary to minimize access to personal 

information by intruders. Information privacy and inforn1ation security are interrelated 

and considered to be extremely important for the success of online buying and selling. 

Lee found security and privacy as antecedents of virtual trading; Han and Noh (1999) 

found that data security is important for the success of online trading. 

Considering the increasing concerns regarding privacy and security of 

information, as well as the scope of the current study, a construct of information privacy

security has been added to the technology acceptance model and conceptualized as 

influencing the intention to buy and sell online. 
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Information privacy-security. 

lnfornzation privacy. "Privacy is the condition of lilnited access to identifiable 

infonnation about individuals" (Smith, 1993, p. 1 06). Privacy is valued in all cultures of 

the world, though the perception of privacy may vary from one culture to another. In 

relation to online buying/selling, the concern about privacy is developing muong 

consumers across the board (Culnan & Armstrong, 1999). The intention to complete a 

transaction is heavily influenced by the extent of the available privacy. E-commerce 

(online buying and selling) adoption greatly depends on the satisfaction with concerns 

about privacy (Bakke, Faley, Brandyberry, & Troutt, 2005). Lee (2002), while 

cmnmenting on the various concerns of online consumers, described privacy as one of the 

important concerns. 

Adoption of online buying and selling depends partly on the nature of experience 

felt by the prospective customers. An unfavorable experience may lead to reluctance in 

the adoption of online buying and selling. Privacy breaches can impede consu1ners frmn 

accepting e-commerce (Bakke et al., 2005). Satisfying the user infonnation privacy 

concerns leads to building of trust and a willingness among users to adopt new means of 

trade and exchange. According to Zviran (2008), users with an increasing privacy 

concern may become reluctant to provide complete information and use the Web. 

lnfornzation security. Security is "the quality or state of being secure to be free 

from danger" (Whitlnan & Mattord, 2003, p. 9). Information security is related to 

technical aspects of an information system, i.e., the ability of an information systetn to 

safeguard personal and organizational inforn1ation from intrusions. Though online 

buying/selling is expanding at a great pace, the concern about inforn1ation security is also 



increasing. Infonnation security encon1passes all those measures that are necessary to 

protect privacy. 
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Online trade helps users buy/sell products or services by investing a minin1um 

amount of time and effort. The virtual mode reduces the search costs as well as the 

opportunity cost of time involved in making a transaction (Bakos, 2001). However, if 

users have doubts about the security of their information or have concerns about the 

security of the information system in use by an online seller, these concerns could 

outweigh the benefits offered by an online transaction. The concern with the security of 

data and of physical assets has drawn attention from both corporations and consumers 

(Davis, 1997). According to Miyazaki and Fernandez (2001), "indeed, the security of 

personal and financial information ... was not only the top concern of survey participants 

but also was the most predictive concern regarding the hypothesized relationships" (p. 

38). Concerns with the security and privacy of information represent important 

impediments to the adoption of online buying/selling. While Han and Noh (1999) found 

low data security as an impediment to e-commerce adoption, Lee (2002) found that 

security along with privacy can help in building the trust of an individual toward online 

purchases. Privacy and security have been classified as important components of 

merchant and intermediary characteristics and have been proposed as factors that 

influence intention, adoption, and continuance of consumer online experiences (Cheung 

et al., 2005). Information security has becotne an important concern for users, and 

satisfaction of this concern is important for the adoption as well as expansion of online 

buying and selling. 
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Moderating Influence of Cultural Dimensions 

Culture. In social science research, culture has been a phenomenon of great 

interest. It includes patterns of thinking, feelings, and reactions (Kluckhohn, 1951) as 

well as factors such as education, art, and literature and also encompasses the social 

environment that shapes expression of feelings and responses to issues (Hofstede, 1997). 

There are nmnerous definitions of cultures; Srite (2000) noted that most of them describe 

it as a common set of features shared by a group of people. Hofstede (1980) defined 

culture as "the collective programming of the mind which distinguishes the members of 

one human group from another" (p. 260). According to Hofstede (1997), mental 

programs represent patterns of thinking, feeling, and acting; however, individuals retain 

in themselves the ability to deviate frmn their own patterns of actions. The definition by 

Hofstede was used in this study because of its widespread use in the literature and simple, 

yet clear, description of culture. 

Importance of culture. Culture plays an important role in shaping the values and 

influencing the behavior of people (Hofstede, 1980; 2001 ). Individual values develop 

from experiences with various human and institutional factors operating within a culture. 

The set of individual values emerging from these experiences influences behaviors 

(McCoy, 2002), and, therefore, increases the importance of understanding the role that 

cultural values play in shaping individual dispositions. 

Depending on individual experiences, responses to different issues can be quite 

unique. However, social anthropologists concluded that different societies face the same 

issues, but answers difler (Hofsetde, 1997). Alex Inkeles, a sociologist, and Daniel 

Levinson, a psychologist, published a survey on English-language literature on national 
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culture and suggested that the following issues represent cointnon problems experienced 

throughout the world: these include the relationship of individuals to authority, and to 

society, as well as the concept of masculinity and femininity; other issues include how 

people deal with uncertainty and the way in which people express their feelings (as cited 

in Hofstede, 1997). Hofstede was given the opportunity to study survey data regarding 

the values of people working at local subsidiaries of IBM in over 50 countries; the 

empirical analysis revealed issues predicted by Inkeles and Levinson. These dimensions, 

which emerged in the analysis, were given the names of power distance (relation to 

authority), individualism/collectivism (relation of self with the group), 

masculinity/femininity, and uncertainty avoidance (way of dealing with uncertainty). The 

cultural dimensions of Hofstede closely resemble the categories described by Inkeles and 

Levinson (McCoy, 2002) and can be used to ascertain the cultural values manifested in 

individual responses. 

Culture and adoption. Adoption is an acceptance of practice, artifact, or a course 

of action. It denotes a behavior, which is exhibited in relation to an issue at hand. 

Keeping in view the importance of culture in influencing behavior, various studies have 

examined the role of culture during adoption. For example, Straub (1994) examined the 

effect of culture on the diffusion of e-mail and fax messages in the U.S. and Japan. The 

information technology experiences of Japanese workers were compared to those of 

Americans. He found that the Japanese were reluctant to adopt e-mail and viewed it as 

less suitable for intragroup cmnn1unication, whereas their A1nerican counterpatis were 

receptive to the use of e-tnail. Straub attributed this difference in adoption behavior to the 

cultural differences present between the U.S. and Japanese people. Another study by 
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Rose and Straub (1998) looked at the technology acceptance in five Middle Eastern 

countries. The differences in adoption were explained with the use of utility features of 

usefulness and ease of use. A reference to cultures of these countries was given, but 

culture was not given as a reason for differences in adoption patterns. A study by Straub, 

Keil, and Bre1mer (1997) used Hofstede's country scores to explain differences in 

adoption. The difference in individual behavior was attributed to the national culture. 

Various other studies, for example, Akour et al. (2006) and Pavlou and Chai (2002) also 

used the country scores to explain the differences in adoption behavior. 

Level of analysis. 

National/eve/. Hofstede (1980) conducted a study at IBM between 1967 and 

1973. He analyzed data from 116,000 responses to a survey instrument fr01n 66 different 

countries. The data were factor analyzed and classified into four dimensions: 

Individualism/Collectivism, Masculinity/Femininity, Uncertainty Avoidance, and Power 

Distance. A numeric score on each of these dimensions was calculated for every country 

in the sample. This numeric score represented the cultural orientation of the employee's 

country of origin. These scores have been used extensively in cultural, cross-cultural 

research, and, though found to be valid and reliable, have been deemed not suitable in 

research contexts where the objective is to study individual behavior (McCoy et al., 2005; 

Straub, Loch, Evaristio, Karahanna, & Srite, 2002). These scores were criticized for 

several reasons. For instance, the scores were calculated for individuals working at the 

smne organization (Erez & Earley, 1993 ). Also the scores were calculated over three 

decades ago; since then, cultures of the countries have changed considerably, and it is 
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likely that the scores have also changed (McCoy et al.; Srite 2000). These concerns led to 

the development of approaches that analyze the cultural values at the individual-level. 

Individual level. At the national level, the conceptualization of culture can be 

problen1atic as related to individual conduct. Commenting on the Hofstede's country 

scores, McCoy et al. (2005) stated "the assumption that is implicit in the use of "country 

scores" is that the scores of each country reflect the collective cultures of all individuals 

from that nation" (p. 214). This approach suffers from an important flaw. Since in almost 

any nation there are many subcultures with unique influences on individuals, the 

classification of all the individuals on the basis of smne national traits ignores influences 

that are specific to an individual. The traits may have been acquired through interactions 

with the cultures outside one's own national culture or with the sub-cultures present 

within a national culture. An individual living within a national culture may possibly 

exhibit behaviors that are in marked contrast to national traits. This concern prompted 

scholars to develop approaches that could assess cultural properties at the individual 

level. The work of Triandis, Leung, Villarel, and Clack (1985) illustrates an important 

step. They examined the psychological dimensions of allocentrism versus diocentrism, 

which corresponds at the societal level to collectivism versus individualism. Allocentrism 

represents the collectivistic qualities, such as need for support and low levels of 

alienation; diocentrism refers to individualistic traits, such as emphasis on achievement. 

The study found that there were individuals with collectivistic values living in an 

individualistic society as well as people with individualistic values. In view of the 

importance of individualleveltneasuren1ent, studies started exmnining adoption with this 

approach. 
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In their study, Srite and Karahanna (2006) collected data, the primary dataset, 

from students of 30 different countries and measured their cultural orientation 

individually without considering countries of origin. They argued that national culture is 

a macro-level phenomenon, whereas technology acceptance is an individual-level 

concern~ therefore, this approach was better in predicting individual disposition. For the 

cunent study, cultural values on the dimensions of collectivism, masculinity, and 

uncertainty avoidance were measured at the individual level. It helped to accurately 

measure, identify, and associate cultural attributes in accordance with the individual 

dispositions rooted in a broad array of influences. 

Uncertainty avoidance (UAI). "Uncertainty avoidance is the lack of tolerance 

and the need for formal rules" (Hoecklin 1995, p. 31 ). This dimension measures the 

extent to which people in a society feel threatened by and try to avoid ambiguous 

situations. They may do so by establishing more formal rules or rejecting deviant ideas 

and behavior. Uncertainty avoidance can have an important impact on the acceptance of 

change. Cultures high in uncertainty avoidance show a strong resistance to change (Kale 

& Barnes, 1992). Adoption of online buying and selling requires a change in pre

established ways of trading; therefore, people having high uncertainty avoidance will find 

it difficult to accept online buying and selling quickly. Internet shopping inherently 

involves more uncertainties than shopping at a traditional store (Lim, Leung, Sia, & Lee, 

2004 ); hence, uncertainty avoidance can affect intentions to adopt online buying and 

selling. 

Personal i1movativeness, as an exan1ple of a characteristic of early adopters 

(Rogers & Shoemaker, 1971), ajudg1nent independent of the comintmicated experience 
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of others (Midegley & Dowling, 1978), and a desire to obtain infm~n1ation about 

innovation (Hirsch1nan, 1980), received considerable attention in adoption/buying 

behavior research. Risk taking, independence, and tolerance of ambiguity are among 

many factors that correlate with personal innovativeness (Steenkamp et al., 1999). 

Uncertainty avoidance is related to risk taking and tolerance of ambiguity (Hofstede, 

1997); whereas innovativeness represents a tendency to learn more about innovations 

(Citrin et al., 2000), a cognitive style that includes personal attitudinal features (Joseph & 

Vyas, 1984). Individuals with high uncertainty avoidance will avoid risk taking and 

therefore be reluctant to adopt the things with which they don't have any prior 

experience. On the other hand, low uncertainty avoidance will prompt an individual to try 

new products/practices and remain ahead in his/her social circle. 

Individualism/Collectivism (IDV). The dimension of individualism/collectivis1n 

assesses whether ties between individuals are strong or weak (Hoecklin, 1995). 

Individualisinlcollectivism portrays the relationship of self with others; for example, how 

a person relates hiinlherself with the broader societal makeup. The in-groups have a 

strong influence on the decision making of an individual having collectivistic values. 

According to Toffoli (1997), the extent of connectedness with others will affect self, 

which in turn will influence behavior. Individualism/collectivism received notable 

support in the literature as one of the most important cultural variables that influences 

intention. According to Yeniyurt and Townsend (2003), "the individualisin/collectivism 

din1ension appears to be the 1nost extensively employed dimension in cross-cultural 

consmner behavior research" (p. 3 80). 
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Srite and Karahanna (2006) noted that people with individualistic orientation give 

more importance to personal skills and goals than to the group Ineinbership. On the 

contrary, due consideration is usually given to in-group opinions, beliefs and norms 

within a collectivistic orientation (Hui & Triandis, 1985; Triandis, 1989). Collectivistic 

values foster the need to confirm with opinions of a referent group; however, people with 

individualistic values are less concerned about the opinion of others (Srite & Karahanna). 

Personal innovativeness. Personal innovativeness is the quality of adopting a 

product relatively earlier than most other members in one's group (Roger & Shoen1aker, 

1971). Personal innovativeness is a feature that enables an individual to make a choice 

independently on his or her own accord. According to Steenkamp et al. (1999), 

"innovativeness was found to be correlated positively with optimum simulation level, 

independence, extraversion, in1pulsivity, risk taking, tolerance of ambiguity, inner

directed (versus other-directed) social character ... " (p. 56). Steenkamp et al. (1999) 

found individualism to have a positive affect on individual innovativeness; Lynn and 

Gelb (1996) found individualism influenced national-level innovativeness. Individualistic 

values persuade individuals to place more importance on self and attitudes that benefit 

self (Bontempo & Rivero, 1990, as cited in Srite & Karahanna, 2006), influencing the 

extent of personal innovativeness and its relationship with the intention to adopt. 

Information privacy. Information privacy represents concern about the boundary 

present between self and others. Within collectivistic values, self is identified with a 

group, which c01nprises a large number of individuals. On the other hand, individualistic 

values draw close boundaries around one's self. Hogg and Abrams (1988) describes the 

concept of identity as " ... a person's knowledge that he or she belongs to a social category 
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or group" (as cited in Stets & Burke, 2000, p. 225). Persons with individualistic values 

see the1nselves distinct from society (Hofstede, 1980). For instance, their identities 

depend on fewer social associations, as compared to the individuals with collectivistic 

values. According to Komito (1998), norms developed within a con1munity guide 

behavior and enable members to develop a collective identity, an identity that represents 

shared norms and values within a group. Information privacy represents a belief about the 

possible sharing of information that is related with self, and as individualistic values 

promotes the control over one's identity, therefore suggesting a greater concern for one's 

pnvacy. 

lnforntation security. Information security represents concern about the safety of 

the transaction medium as well as of the assets housing the personal information 

(Miyazaki & Fernandez, 2001; Shergill & Chen, 2005). Along with privacy, security has 

been found to be related with risk perceptions and concerns regarding online buying 

(Shergill & Chen, 2005). According to Miyazaki and Fernandez (2000), "the issues of 

privacy and security are interrelated, because when the protection of consumer privacy is 

considered, the secure storage and transmission of consumer information contained in 

organizational databases also are viewed as the responsibilities of participant 

organizations" (p. 55). Individualistic values strengthen the need to have greater control 

over one's information. Effective infonnation security measures ensure the safe 

transmission, storage, and use of personal information, and, therefore, can strengthen the 

perception about control over information. This perception can increase one's affinity 

toward using the Web for trading. 
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Masculinity/Femininity (MASIFEM). According to Hofstede (1997), the 

1nasculine ditnension 1nanifests the importance given to earnings, recognition, 

advancement, and challenge; on the other hand, the fen1inine dimension represents the 

importance of relationships, cooperation, and social-oriented roles. Hoecklin ( 1995) 

stated that "these values concern the extent of emphasis on work goals and assertiveness, 

as opposed to personal goals" (p. 38). Within masculine orientation, more value is placed 

on 1naterial things: success, wealth, and achievement (Steenkamp et al., 1999). The value 

in masculine orientation comes from the purchase or adoption of new products and 

technologies. The possession of the latest and novel things is a symbolic means of 

demonstrating achievement (Yeniyurt & Townsend, 2003). The purchase of new 

products symbolizes the success of a person in the society and reflects a given level of 

status (Rogers, 2003). Acquisition of new products thus reinforces the quality of being 

masculine. Masculinity/Femininity affects personal innovativeness. Steenkamp et al. 

(1999) investigated the role of individual and national cultural antecedents of buyer 

innovativeness. They found that higher masculine values positively affect the personal 

innovativeness. 

Masculine values are task oriented (Alshare et al., in press) and ego enhancing 

(Hofstede); fen1inine values are relationship oriented and concerned with greater social 

involvement (Hofstede, 1980). Individuals with feminine cultural values will place low 

value on competitiveness, aggressiveness, and challenge. The adoption of new 

technologies can smnetitnes involve challenge and cmnpetition in learning; consequently, 

the inclination to adopt new products and technologies can be weaker for individuals with 

fen1inine orientations. Perceived usefulness portrays one's belief about the possible 
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benefit that can be gained by adopting a new course of action (Davis, 1989). According 

to Srite and Karahanna (2006), perceived usefulness is closely related to achieven1ent of 

work goals and advance1nent. Masculine cultural values place importance on 

achievement and personal growth. Individuals with masculine values may find adoption 

of new teclmologies provides a feeling of success, growth, and achievement. 

Individuals with varying masculinity/femininity display unique orientations and 

behaviors. Feminine traits are identified with solidarity, close relationships, respect, and 

less job stress (McCoy, Galletta, & King, 2007). Perceived ease of use represents the 

belief that one can perform a certain task with less effort (Davis, 1989). Less effmi is 

important to keep personal stress level at the minimum. Perceived ease of use is 

conceptually related with fe1nininity as femininity values the least stress on the job. 

According to Venkatesh and Morris (2000), individuals with feminine values consider the 

availability of technology support staff important due to relational needs. The affinity to 

create a pleasant and stress free environment (Srite & Karahanna, 2006) and the 

inclination toward having social relations can motivate an individual having feminine 

values to have a positive perception regarding ease of use of online buying and selling. 

Demographic Variables 

Demographic variables represent various features that are used to describe a 

population. These variables include, but are not limited to, age, gender, education, 

incmne, and marital status. De1nographics play an impmiant role in shaping hun1an 

behavior. In 1nany instances, people having similar de1nographic features fonn 

hon1ogenous dispositions toward a certain phenomenon. The role of de1nographics, both 
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direct as well as indirect, can be very helpful in deciphering any patterns that en1erge due 

to different population characteristics in a study. 

Venkatesh and Morris (2000) investigated the role of gender in adoption of new 

technology and found that men based their decision to use technology on a criterion that 

was different from women. According to Venkatesh, Morris, Davis, and Davis (2003 ), 

age, gender, and experience moderate behavior toward information technology. In the 

context of online buying/selling, Donthu and Garcia (1999) found age and 

iimovativeness, in addition to convenience, impulsiveness, variety seeking, and risk 

aversion, as distinguishing features of online buyers. Education, convenience orientation, 

experience orientation, chaimel knowledge, perceived distribution utility, and perceived 

accessibility were found to impact user online buying behavior (Li, Kuo, & Russell, 

1999). In consideration of the potential importance of demographic variables, data 

regarding different demographics (e.g., age, gender, education, nationality etc.) were 

collected and subsequently analyzed to assess the nature of interaction between 

demographics and predictor and criterion constructs. 

Summary 

The literature relevant to the constructs of perceived usefulness, perceived ease of 

use, mediating role of perceived usefulness, personal innovativeness, information 

privacy, and information security, was discussed. Furthermore the notion of culture along 

with the level of analysis and Hofstede's (1980) cultural dimensions was presented. The 

1noderating influence of individual cultural values on the relationship mnong independent 

constructs and dependent constructs was discussed. The next chapter describes the 

research n1ethodology. Issues pertaining to the use of the survey questionnaire as well as 



the student sample were discussed. Furthennore the statistical procedure of Structural 

Equation Modeling (SEM) was explained along with the details of the procedures that 

were employed within SEM to validate the proposed research model. 
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RESEARCH METHOD 
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This chapter presents the hypotheses and the research 1nodels, describes the 

analytical lens, provides operational definitions and explains the development of the 

instrun1ent used in this study. It also explains the sampling and research design of the 

study, elaborates on the validation of measures and finally provides an account of a pilot 

test. 

Hypotheses and Research Models 

Based on the literature review, relationships among independent constructs and 

dependent constructs were proposed and various hypotheses were formulated. Two 

research n1odels, one for the intention to adopt online buying and the other for the 

intention to adopt online selling, were formulated (Figures 4 & 5). 

H1a: Perceived usefulness will have a positive influence on intention to buy online. 

H1b: Perceived usefulness will have a positive influence on intention to sell online. 

H2a: Perceived ease of use will have a positive influence on intention to buy online. 

H2b: Perceived ease of use will have a positive influence on intention to sell online. 

H2c: Perceived ease of use will positively affect perceived usefulness in online buying. 

H2ct: Perceived ease of use will positively affect perceived usefulness in online selling. 

H3a: Personal Innovativeness will have a positive influence on intention to buy online. 

I-13b: Personal Innovativeness will have a positive influence on intention to sell online. 

H4a: Information privacy-security concerns will have a negative influence on user 

intention to buy online. 



Perceived 
Usefulness 

Perceived Ease of 
Use 

Personal 
Itmovativeness 

Information 
Privacy-Security 

Figure 4. The proposed research model-Intention to adopt online buying 
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Figure 5. The proposed research Inodel-Intention to adopt online selling 
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H4b: Information privacy-security concerns will have a negative influence on user 

intention to sell online. 
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Hsa: The relationship between intention to buy online and personal i1movativeness will be 

moderated by uncertainty avoidance such that the relationship will be stronger for 

the individuals with a low level of uncertainty avoidance. 

Hsb: The relationship between intention to sell online and personal innovativeness will be 

moderated by uncertainty avoidance such that the relationship will be stronger for 

the individuals with a low level of uncertainty avoidance. 

H6a: The relationship between intention to buy online and personal innovativeness will 

be moderated by collectivism such that the relationship is weaker for the individuals 

with a high level of collectivism. 

H6b: The relationship between intention to sell online and personal innovativeness will 

be moderated by collectivism such that the relationship is weaker for the individuals 

with a high level of collectivism. 

H7a: The relationship between intention to buy online and information privacy-security 

concern will be moderated by collectivism such that the relationship is weaker for 

the individuals with a high level of collectivism. 

H7b: The relationship between intention to sell online and information privacy-security 

concern will be moderated by collectivism such that the relationship is weaker for 

the individuals with a high level of collectivism. 

I-I8a: The relationship between intention to buy online and personal innovativeness will be 

1noderated by n1asculinity such that the relationship is stronger for the individuals 

with a high level of 1nasculinity. 



Hsb: The relationship between intention to sell online and personal innovativeness will 

be moderated by tnasculinity such that the relationship is stronger for the 

individuals with a high level of masculinity. 

H9a: The relationship between intention to buy online and perceived usefulness will be 

moderated by tnasculinity such that the relationship is stronger for the individuals 

with a high level of masculinity. 

H9b: The relationship between intention to sell online and perceived usefulness will be 

moderated by masculinity such that the relationship is stronger for the individuals 

with a high level of masculinity. 

H10a: The relationship between intention to buy online and perceived ease of use will be 

moderated by masculinity such that the relationship is weaker for the individuals 

with a high level of masculinity. 

H10b: The relationship between intention to sell online and perceived ease of use will be 

moderated by masculinity such that the relationship is weaker for the individuals 

with a high level of masculinity. 

As shown in the figures 4 and 5, the models are comprised of independent 

constructs (personal innovativeness, perceived ease of use, perceived usefulness, and 

information privacy-security), moderating cultural constructs (masculinity, uncertainty 

avoidance, and collectivism) and the dependent constructs (intention to buy online and 

intention to sell online). Three different types of relationships were represented by the 

arrows. Arrows flowing from the independent constructs to the dependent construct 

represented the dependence relationship. The arrow going from perceived ease of use to 

perceived usefulness represented a dependence relationship, but it also showed that 
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perceived usefulness was an independent as well as a dependent construct-representing 

a mediating relationship. Arrows pointing from the moderating constructs ( collectivis1n, 

uncertainty avoidance, and masculinity) to the paths between the independent constructs 

and the dependent construct represented the 1noderating influence of cultural constructs 

on the dependence relationships. 

Analytical Lens 

Understanding of a phenomenon and analysis of findings depend on certain 

assumptions. These assumptions in turn develop from paradigms dealing with the 

question of how a phenomenon can be known. Two such paradigms are of importance: 

one proposes that knowledge of a phenomenon can be acquired through a deep analysis 

of its subject, and access to the subject can be gained through observations, in-depth 

interviews, journalistic entries and the Experience Sampling Method (Kubey, Larson, & 

Csikszentmihalyi, 1996); a paradigm known as subjectivist. The other paradigm, nmned 

positivist, proposes that a phenomenon can be known by analyzing its various parts. This 

process, which is based on the hypothetico-deductive method and includes formulation of 

questions, hypotheses, their empirical validation, and theorization (Crow, 2009), is the 

paradigm that has provided the underlying assun1ptions and the analytical lens in this 

study. 

Research Approach 

The research objectives of this study were addressed through a quantitative 

approach using student subjects at a state university in the Midwestern U.S. Using a 

survey questionnaire, data was collected in a classroom setting. The survey 1nethod was 

chosen to ensure provision of the mnount of data required for the quantitative approach of 
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Structural Equation Modeling (SEM). With a survey, data can be collected 

spontaneously, inexpensively (Whitten & Bentley, 2007) and in a shori period of tirne 

(McNeill & Chapman, 2005). Data was analyzed using descriptive and inferential 

statistics; Statistical Package for the Social Science (SPSS™ 18.0) was used for that 

purpose. The proposed models (for online buying and online selling) were tested with a 

multivariate data analysis technique of Covariance based-Structural Equation Modeling 

using software called "Linear Structural Relations (LISREL TM 8.80)." 

Operational Definitions 

Definitions of the constructs used in this study are shown in Table 1. 

Measurement of a phenornenon begins with correct definitions (Hair, Black, Babin, 

Anderson, & Tatharn, 2006); the accurate conceptualization of a construct, through 

definition, is important to assess its dimensions. This conceptualization leads to the 

development of a scale that operationalizes a construct. Definitions, as well as 

measurement scales of constructs, have been adapted from the studies that conceptualized 

the phenomenon, developed the scales, and validated them through empirical 

examination. Furthermore, the literature review also provided evidence for 

appropriateness of the sources of definitions and their operationalization. 



Table 1 

Operational Definitions 

Construct 

Behavioral Intention 

Personal Innovativeness 

Perceived Usefulness 

Perceived Ease of Use 

Privacy 

Information Security 

Definition 

Indications of how hard people are willing to try and how 

much an effort they are planning to exert to perforn1 the 

behavior. 

The willingness of an individual to try out any new 

information teclu1ology. 

The extent to which people believe that a patiicular 

application will help them to perform their job better. 

The degree to which a person believes that using a 

particular system would be free of effort. 

A condition of limited access to identifiable information 

about individuals. 

Protecting information and information systems from 

unauthorized access, use, disclosure, disruption, 

modification, or destruction. 

Individualism/Collectivis1n The attributes of having loose ties, concern with the self 

and the immediate family, whereas collectivism refers to a 

greater concern with group cohesion, strong interpersonal 

ties, and loyalty with the group. 
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Table 1 (continued) 

Operational Definitions 

Construct Definition 

Uncertainty A voidance The extent to which the members of a culture feel 

threatened by uncertain or unknown situations. 

Masculinity IF e1ninini ty Masculine values place greater etnphasis on earnings, 

advancement, and challenge while fetninine values place 

importance on relationships, cooperation, and better 

environment. 

Note. Behavioral Intention adapted from "The theory ofplmmed behavior," by Ajzen, 1991, 
Organizational Behavior and Human Decision Processes, 50(2), 179-211; Personal Innovativeness adapted 
from "A conceptual and operational definition of personal innovativeness in the domain of information 
technology," by Agarwal & Prasad, 1998, Information Systems Research, 9(2), 204-215; Perceived 
Usefulness and Perceived Ease of Use adapted from "Perceived usefulness, perceived ease of use, and user 
acceptance ofinformation technology," by Davis, 1989, MIS Quarterly, 13(3), 319-340; Privacy adapted 
from "Privacy policies and practices: Inside the organizational maze," by Smith, 1993, Communications of 
the ACM, 36(12), 105-122; Information Security adapted from "http://www.law.cornell.edu/uscode/html," 
Individualism/Collectivism; Uncertainty A voidance; Masculinity/Femininity adapted from "Cultures and 
organizations: Software of the mind (2°ded.)," by Hofstede, 1997, McGraw-Hill Inc. 



50 

Survey Questionnaire 

In this study, research questions were concerned with testing of (a) hypothesized 

relationships between independent constructs (perceived usefulness, perceived ease of 

use, personal innovativeness, information privacy-security) and the dependent construct 

(intention to buy and sell online), (b) the hypothesized moderating influences of 

moderating constructs (uncertainty avoidance, individualism/collectivism, and 

masculinity/femininity) on the relationship between independent constructs and the 

dependent construct, and analysis of (c) the influence that demographic factors have on 

the participants' responses. 

Survey methodology was used, as it is an important tool " ... to produce 

quantitative descriptions of sotne aspects of the studied population" (Pinsonneault & · 

Kraen1er, 1993, p. 77). The quantitative description is verifiable; the survey itself is easily 

replicable and enables a researcher to gather large amounts of data in a relatively short 

period oftitne (McNeill & Chapman, 2005). The use of survey helps a researcher to 

collect information quickly (Whitten & Bentley, 2007) and ensures a greater response 

rate ("Plus & Minus of Survey Methods," n.d.). There are, however, some concerns with 

the use of a survey. For instance, the length of the survey can be an important issue; the 

use of a survey may constrain the ability of a researcher to ask open-ended questions, and 

once a survey is distributed, it is difficult to make changes if intervening conditions 

necessitate thetn ("Plus & Minus of Survey Methods," n.d.). 

The questionnaire was developed by using instrun1ents frmn previous studies. If 

instrun1ents for any of the constructs were not available in the literature, the researcher 
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developed the questions (items) and used statistical procedures to assess their validity and 

reliability. 

Details regarding the questionnaire, e.g., studies fron1 which the question/items 

were adapted, the abbreviations of constructs, and the number of questions relevant to 

each construct are presented in Table 2. Questions were adapted from the following 

studies because constructs were developed and validated in them. While choosing 

questions, the contextual similarity of the studies was also considered. 
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Table 2 

Constructs & Studies 

Survey Questions Constructs Abbreviations 
1-7 Personal Innovativeness (PI) 

8-16 Perceived Ease ofUse (PEU) 

17-24 Perceived Usefulness (PU) 

25-28 Information Privacy-Security (PRS) 

29-31 Information Security (PRS) 

32-33 Information Security (PRS) 

34-37 Intention (BI) 

38-39 Intention (BJ) 

40-45 Individualism/Collectivism (IDV) 

46-47 Uncertainty Avoidance (UAI) 

48 Uncertainty Avoidance (UAI) 

49-54 Masculinity/Femininity (MAS/FEM) 
Note. PI adapted from "Adoption of internet shopping: the role of consumer innovativeness," by Citrin, 
Sprott, Silverman, & Stem, 2000, Industrial Management & Data Systems, 100(7), 294-300; PEU, PU, 
PRS (25-28) adapted from "Evaluating electronic commerce acceptance with the technology acceptance 
model," by McCloskey, 2003/2004, Journal of Computer Information Systems, 44(2), 49-57; PRS (29-31) 
adapted from "The effects of internet experience and attitude toward privacy and security on internet 
purchasing," by George, 2000, Proceedings of the 8'h European Conference on Information Systems, 1053-
1 058; PRS (32-33) by researcher; 81 (34-37), IDV (40-45), UAI (46-47) adapted froin "The role of 
espoused national cultural values in technology acceptance," by Srite & Karahanna, 2006, MIS Quarter~v, 
30(3), 679-704; 81 (38-39), UAI (48), MAS/FEM (49-54) adapted from "An exploratory analysis of 
culture, perceived ease of use, perceived usefulness, and internet acceptance: The case of Jordan," by 
Akour, Alshare, Miller, & Dwairi, 2006, Journal of Internet Commerce, 5(3), 83-108. 
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The construct of personal innovativeness (items, 1-7) was developed by 

Golds1nith and Hofacker (1991) and tnodified by Citrin et al. (2000). Itetns were adapted 

frmn Citrin et al. as their study exatnined the adoption of Internet shopping, which 

provided a contextual similarity. Constructs of perceived ease of use (items, 8-16), 

perceived usefulness (items, 17-24) were adapted from McCloskey (2003/2004). Ite1ns 8 

to 16 were originally developed by Davis (1989); however, McCloskey reworded them as 

the context of her study was based upon e-commerce and did not include adoption of a 

system in an organization, as was the case in the study by Davis. 

The construct of information privacy-security was represented by items 25-28. 

Items 25-28 were adapted from McCloskey (2003/2004) and items 29-31 fr01n George 

(2000); whereas ite1ns 32 and 33 were developed to increase the n1easure1nent 

effectiveness of information privacy-security scale. Items 25-28 represent different 

aspects of the information privacy-security. Items 25-28 measure the user information 

privacy-security concern and items 29-33 measure the importance that users place on the 

security aspects of a Web site. The construct of intention was operationalized through 

items 34-39. Items 34-37 were adapted from Srite and Karahana (2006); itetns 38 and 39 

were adapted from Akour et al. 

The constructs of individualism/collectivistn and uncertainty avoidance were 

operationalized by iten1s ( 40-45) and ( 46-48), respectively. All the ite1ns, except 48, were 

adapted from Srite and Karahmma (2006). Item 48 was adapted from Akour et al. (2006). 

The construct of n1asculinity/femininity was measured using items ( 49-54 ), which were 

adapted frmn Akour et al. (2006). 
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All the scale ite1ns, except items relating to demographics and c01nputer/Internet 

literacy, were Likert type statements (Likert, 1932) on a 5-point scales (1 =strongly 

disagree and 5 = strongly agree). The survey questionnaire was pilot tested for validity 

and reliability. 

Participants & Research Design 

Participants. Sampling of a population can be done through either (a) probability 

or (b) non-probability sampling procedures (Babbie, 1995). When a sample is chosen 

with the use of random numbers, i.e., every individual has an equal chance of getting 

selected, the sampling procedure is described as probability srunpling. There are, 

however, instances when the research is at exploratory stage, ru1d a list of the target 

population is not available, or the target population is a group with unique attributes that 

can be used to select the subjects; then, non-probability srunpling procedures are used, 

and convenience sampling is one of these procedures. 

The use of a convenience sample has some pros and cons. Among the pros are 

that it (a) provides deeper understanding of the research, which is at an exploratory stage, 

(b) helps to illustrate the application of a new method (Ferber, 1977), (c) enables a 

researcher to pre-test a questionnaire, and (d) allows the researcher to experiment with 

different research designs in a relatively short period of time with little cost. Ferber noted 

that lin1itations of convenience sampling necessitate greater emphasis upon justifying 

representativeness of the sample. He further stated that generalizations can be n1ade, but 

they should include prospects of further verification with the use of probability smnpling. 

A convenience san1ple of the student body at a Midwestern university served as 

the population. The student population was used as it provides reduced variability in data 

(Peterson, 2001) and ease of access. Voich (1995) noted that workers and students 
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possess the satne values and beliefs. According to Robertson and Hoffman (2000), the 

use of student subjects is reasonable when the objective of a study is to examine everyday 

cultural values. Based on the analysis of various n1eta-analytic studies, Peterson 

concluded that the variability in responses within a construct and among constructs is less 

for students than for non-students. 

Research design. The research problem was concerned with testing of the 

relationship between various independent constructs (e.g., personal innovativeness, 

information privacy-security, etc.) and dependent constructs (intention to buy and sell), as 

well as the moderating influence of cultural values on the noted relationships. The 

predictive ability of an independent construct can be ascertained by calculating the 

correlation or covariance between an independent and a dependent construct. 

There can be different types of relationships among constructs, for example, (a) a 

relationship where one construct depends on another construct: this kind of relationship is 

described as dependence relationship (b) a construct acting as an independent construct in 

one relationship but becoming a dependent construct in another: this kind of relationship 

is described as mediating relationship, and (c) a construct moderating the relationship 

between two constructs: a relationship that is described as moderating relationship. The 

empirical validation of these relationships enables a researcher to test the hypothesized 

model and further the process of theory construction. 

After specification of relationships an1ong constructs, the researcher develops a 

structural n1odel to represent the proposed relationships. In addition to the structural 

n1odel, a n1easuren1ent 1nodel is also developed. The measurement model describes 

various iten1s/questions that, according to the researcher, operationalize the constructs in 
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the best n1a1mer. Developtnent of structural and tneasuretnent 1nodels leads to a phase 

where different statistical procedures are applied to test the validity and reliability of the 

postulated models. Depending on the nature of the method applied, the nature of these 

statistical procedures varies. For exrunple, if regression analysis is used as a 1nethod, 

Exploratory Factor Analysis (EFA) and Cronbach's a are used to test the validity and 

reliability, respectively, of the measurement model, and regression analysis is applied to 

test the validity of the structural model. However, if statistical procedures like Structural 

Equation Modeling (SEM) are used, Confirmatory Factor Analysis (CFA) is used to test 

the validity and reliability of the measurement tnodel and relevant SEM techniques 

(Covariance-Based or Partial Least Squares) are used to test the structural model. 

The validation of postulated relationships in regression analysis both in the 

measurement and structural model requires the running of different analyses, depending 

on the cotnplexity of the relationships involved. For example, EF A and reliability test are 

required to examine validity and reliability. After these procedures, regression analysis is 

applied. If, however, multiple relationships (dependence, moderating) exist, then 

regression analysis would have to be applied multiple times. In addition, the 

measurement and the structural model would be analyzed in complete isolation of each 

other. This limitation leads to various constraints; for instance, the underlying causality 

can be misinterpreted as no single run can dissect all of the variance in a complex 

research model (Gefen, Straub, & Boudreau, 2000), which limits the use of regression 

analysis in circUinstances that involve dependence, independence, and n1oderating 

relationships, present in a single model, an1ong constructs. 
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Regression analysis assumes equal itnportance of all itetns toward a construct. In 

the case of multiple items, responses to the iten1s are averaged, and that average is 

considered as the correlation of all of these itetns toward a construct. Averaging of item 

responses makes it difficult to assess the real contribution of tnoderating variables 

(interaction terms) (Chin, Marcolin, & Newsted, 2003), and the result is underestimation 

of the effect size. 

In addition to these concerns, multiple regression tends to underestimate 

interaction effect (Chin et al., 2003), which is an important part of the proposed tnodels in 

the current study. The present study was investigating the relationship between the 

independent variables and the dependent variable as well as the influence of various 

moderating variables (cultural values) on that relationship; therefore, a tnethod was 

needed to estimate the various interaction tenns correctly, assess the importance of each 

item in the instrument, and test the validity of the proposed model. Structural Equation 

Modeling (SEM) is a statistical approach that provides the means to achieve these 

objectives and thus has been used to exan1ine the soundness of the measurement and the 

structural model. 

Structural equation modeling (SEM). Structural Equation Modeling is a family 

of statistical procedures that depicts multiple relationships among constructs through the 

use of equations quite similar to multiple regression equations. However, an in1po1iant 

distinction between SEM and regression is the ability of SEM to model multiple 

relationships among independent and dependent variables sitnultaneously (Hair et al., 

2006; Gefen et al., 2000). Another feature of SEM is its ability to test the tneasurement 



and structural model in one analysis. On the other hand, different and smnewhat 

unrelated analyses are required in regression analysis to perform the same task. 
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Structural Equation Modeling addresses some of the limitations associated with 

regression analysis and also provides more robust application of statistical procedures. 

For example, by using SEM, a researcher can examine the measurement and structural 

model in one analysis. Furthermore, it also enables a researcher to test the different types 

of relationships among constructs more accurately in a single analysis. However, 

covariance-based SEM is not suitable for a small sample size and for data that violate the 

assumption of a multivariate normal distribution (Gefen et al., 2000). 

Structural Equation Modeling can be performed by using different techniques. 

Covariance analysis and Partial Least Squares are two notable SEM teclmiques. These 

techniques differ in their underlying statistical assumptions and objectives of analysis 

(Gefen et al., 2000). Numerous softwares are available to perform these two types of 

analyses, e.g., LISREL, AMOS, EQS for covariance analysis and PLS, PLS-Graph for 

partial least squares. 

Covariance analysis. Covariance analysis examines the plausibility of the 

hypothesized model; it tests whether the proposed model is supported by the data. The 

validation of the proposed model shows that the operationalization of the theory under 

examination has been confirmed (Gefen et al., 2000). Covariance analysis is employed 

using softwares like LISREL, AMOS, and EQS. Covariance-based SEM does not 

average the responses of items; and thus, each item has its unique contribution towards 

the construct that it measures. Covariance-based SEM can 1neasure the strength of 

interaction tern1s n1ore accurately. An important property of covariance-based SEM is its 
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ability to examine the extent ofuniditnensionality. "Unidilnensionality is the degree to 

which ite1ns load2
( only on their respective constructs without having "parallel 

conelational pattern(s)" (Segars, 1997, as cited in Gefen et al., p. 25). The 

unidimensional ite1ns will not have an association with any of the constructs that are not 

represented by them. Covariance-based SEM also provides a wide array of model-fit 

indices, which explains how well the proposed model fits the data. Covariance-based 

SEM develops a best possible covariance structure and then compares it with the 

observed covariance structure. This practice enables a researcher to see the extent to 

which the proposed relationships are supported. Consequently, a researcher can confinn 

the validity of the proposed relationships and underlying theory. According to Gefen et 

al., covariance-based SEM can test the theory provided that the research model is based 

on a sound theoretical base. 

Structural Equation Modeling teclmiques are described as second generation data 

analysis methods (Gefen et al., 2000). Covariance-based SEMis appropriate to test the 

validity of the framework that is used to develop a set of hypotheses. In the current study, 

the proposed models represented constructs and relationships, some of which have been 

validated by previous research and shown to have an influence on the intention to buy 

and sell online. However, the moderating influence of individual cultural values on the 

dependence relationships, as proposed in this study, had not yet been assessed. 

Consequently, the objective was to test the new structural and measure1nent model and 

confirn1 the underlying theory. Covariance-based SEM confinns or disconfirn1s the 

proposed n1odel based on observed data. The preceding features of covariance-based 

2 Loading represents the strength of relationship between an item and its factor (construct). 



SEM were in accordance with the objectives of the present study and thus made it an 

appropriate choice in the context of this research. 

Validation of the Measures 
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Validity. The concept of validity is at the heart of the measurement. Validity 

represents the appropriateness of a measure and indicates whether it is appropriately 

measuring a construct or not. Validity includes reliability; thus a measure can be reliable 

but not valid, whereas a valid measure would always be reliable. Validity is a broad 

notion and manifests itself through various dimensions. According to Bagozzi ( 1980), 

there are six criterions that should be met to establish construct validity. Below is a 

discussion of each one of them. 

Theoretical nteaningfulness of concepts. Theoretical1neaningfulness of concepts 

denotes the representative character of a description, i.e., a description of a concept 

should be adequate. The description should be based on a theory (Karahanna, 1993 ), and 

its language should convey the meaning of the concept. According to Srite (2000) there is 

no empirical test that can be done to ascertain this validity. However, using concepts that 

have been described and operationalized in the previous studies can at least minimize the 

risk of using a description devoid of a theoretical base. 

Observational meaningfulness of concepts. Observational meaningfulness 

questions to what extent the concept (construct) under question is accurately represented 

by the questions chosen to measure it. This criterion, according to Haynes, Richard, and 

Kubany (1995), denotes the degree to which questions of an instrument are relevant and 

representative of the targeted concept for a specific study; or, as stated by Srite (2000), it 

shows the relationship between the concept and its operationaliztion. Methodologists 



61 

argue that there is no empirical test to asses this criterion (e.g., Guion, 1977), and a 

possible way to increase the correspondence between a concept and its operationalization 

is to exercise due care while developing instruments (Goodhue, 1988). 

Internal consistency of operationlizations (Reliability). Internal consistency is 

concerned with the homogeneity of observations (Bagozzi, 1980). Reliability represents 

the ability of items in measuring a construct consistently over repetitive instances using 

si1nilar participants under the same or different approaches. Reliability is "the degree to 

which measures are free from error and therefore yield consistent results" (Peter, 1979, p. 

7). A reliable measure represents a substantial correlation with itself (Peter, 1981) and 

provides an opportunity to replicate studies and validate measures. 

Reliability of items is the consistency of a scale to reflect the construct it is 

measuring. A person should get the same score on a questionnaire completed at different 

intervals of time (Field, 2005). Cronbach developed a measure of reliability known as 

Cronbach' s alpha 'a.' (as cited in Field). Reliability of a scale is calculated by splitting it 

into two halves in all possible ways. If a scale is reliable, the score on one half should 

correlate highly with the score on the other half. The average of these values is equal to 

Cronbach's a, which is a commonly used measure of scale reliability (Field). 

Convergent validity. According to Straub, Boudreau, and Gefen (2004) 

"Convergent validity is evidenced when items thought to reflect a construct converge, or 

show significant, high correlations with each other, particularly when cmnpared to the 

convergence of ite1ns relevant to other constructs, irrespective of 1nethod" (p. 21 ). Stated 

a bit differently, convergence is established when two different tnethods of 1neasurement 

of a concept lead to si1nilar results (Srite, 2002). Similar results show the non-existence 
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of n1ethods bias. However, it does not 1nean that convergent validity ca1u1ot be assessed 

in a study using a single n1ethod of data collection (as is the case in current research). 

Factor analysis enables a researcher to analyze the extent of loadings and cross-loadings, 

if any, of each item on construct(s). This helps to examine the nature as well as 

magnitude of relationship between items and constructs. 

In the current study, both EFA and CFA were used to estimate the convergence. 

Segars (1997) argues that a significant ratio of factor loadings to their respective standard 

errors exhibit convergent validity. Hair et al. (2006) wrote that significant factor loadings, 

variance extracted, and reliability all are the measures of convergence. When items 

thought to measure a concept represent a higher correlation with each other as cmnpared 

with the correlations with other concepts then the convergent validity is evidenced. 

Discriminant validity. Discriminant validity represents the degree to which the 

measures that ought to reflect a concept are distinct. An indication of the existence of a 

concept is that its measures should be distinct from those that are not believed to 

represent that concept (Straub et al., 2004). This can be manifested through higher 

correlations among measures of same concept as compared with their correlations across 

different concepts (Srite, 2000). According to Srite when a data is collected using one 

method, as in the case in this study, the strongest test of discriminant validity occurs, as 

the differences among the measures can be attributed to the concepts rather than method. 

There are various ways to ascertain the extent of discriminant validity. For instance, 

Multitrait-Multin1ethod Matrix (MTMM), Confinnatory Factor Analysis, and 

Exploratory Factor Analysis can be used to assess the discriminant validity. The present 
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study has used both the Exploratory Factor Analysis and Confirmatory Factor Analysis to 

exatnine the discrin1inant validity. 

Nonzological validity. "Nomological validity is the degree to which predictions 

from a formal theoretical network containing the concept under scrutiny are confirn1ed" 

(as cited in Bagozzi, 1980, p. 129). Nomological validity has a relationship with the 

existence of an established research tradition. That is, when a researcher selects a set of 

concepts from an established research steam and predicts relationships among them, then 

a confirmation of these relationships establish the nomological validity. A relationship 

confirmed in the past and in the present strengthens the validity of the underlying theory. 

The following chapters will have a discussion on nomological validity as assessed in this 

study. 

Pilot Test. 

Description. In the later half of spring and early sumtner of2009, the instructors 

in various departments were contacted to seek their support for the administration of the 

survey. Subsequently, the survey was administered in a classroom setting. Participants 

included both undergraduate and graduate students. Brief instructions regarding the 

survey, the purpose of the study, and the rights of participants were explained. A total of 

73 respondents completed the survey. Six of the surveys were discarded owing to lack of 

information, leaving a total of 67 usable surveys. All the data was first recorded on paper 

sheets and then transferred to an Excel-spreadsheet. The data was finally transferred fron1 

the Excel-spreadsheet to SPSS™ 18.0. To ensure the accuracy of data coding, every 5th 

observation in the SPSS™ was matched with the Excel-spreadsheet and the paper sheet. 
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Reliability and validity. 

Factor analysis. Factor analysis is a statistical tool that can aid in assessing the 

extent of a construct's discri1ninant and convergent validity. These two facets of validity 

are considered to be vital in demonstrating the ability of a question/item to measure a 

construct. Factor analysis entails certain conditions that ought to be n1et in order to make 

the analysis valid. For instance, it is recommended that for every question there should be 

7-10 observations; the determinant of the correlation matrix should be more than .00001; 

and the san1ple should be adequate not only for the whole study but also for individual 

measures (Field, 2005). In view of the sample requirements, it was not statistically 

reasonable to run a single factor analysis including all the questions. Therefore, as 

recommended by Srite (2000) separate factor analyses, including related constructs, were 

run. Factor analyses pertaining to all the independent constructs (Table 3, 4), dependent 

constructs (Table 5), cultural constructs (Table 6), along with the explained variance are 

presented below. 
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Table 3 

Model for Intention to Adopt Online Buying: Initial Rotated Factor Matrix for Perceived 
Ease of Use, Perceived Usefulness, Personal Innovative ness, and Information Privacy
Security 

Factors 
Scale 1 2 3 4 5 6 
PEUB3 .860 
PUB4 .819 
PEUB1 .783 
PEUB2 .639 
PEUB4 .512 -.445 
PI2 .763 
Pil .734 
PI4 .721 
PIS .668 
PUB3 .821 
PUB2 .806 
PUBI .725 
PUBS -.485 .701 
PRSB2 .907 
PRSB1 .905 
SEBS .663 
PI6 .814 
PI7 .509 .537 
SEB1 .900 
SEB2 .472 .528 

Note. Loadings greater than .4 are presented. Extraction method is Principal Component Analysis and the 
Rotation Method is Varimax with Kaiser Normalization. Rotation converged in 7 iterations. The 
cumulative% of variance explained= 74.312%. PEUB =Perceived Ease ofUse Buying; PUB= Perceived 
Usefulness Buying; PI= Personal lnnovativeness; PRSB =Information Privacy-Security Buying; 
SEB =Security Buying; SEBS =Security Buying-Selling. 
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Table 4 

Model for Intention to Adopt Online Selling: Initial Rotated Factor Matrix for Perceived 
Ease of Use, Perceived Usefulness, Personal Innovative ness, and il1formation Privac:y
Security 

Scale 

PUS5 
PUS3 
PUS2 
PUS4 
PUSl 
PI3 
PEUS2 
PEUS3 
PEUSl 
SES2 
PRSS2 
PRSSl 
SESl 
SEBS 
PI5 
Pil 
PI7 
PI4 
PI6 

.913 

.903 

.822 

.609 

.584 
-.434 

.448 

Factors 
2 

.455 

.883 

.810 

.737 

.619 

3 

.911 

.803 

.695 

.680 

4 

.825 

.760 

.727 

.689 

.564 
Note. Loadings greater than .4 are presented. Extraction method is Principal Component Analysis and the 
Rotation Method is Varimax with Kaiser Normalization. Rotation converged in 6 iterations. The 
cumulative% of variance explained= 66.771%. PEUS =Perceived Ease ofUse Selling; PUS= Perceived 
Usefulness Selling; PI= Personal Innovativeness; PRSS =Information Privacy-Security Selling; 
SES = Security Selling; SEBS = Security Buying-Selling. 



Table 5 

Rotated Factor Matrix for Behavioral Intention (Buying and Selling) 

Scale Factors 
2 

BIS2 .941 
BIS1 .902 
BIS3 .871 
BIB1 .863 
BIB2 .840 
BIB3 .788 
Note. Loadings greater than .4 are presented. Extraction method is Principal Component Analysis and the 
Rotation Method is Varimax with Kaiser Normalization. Rotation converged in 3 iterations. The 
cumulative% of variance explained= 77.771%. BIS =Behavioral Intention Selling; BIB = Behavioral 
Intention Buying. 
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Table 6 

Initial Rotated Factor Matrix for Individualism/Collectivism, Uncertainty Avoidance, and 
Nfasculinity/Femininity (Cultural Constructs) 

Scale 

IDV3 
IDV5 
IDV2 
IDV4 
IDYl 
IDV6 
MASI 
UAI2 
UAII 
MAS6 
MAS2 
MAS4 
MASS 
UAI3 
MAS3 

1 

.831 

.821 

.798 

.792 

.708 

.617 

2 

.481 

.867 

.765 

.725 

.663 

.483 

Factors 
3 4 

.424 

.463 
.728 
.708 .437 
.597 
.539 

.898 
Note. Loadings greater than .4 are presented. Extraction method is Principal Component Analysis and the 
Rotation Method is Varimax with Kaiser Normalization. Rotation converged in 9 iterations. The 
cumulative% of variance explained= 67.665%. IDV =Individualism/Collectivism; UAI =Uncertainty 
Avoidance; MAS= Masculinity/Femininity. 
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It can be seen that constructs of perceived ease of use and perceived usefulness 

presented a fairly clean loading stn1cture, i.e., most of the items loaded on their respective 

constructs without having correlation with other constructs. The constructs of personal 

innovativeness and information privacy-security had items that cross-loaded, i.e., iten1s 

had correlations with more than one construct. For example, PI7 in case of personal 

innovativeness and SEB2 in case of information privacy-security had cross-loadings. 

There were items, for instance, PUB4, PI6, and SEB 1 that did not load on their respective 

constructs in the online buying model (Table 3 ). In the selling model, all the constructs 

depicted a fairly clean loading structure. There were items, for example, PI3 and SES2 

that did not load on their relevant constructs. There were also items that exhibited cross

loadings: PUS 1 (perceived usefulness construct) and SES 1 (information privacy-security 

construct) (Table 4). The rotated component matrix of behavioral intention (buying and 

selling) presented a very clean loading pattern. All the items loaded on their relevant 

constructs and also with quite high loading scores (Table 5). The initial co1nponent 

matrix of cultural constructs presented items with cross-loadings as well as the iten1s that 

did not load on their respective constructs (Table 6). Items with cross-loadings included 

(IDV6, UAI2, MAS6, MAS4, and UAI3), and item MAS 1 did not load on its relevant 

construct (Table 6). The rotated component matrix of cultural constructs exhibited some 

cross-loadings as well as items loading on the constructs that were not conceptualized as 

their representative. For instance, ite1n (UAI3) measuring uncertainty avoidance cross

loaded on the diinension measuring masculinity/fetnininity, whereas item (MAS 1) 

measuring n1asculinity/femininity loaded on the din1ension of uncertainty avoidance. 

Furthermore, iten1s (MAS6, MAS4, and MAS3) measuring n1asculinity/fetnininity 



formed a separate cmnponent different frmn the one fanned by the other three ite1ns 

measuring masculinity/femininity. The initial reliabilities of all constructed were 

calculated and presented in Table 7. 
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With an objective to obtain clean factor loadings several factor n1atrices for 

online buying, selling models, and cultural constructs were run. As a result, some items 

were dropped. The resulting factor matrices are presented in Tables 8, 9, and 10. The 

constructs in the matrices (pertaining to online buying, selling, and culture) presented a 

clean loading structure. The reliability values for all the constructs were calculated and 

presented in Table 11. All of the reliability values exceeded the recommended value of 

.70 (Nunnally, 1978) except that of masculinity/femininity (.539). Though the reliability 

ofn1asculinity/femininity could be improved by dropping item MAS3, doing so would 

result in having a negative a. At this point, this ite1n was left with an objective to analyze 

it in greater detail during the main phase of the study. 
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Table 7 

Initial Reliabilities of Constructs 

Construct Questions Cronbach's Proble1natic 
Alpha (a) Items 

Personal Innovativeness 1' 2, 4, 5, 6, 7 .794 
Buying (PI) 

Personal Innovativeness 1' 3, 4, 5, 6, 7 .716 3 & 6 corrected item-
Selling (PI) total correlation . 077 

& .291 
Perceived Ease of Use 8, 10, 11' 13 .810 
Buying (PEUB) 

Perceived Ease of Use 9, 12, 14 .837 
Selling (PEUS) 

Perceived Usefulness 15,17,19,21,23 .851 
Buying (PUB) 

Perceived Usefulness 16, 18,20,22,24 .889 
Selling (PUS) 

In1
. Privacy-Security Buying 25, 27, 29, 31,32 .712 32 corrected ite1n-

(PRSB) total correlation .241 

In. Privacy-Security Selling 26,28,30,31,33 .755 33 corrected item-
(PRSS) total correlation .272 

Behavioral Intention 34,36,38 .788 
Buying (BIB) 

Behavioral Intention 35,37,39 .896 
Selling (BIS) 

Individualism/Collectivism 40-45 .854 
(IDV) 

Uncertainty Avoidance 46-48 .792 
(UAI) 

Masculinity /Femininity 49-54 .628 49 & 53 corrected 
(MAS) item-total correlation 

.282 & .266 
Note. I '"'Information. 
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Table 8 

Model for Intention to Adopt Online Buying: Final Rotated Factor Matrix for Perceived 
Ease of Use, Perceived Usefulness, Personal Innovative ness, and Information Privacy
Security 

Scale Factors 
1 2 3 4 

PI4 .765 
PIS .764 
PII .756 
PI2 .719 
PI7 .663 
PRSB1 .895 
PRSB2 .891 
SEBS .731 
PUB3 .860 
PUB2 .825 
PUB1 .676 
PEUB3 .791 
PEUB1 .781 
PEUB2 .760 
Note. Extraction Method is Principal Component Analysis and the Rotation Method is Varimax with Kaiser 
Normalization. Rotation converged in 5 iterations; Cumulative% ofVariance Explained= 71.662%. 
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Table 9 

Model for Intention to Adopt Online Selling: Final Rotated Factor Matrix for Perceived 
Ease of Use, Perceived Usefulness, Personal Innovative ness, and Information Privacy
Security 

Scale Factors 
2 3 4 

PUS3 .920 
PUSS .897 
PUS2 .839 
PUS4 .652 
PIS .832 
PII .779 
PI7 .728 
PI4 .694 
PI6 .523 
PEUS2 .858 
PEUS3 .828 
PEUSI .760 
PRSS2 .927 
PRSSI .863 
SEBS .685 
Note. Extraction Method is Principal Component Analysis and the Rotation Method is Varimax with Kaiser 
Normalization. Rotation converged in 6 iterations and the cumulative% of Variance Explained= 71.392%. 

1:1 
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Table 10 

Final Rotated Factor Matrix for Individualism/Collectivism, Uncertainty Avoidance, and 
Masculinity/Femininity (Cultural Constructs) 

Scale Factors 
1 2 "" .) 

IDV3 .855 
IDV5 .833 
IDV4 .801 
IDV2 .791 
IDYl .697 
UAI2 .894 
UAil .848 
UAI3 .667 
MAS4 .806 
MAS3 .731 
MASS .395 
Note. Extraction Method is Principal Component Analysis and the Rotation Method isVarimax with Kaiser 
Normalization. Rotation converged in 5 iterations and the cumulative% of Variance Explained= 65.565%. 
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Table 11 

Final Reliabilities of Constructs 

Construct Questions/Iten1s Cronbach's Alpha Problen1atic 
(a) Itetns 

Personal Innovativeness 1' 2, 4, 5, 7 .825 
Buying (PI) 

Personal Im1ovativeness 1, 4, 5, 6, 7 .778 
I'W 

Selling (PI) t:l. 
~~ I 
i!l 

Perceived Ease of Use 8, 10, 11 .773 ::I 
::I 

Buying (PEUB) H 
•i 

d 

~ 

Perceived Ease of Use 9, 12, 14 .837 
Selling (PEUS) 

Perceived Usefulness 15,17,19 .829 
Buying (PUB) 

Perceived Usefulness 18,20,22,24 .895 
Selling (PUS) 

In. Privacy-Security Buying 25,27,31 .829 
(PRSB) 

In. Privacy-Security Selling 26,28,31 .793 
(PRSS) 

Behavioral Intention Buying 34,36,38 .788 
(BIB) 

Behavioral Intention Selling 35,37,39 .896 
(BIS) 

Individualisin/Collectivism 40-44 .862 
(IDV) 

Uncertainty Avoidance (UAI) 46-48 .792 

Masculinity/Fen1ininity (MAS) 51-53 .539 53, corrected-
iten1 total 
correlation 
was .248 

~--------------··-~·---~--.-~-
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Summary 

This chapter has laid out the details pertaining to operational definitions, 

operationalization of constructs, san1ple population, research design, and pilot test. 

Within research design, the research 1nethod along with the rational of choosing this 

method as well as the description of validity was provided. The pilot test was presented 

and its role in establishing the validity of measures was explained. This chapter provided 

the foundations for the next one: a chapter that presents data analysis (descriptive and 

inferential), elaborates on the course that was taken to examine the measuren1ent and '. 

structural models, and the support or lack of it as derived from the statistical paran1eters 

(path coefficients, significance values, correlations etc.). The preceding aided in having a 

broad picture of the way in which the constructs interacted with each other, and in 

drawing conclusions as well as implications with a wide scope of applications both for 

research and practice. 
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CHAPTER4 

DATA ANALYSIS 

Introduction 

This chapter describes the data collection for the final phase of the study, the 

procedures that were adopted in ensuring the accurate recording and transferring of data, 

the extent to which data was missing, and demographics and associated descriptive 

statistics. An account is provided concerning the examination of relationships between 

demographical variables and independent-dependent constructs. Afterwards, procedures 

of Exploratory Factor Analysis and Confirmatory Factor Analysis are described, the 

approach used in assessment of construct validity is explained, and validation of the 

structural1nodels is presented. The last section of the chapter explains the results and 

provides a synopsis of the findings. 

Response Rate 

A total of 411 surveys were distributed to the participants, including both 

graduate and undergraduate students, during their class sessions in fall of 2009. They 

were instructed about the survey, and were also informed about the approximate time 

required to complete the survey. All of the 411 surveys were collected by the researcher; 

out of which five surveys were discarded owing to excessive omissions. This left the total 

number of usable surveys to 406. Non response bias was not an issue in this study 

because the surveys were collected itnmediately by the researcher and the participants did 

not have to tnail thetn electronically or through regular n1ail. 
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Data Integrity Checks 

Data transfer accuracy. To ensure the accuracy with which the data was 

transferred from the surveys to excel spreadsheets and finally to SPSS, every 1oth 

observation was inspected visually and data values were matched among the actual 

survey, Excel spreadsheets and SPSS data files. 

Data values accuracy. The range for all the variables (except for non-

quantifiable, that is, string variables) included in the demographics, computer-internet 

literacy, and independent-dependent-cultural variables sections were calculated 

(Appendix G, Table 12). This calculation provided the maximum and minimum values 

for each of the variables. These values were compared with the values assigned to these 

variables during the data coding process. This exercise helped to identify, if any, a value 

that was out of the specified range and may have resulted in recording an observation 

with error. 

Missing data. Missing data can become quite problematic depending on the 

magnitude of missing values. In addition to magnitude, the pattern present in the missing 

data can also pose challenges for a researcher. For instance, if the missing data is more 

than 10% for a question and has a systematic pattern of occurrence then it warrants a 

remedy (Hair et al., 2006). The missing data in this study was less than 2.5% for all of the 

questions except PUS4 (Appendix G, Table 13). In the case ofPUS4, the missing data 

was equal to 18%. This n1issing data occurred due to a 1nistake relating to 01nission of 

this question in son1e of the surveys. The missing values in these observations were 

replaced with the mean values. 
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Demographics 

General demographics. A number of questions in the detnographics and 

computer-internet literacy sections provided information regarding different 

characteristics of the sample. The analysis of the data revealed that out of 406 

participants, 140 (34.5%) were male and 266 (65.5%) were females; 308 (75.9%) were 

undergraduates, whereas 98 (24.1 %) were graduate students. In tenns of nationality, 324 

(79.8%) were Atnericans and 82 (20.2%) were international students. The satnple 

represented fairly well the majors offered as well as the colleges-schools present at the 

university (Table 14). The average age of the participants was 24 years (after rounding to 

the nearest decitnal place, Table 14) and the majority of participants were in the age 

group of 17-22 (238, 58.6%). The aforementioned characteristics represented well the 

population of the university. According to university statistics, fetnales accounted for 

63.6% and males for 36.65%, whereas undergraduates represented 66.6% and graduates 

33.34% of the student population. There were a total of 519 international students (Fall 

2009), which accounted for 8.22o/o of student population. The mean age of undergraduate 

students was 22.8 years and 34.1 years for graduate students. The majority of the student 

population ( 42.8o/o) was in the age group of20-24 years ("Office of Institutional 

Research," 2009). 



Table 14 

Demographics 

Gender 

Male 

Female 

Nationality 

American 

International 

-Chinese 

-Korean 

-Saudis 

-Others 

Degree Level 

Undergraduate 

Graduate 

28 (34.14%) 

11 (13.41%) 

5 (6.09%) 

38 1(46.34%) 

Co lleges/Schoo Is Represented 

Age 

School of Library & Information Management 

School of Business 

College of Liberal Arts & Sciences 

Teachers College 

17-22 years 

23-30 years 

Over 30 

Missing 

Frequency (%) 

140 (34.5%) 

266 (65.5%) 

324 (79.8%) 

82 (20.2%) 

308 (75.9o/o) 

98 (24.1 o/o) 

86 (22.2o/o) 

115 (29.7%) 

95 (24.6o/o) 

90 (23 .3 o/o) 

238 (58.6%) 

114 (28.1 o/o) 

48 (11.8%) 

6 (1.5%) 

80 

Note. 1 =This category included participants from countries having less than five students. 
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Computer-Internet literacy and use. Several questions were asked to assess the 

extent to which subjects had cmnputer and Internet knowledge to examine the i1nportant 

drivers of Web use, to analyze the important reasons for online buying and selling, and to 

measure the possible future user of the Web for buying and/or selling. The 1najority of 

respondents, 209 (51.5%>), described "entertainment" as the most co1nmon objective that 

drives their Internet use followed by the "academic objective" (134, 33.0o/o). However, 

the majority of participant did not consider selling online as the main purpose of using 

the Internet (255, 62.8%). Convenience of use was ranked as the most important reason 

of using the Web for actual buying/selling (183, 45.1% for buying; 191,47.0% for 

selling). Price (150, 36.9%), quality of information (49, 12.1 %), quantity of information 

(48, 11.8%), and organization of information (27, 6.7%) were ranked second, third, 

fourth and fifth respectively as the 1nost important reasons for the actual Web buying. 

However, in case of actual selling, quantity of information (50, 12.3o/o) was ranked third, 

quality ofinfonnation (31, 7.6o/o) fourth, and organization of information (25, 6.2o/o) as 

the fifth most important reason for using the Web for online selling. Respondents 

considered "information security" after "lack of need" as the most important reason that 

can hinder or may already hindered their use of the Web for buying (1 03, 25.4%) and 

selling (87, 21.4o/o ). When asked about their current and prospective use of the Web for 

buying and/or selling, the majority of respondents (236, 58.1 %) stated that they are or 

will be using the Web for buying, whereas in the case of using the Web for selling, few 

respondents (7, 1.7o/o) exhibited such inclination (Table 15). 
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Table 15 

Descriptive Statistics relating to the Internet and the Web Use 

Purpose of Internet Use 

Mostly Used For 

--Entertairunent 

--Academic 

--Navigating/Surfing 

Most bnportant Reason of Using the Web for Actual Buying 

--Convenience of Use 

--Price 

--Quality of Information 

--Quantity of Information 

Most Important Reason of Using the Web for Actual Selling 

--Convenience of Use 

--Price 

--Quality of Information 

--Quantity of Information 

Frequency (o/o) 

209 (51.5%)
1 

134 (33.0%) 

59 (14.5o/o) 

183 (45.1%) 

150 (36.'9%) 

49(12.1%) 

48 (11.8o/o) 

191 (47.0%) 

84 (20.7o/o) 

31 (7.6%) 

50 (12.3%) 

Most Important Reason of not Using the Web for Actual Buying 

--No Need 

--Information Security 

--Information Privacy 

116 (28.6°/o) 

103 (25.4%) 

50 (12.3o/o) 

Most Important Reason of not Using the Web for Actual Selling 

--No Need 

--Information Security 

--Lack of Knowledge about selling 

on the Web 

194 ( 4 7.8°/o) 

87 (21.4°/o) 

63 (15.5%) 

82 
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Table 15 (continued) 

Descriptive Statistics relating to the Internet and the Web Use 

Current and Prospective Use of the Web for 

--Buying 

--Selling 

--Buying and Selling 

--Neither 

236 (58.1 %) 

7 (1.7%) 

22 (5.4%) 

137 (33.7%) 
Note. 1 =This percentage was calculated within each category, that is entertainment, academic, 
navigating/surfing and then was rank ordered. For example, 209 participants considered entertainment as 
the most important purpose of Internet use, whereas 134 participants considered academic as the most 
important purpose followed by navigating/surfing. 
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Examination of relationships atnong demograpbical variables and between 

demographical and independent-dependent constructs. Detnographical variables 

produce the information that describes the varied characteristics of the smnple population. 

Some of these variables, presumably, should be very closely related to each other and 

therefore should provide a picture of the sample that can help the researcher to 

understand the underlying trends-the trends that exist in a population due to the 

presence of certain demo graphical characteristics. These characteristics lead to certain 

other characteristics; thus, producing a certain kind of behavior which in turn bec01nes 

the domain of that population. With this view in n1ind, different inferential statistical tests 

were done on the demo graphical data. The tests included: x2 tests, t-tests, ANOV A, and 

bivariate-correlations. The tests were performed on the variables logically seemed to be 

related to each other. For example, the relationship between computer knowledge and 

computer use; Internet knowledge and Internet use; nationality and cultural values. 

Information relating to these tests is provided in Tables 16, 17, and 18. Chi-square 

x2 -tests were performed on gender and nationality (Table 16), whereas t-tests were used 

to examine the differences in various independent and dependent constructs on the basis 

of gender and nationality (Table 1 7). Gender was chosen as a variable of interest because 

it has been shown in the research that difference in gender plays a role in leading to 

certain kind of behaviors. Venkatesh et al. (2003) regarded age, gender, and experience 

as the variables that itnpact the behavior toward information technology. Gender has also 

been found to influence the criterion used to make a decision regarding the use of a 

technology (Venkatesh & Morris, 2000). 
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Table 16 

x2 -tests on Gender and Nationality (within Demographic Variables~ 

Gender Nationality 

Reason of the Web Use for Actual 
Buying (Convenience) I (5) = 9.505,p = .091 x2 (5) = 26.687, p = .000** 

Reason of Web Use for Actual 
Buying (Peer Pressure) I (5) = 12.719,p = .026* I (5) = 42.145,p = .000 

Reason of Web Use for Actual 
Selling (Convenience) x2 (5) = 2.806,p = .730 x2 (5) = 7.724, p = .172 

Reason of Web Use for Actual 
Selling (Peer Pressure) x2 (5) = 10.753,p = .057 x2 (5) = 33.770,p = .000** 

Lack of Web Use for Actual 
Buying (Information Security) 

Lack of Web Use for Actual 
Buying (Information Privacy) 

Lack of Web Use for Actual 
Selling (Information Security) 

Lack of Web Use for Actual 
Selling (Information Privacy) 
Note. *p < .05, **p < .01. 

I C4) = .477,p = .334 x2 (4) = 1.642,p = .801 

x2 (4) = 4.854,p = .303 x2 (4) = 1.594,p = .810 

I C4) = L7o7,p = .789 I (4) = 4.5o1,p = .342 

I (5) = 1.o21,p = .134 I (4) = 20.63l,p = .ooo** 
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Table 17 

t-tests on Gender and Nationality (versus Independent & Dependent Constructs) 

Constructs Gender Nationality 

Personal Innovativeness t(402) = 2.621,p = .009** t(402) = .187,p = .852 
Mr1 = 3.04 (.91), Mm2

= 2.79 (.87)3 Ma= 2.96 (.93), Mi = 2.94 (.76) 

Perceived Ease of Use B4 t(401) = 3.446,p = .001 ** t(401) = .754,p = .451 
Mr= 3.34 (.67), Mm= 3.61 (.76) Ma= 3.45 (.70), Mi = 3.38 (.75) 

Perceived Ease of Use S5 t(402) = 2.276,p = .024* t(402) = 1.428,p = .154 
Mr= 3.06 (.86), Mm = 3.29 (.97) Ma = 3.17 (.88), Mi = 3.01 (.98) 

Perceived Usefulness B t( 406) = 1.898, p = .058 t( 406) = .195, p = .846 
Mr=3.54(.86),Mm=3.71 (.83) Ma=3.61 (.86),Mi=3.58 (.81) 

Perceived Usefulness S t(394) = 2.140, p = .033* t(394) = .519, p = .605 
Mr= 2.95 (.83), Mm= 3.16 (.92) Ma= 3.01 (.85), Mi = 3.07 (.94) 

In6.Privacy-Security B t(405) = 2.393,p = .017* t(405) = .392, p = .695 
Mr= 3.87 (.87), Mm = 3.65 (.87) Ma = 3.79 (.88), Mi = 3.83 (.85) 

In. Privacy-Security S t(401) = 2.034,p = .043* t(401) = 1.359,p = .175 
Ma = 3.64 (.84), Mi = 3.78 (.83) Mr= 3.73 (.84), Mm = 3.55 (.82) 

Behavioral Intention B t(405) = 1.632,p = .104 t(405) = .847,p = .397 
Mr= 3.39 (1.03), Mm = 3.56 (.97) Ma = 3.43 (1.02), Mi = 3.54 (.94) 

Behavioral IntentionS t(402) = 2.382,p = .018* t(401) = 4.110,p = .000** 
Mr= 2.32 (.90), Mm = 2.5 (1.03) Ma = 2.31 (.93), Mi = 2.79 (.93) 

Collectivism t(400) = 2.305,p = .022* t(400) = .886, p = .376 
Mr= 2.98 (.81), Mm = 3.18 (.86) Ma = 3.03 (.82), Mi = 3.13 (.86) 

Uncertainty Avoidance t(400)= 1.582,p= .114 t(400) =2.165,p = .031* 

Masculinity 

Mr= 4.08 (.60), Mm= 3.97 (.71) Ma= 4.07 (.64), Mi = 3.90 (.66) 

t(398) = .713, p = .476 
Mr= 3.55 (.81), Mm = 3.61 (.77) 

t(398) = 3.031 'p = .003** 
Mu= 3.52 (.82), Mi= 3.78 (.66) 

Note. I =Female; 2 =Male; 3 =Standard Deviation; 4 =Intention to Buy Online; 5 =Intention to Sell 
Online; 6 Information. *p < .05, **p < .01. 
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Table 18 

ANOVA tests of Computer Knowledge and Internet Knowledge 

C01nputer Knowledge Internet Knowledge 

C01nputer Use F (4, 391) = 11.516,p = .000** 

Internet Use F (4, 395) = 6.056, p = .000** 

No of items bought 

No of iten1s sold 

F (4, 396) = 3.288, p = .011 * 

F ( 4, 390) = 1.363, p = .246 

F ( 4, 395) = 2.294, p = .059 

F (4, 389) = .950,p = .435 

Personal Innovativeness F (4, 397) = 13.446,p = .000** F (4, 396) = 17.227,p = .000** 

Perceived Ease of Use 
(Intended Buying) F (4, 396) = 6.847,p = .000** F (4, 395) = 9.243,p = .000** 

Perceived Ease of Use 
(Intended Selling) F (4, 397) = 2.715, p = .030* F (4, 396) = 3.923, p = .004** 

Perceived Usefulness 
(Intended Buying) F (4, 401) = 7.523, p = .000** F (4, 400) = 9.183, p = .000** 

Perceived Usefulness 
(Intended Selling) F (4, 389) = 3.303,p = .011 * F (4, 388) = 3.334,p = .011 * 

Privacy-Security 
(Intended Buying) F (4, 400) = 1.042,p = .385 F (4, 399) = 2.422,p = .048* 

Privacy-Security 
(Intended Selling) F (4, 396) = 1.219,p = .302 F (4, 395) = 2.179, p = .071 

Behavioral Intention B 1 

F (4, 400) = 4.995,p = .001 ** F (4, 399) = 4.791,p = .001 ** 

Behavioral Intention S2 

F (4, 397) = .798,p = .527 F ( 4, 396) = .604, p = .660 
Note. 1 =Buying; 2 =Selling. *p < .05, **p < .01. 
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In this study, gender was found to be of an itnportant influence. For instance, a 

significant difference was found between male and female subjects in the use of the Web 

for buying due to peer pressure x\5) = 12.719, p = .026 (Table 16). Significant 

differences were also found in terms ofpersonal innovativeness t(402) = 2.62l,p = .009, 

perceived usefulness-intention to sell online t(394) = 2.140, p = .033, and behavioral 

intention selling t(402) = 2.382,p = .018. Significant differences were also observed in 

terms of perceived ease of use and information privacy-security. These differences were 

noteworthy in both intention to buy online and intention to sell online: perceived ease of 

use-intention to buy online t(401) = 3.446,p = .001 and in intention to sell online t(402) 

= 2.276, p = .024; information privacy-security-intention to buy online t( 405) = 2.393, p 

= .017 and in intention to sell online t(401) = 2.034, p = .043. A discussion on the 

preceding is provided in chapter 5 (demographics section). In reference to cultural 

constructs, the only significant difference was in relation to collectivism t( 400) = 2.305, p 

= .022. Males were found to be more collectivistic (M= 3.18) compared with females (M 

= 2.98). 

The second variable of interest was nationality. The sample included 324 

American and 82 international students (Table 14). Nationality is an important attribute, 

depending on the time a person has spent in his/her home country, because it shapes the 

value syste1n of an individual and thus the behavioral responses to matters of life. A 

culture is encapsulated in a nation, and can provide a rough approximation of some of the 

behavioral tendencies that the people from that nationality may exhibit. Referring to 

culture, a significant difference was found between Atnerican and international subjects 

on two of the cultural di1nensions: uncertainty avoidance t(400) = 2.165, p = .031 and 
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masculinity t(398) = 3.03l,p = .003 (Table 17). American students were found to be 

more concerned about uncertainty (M =4.07) c01npared with the international students 

(M = 3 .9). As far as masculinity was concerned, international students had a higher 

1nasculine orientation (M= 3.78) cmnpared with the A1nerican students (M= 3.52). 

Interestingly no other significant difference was found between American and 

international subjects on any of the other constructs. Two demographic variables (lack of 

the Web use for buying and selling and the reason for using the Web use for buying and 
I 01 ~ 

selling) were selected to be examined in terms of the differences, if any, exhibited by the 

responses of American and international subjects. Significant differences were found in 

terms of use of the Web for actual buying due to convenience x2(5) = 26.687, p = .000; 

use of the Web for actual buyingx2(5) = 42.145,p = .000, and actual selling due to peer 

pressure x2(5) = 33.77,p = .000. For instance, more American students (50.2%) 

considered convenience as the most ilnportant reason to use the Web for actual buying, 

whereas (33.3%) international students placed such an importance on convenience. More 

international students ( 14.1%) considered peer pressure an important reason for using the 

Web for actual buying compared to American students (3 .4% ). The other significant 

difference was in terms of the lack of use of the Web for actual selling due to infonnation 

privacy concernx2(4) = 20.63l,p = .000 (Table 16). More international students (30.3°/o) 

regarded infonnation privacy as the most important reason for them not using the Web 

for actual selling, whereas such an orientation was exhibited by a fewer ( 10 o/o) 

Atnerican students. 

Analysis of Variance (ANOV A) is a statistical procedure that is used to examine 

the variance in a variable (having two or more categories) owing to the presence of 
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another variable. Two such variables, computer knowledge and Internet knowledge, were 

selected to examine the nature of variance in relation to several den1ographic variables 

and independent-dependent constructs. Computer and Internet knowledge were chosen 

based on a rational that as people become more knowledgeable, their behavior reflects 

that acquisition. 

Computer knowledge was found to be significantly influencing computer use, 

F(4, 391) = 11.516,p = .000. As computer knowledge increased so did computer use. 

Additionally, significant positive effects of computer knowledge on the number of items 

bought, F( 4, 3 96) = 3.28 8, p = .011; personal innovativeness, F( 4, 3 97) = 13.446, p = 

.000; perceived ease of use-intention to buy online, F(4, 396) = 6.847,p = .000, and 

perceived ease ofuse-intention to sell online, F(4, 397) = 2.715,p = .030; perceived 

usefulness-intention to buy online, F(4, 401) = 7.523,p = .000, and perceived usefulness

intention to sell online, F(4, 389) = 3.303,p = .011; and behavioral intention buying, F(4, 

400) = 4.995, p = .001 were found (Table 18). Internet use, personal innovativeness, 

perceived ease of use in both intention to buy online and intention to sell online, 

perceived usefulness in both intention to buy online and intention to sell online, 

information privacy-security in intention to buy online, and behavioral intention buying 

were found to be having variance at different levels of Internet knowledge (Table 18). 

For example, the tnore a person had Internet knowledge, the more favorable was her/his 

perception about the ease ofuse of the Web for intended buying, F(4, 395) = 9.243,p = 

.000, and intended selling, F(4, 396) = 3.923,p = .004, a trend sin1ilar to the preceding 

was also found in perceived usefulness- intention to buy online, F( 4, 400) = 9.183, p = 

.000, and intention to sell online, F(4, 388) = 3.334,p = .011. The extent to which a 
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person had Internet knowledge also seen1ed to influence the use of the Internet, F( 4, 395) 

== 6.056, p = .000; however, no such influence of Internet knowledge was found on the 

number ofite1ns bought, F(4, 395) = 2.294,p = .059 and sold, F(4, 389) = .950,p = .435 

(Table 18). 

A correlation analysis was also done to see the existence as well as the strength of 

correlations mnong some demographic variables (see Table 19). Age had a significant 

relationship with the use of Internet for entertainment (r = .3 70, p = .000); however, there 

was not a significant relationship between age and purchase of health products (r = .041, 

p = .412) or entertainment products (r = .070,p = .163). Computer use had a significant 

relationship with the number of items bought (r = .123,p = .015) and an insignificant one 

with the number of items sold (r = -.032, p = .532). 



Table 19 

Correlations 

Computer 
Use 

Internet 
Use 

Internet Use 
(Enta) 

Buying (HPb) 

Use of Web 

Computer 
Knowledge 
-.319** 

(more for Bd than Se) 

Use of Web for 
(B, S, Both, Neither) 

No of iterhs Bought 

No of items Sold 

Internet 
Knowledge 

-.219** 1 

Age 

.370** 

.041 

.071 

Cotnputer 
Use 

.100* 

-.105 * 

.123* 

-.032 
Note. 1 =negative correlation due to reverse coding; a= entertainment; b =health products; c = 

entertainment products; d =buying; e =selling. *p < .05, **p < .0 1. 
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Internet 
Use 

.005 

-.060 

.084 

-.029 
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Exploratory Factor Analysis 

Exploratory Factor Analysis (EF A) was done using SPSS™ 18.0. All the 

independent constructs, except cultural constructs, were analyzed together. Additionally, 

the dependent constructs were also analyzed together. Altogether, three separate factor 

analyses were done. Separate EFAs were done owing to two reasons: one was to analyze 

those constructs together that were related to each other and the second was to avoid 

potential sample size restrictions. Though the sample was enough if one adheres to the 

lower criteria of Nunnally (1978), which is seven observations per variable, it was not 

enough to meet the upper criterion of having ten observations per variable. Initial factor 

analyses are presented in Tables 20, 21, 22, and 23 along with the initial reliabilities 

(Table 24). All of the factor analyses were done using the 'Varimax' rotation method and 

factor loadings (the magnitude of correlation or covariance between an item and a 

construct) less than .4 were suppressed. Detailed statistics pertaining to the factor 

analyses are presented in Table 28. 

As can be seen in Table 20, the initial factor matrix for the intention to adopt 

online buying model, certain items cross-loaded, e.g., SEBl, PEUBl, and then there were 

items e.g., SEB2, PEUB3, PEUBl, that did not load on the factors that these items ought 

to represent. This factor structure explained 63.123% of the variance with a sampling 

adequacy value of .859 (Table 28). The initial factor matrix for the intention to adopt 

online selling model is presented in Table 21. This matrix also has items that cross-load. 

For instance, SES2, PEUS2, and PEUS 1. Item PI3 was loading on factor 4. This factor 

matrix explained 58.996°/o of variance and has a sampling adequacy value of .833 (Table 

28). 
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Table 20 

Initial Rotated Factor Matrix for the Intention to Adopt Online Buying Model 

Scale Factors 
1 2 3 4 5 

PUB3 .814 
PUB2 .790 
PUBS .781 
PUB4 .682 
PUB1 .669 
PIS .815 
Pll .749 
PI7 .701 
PI4 .699 
PI2 .609 
PI6 .428 
PRB2 .901 
PPRB1 .896 
SEBS .808 
SEB2 .700 
SEB1 .406 .657 
PEUB3 .638 
PEUBI .436 .574 

PEUB2 .834 

PEUB4 .724 
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Table 21 

Initial Rotated Factor Matrix for the Intention to Adopt Online Selling Model 

Scale Factors 
1 2 3 4 

PUS3 .848 
PUS2 .831 
PUSS .778 
PUS1 .707 
PUS4 .666 

~:111 

SES2 .508 .402 
&liUl( 

PI5 .798 llll!ltJI 

Pil .746 
PI7 .737 
PI4 .729 
PI6 .539 
PRS2 .881 " 
PRS1 .854 
SES1 .716 
SEBS .691 
PI3 -.643 
PEUS2 .526 .626 
PEUS1 .541 .612 r,,, 
PEUS3 .489 



Table 22 

Initial Rotated Factor Matrix of Cultural Constructs 

Scale 

UAI3 
UAI2 
UAil 
MASI 
MAS2 
MAS6 
IDV4 
IDV5 
IDV3 
IDV6 
MAS4 
MAS3 
MASS 
IDVI 
IDV2 

.772 

.758 

.754 

.748 

.609 

.549 

Factors 
2 

.797 

.786 

.754 

.571 

3 

.796 

.779 

.775 

4 

.871 

.860 

96 
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Table 23 

Rotated Factor Matrix of Behavioral Intention (Buying and Selling) 

Scale Factors 
1 2 

BIS2 .903 
BISl .884 
BIS3 .862 
BIBl .917 
BIB3 .874 

1:(!! 

BIB2 .852 
i' ill :~ 
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Table 24 

Initial Reliabilities of Constructs 

Construct Cronbach's N mnber of Ite1ns Problen1atic Iten1s 
Alpha (a) 

PI (Buying) .800 6 
PI (Selling) .749 6 3 (corrected iten1 total-

correlation .229) 
PEUB .704 4 
PEUS .723 3 
PUB .853 5 
PUS .864 5 
PRSB .749 5 32 (corrected item-

total correlation .223) 
PRSS .783 5 1111 

BIB .874 3 
BIS .876 3 
IDV .788 6 
UAI .804 3 
MAS .735 6 
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Regarding cultural variables, the factor 1natrix presented a structure of four 

dimensions (Table 22). Two observations were noteworthy: one was the loadings of 

MAS 1, MAS2, and MAS6 (items representing masculinity/fe1nininity) with the itetns 

representing uncertainty avoidance, and the other was the creation of a distinct factor by 

two items, IDYl and IDV2, measuring individualism/collectivism. The variance 

explained by this factor structure was 63.379% along with a sampling adequacy value of 

•li 1!1 

. 793 (Table 28). The dependent construct of behavioral intention was represented by 

clean factor loadings in case of both intention to adopt online buying and intention to 

adopt online selling (Table 23). This factor 1natrix explained 80.472% of the variance and 

has a sampling adequacy value of. 720 (Table 28). 

The reliabilities of all of the scales were calculated (Table 24 ). The dual nature of 
. I 

son1e of the cultural dilnensions, e.g., individualism/collectivism and 

masculinity/fe1nininity, may have not been completely distinguishably measured by some 

of the scale items and thus resulted in cross-loadings (Table 22). To have clean factor 

loadings, ite1ns were dropped one by one. The ite1ns were dropped not only on empirical 

basis but also due consideration was given to retain the content validity. Several factor 

matrices were run and the final matrices representing independent and cultural constructs 

were obtained (Tables 25, 26, & 27). 

After dropping problematic items, a clean factor structure emerged for the 

intention to adopt online buying model (Table 25). An important eletnent was the loading 

of PEUB 1 on the factor representing perceived usefulness. This itetn (PEUB 1) was not 

eliminated despite its loading on factorl because doing so resulted in a negative 

Cronbach alpha. This factor n1atrix explained 60.23% of the variance and has a smnpling 
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Table 25 

Final Rotated Factor Matrix of the Intention to adopt Online Buying Model 
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Table 26 

Final Rotated Factor Matrix for the Intention to Adopt Online Selling Model 

Scale Factors 
1 2 3 4 

PUS2 .840 
PUS3 .830 
PUSS .772 
PUS1 .739 
PUS4 .644 

l jh 

PIS .810 
PI7 .756 
Pil .751 
PI4 .725 
PI6 .532 
PRS2 .889 
PRSl .867 
SEBS .710 
SES1 .692 
PEUS2 .762 
PEUSl .428 .728 
PEUS3 .640 

I ··~ 

jll~ 

'~ 
I~ 
I~ 

I~ 
I~ 
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Table 27 

Final Rotated Factor Matrix of Cultural Constructs 

Scale Factors 
1 2 3 

IDV3 .823 
IDV4 .818 
IDV5 .789 
IDV6 .548 
UAI2 .847 
UAil .845 
UAI3 .777 
MAS4 .817 
MAS3 .804 
MASS .766 
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Table 28 

Factor Analyses Statistics 

Factor IOBM 1 IOSM2 ICC3 BIBS4 FOBM5 FOSM6 FCC7 

Analyses-

Statistics 

Extraction Method PCA8 PCA PCA PCA PCA PCA PCA 

Rotation Method Varimax Varimax Varimax Varimax Varimax Varimax Varimax 

Determinant of-

Correlation Matrix .000>.0000 I .000>.00001 .005>.00001 .029>.0000 .001>.0000I .001 >.00001 .042>.0000 I 

KM09 .859 .833 .793 .720 .856 .823 .749 

Bartlett's Test-

of Sphericity p < .000 p < .000 p< .000 p < .000 p < .000 p < .000 p < .000 

Variance Explained 63.123% 58.996% 63.379% 80.472% 60.2.30% 62.630% 66.380% 

Non-Redundant- 60 (31.0%) 9 (34.0%) 45 (42.0%) 8 (53.0%) 49 (32.0%) 34 (25.0%) 22 (48.0%) 

Residuals 

Note. 1= Initial Online Buying Model (Table 5.1); 2 =Initial Online Selling Model (Table 5.2); 3 =Initial 
Cultural Constructs' Factor Matrix (Table 5.3); 4 =Behavioral Intention Buying and Selling (Table 5.4); 5 
=Final Online Buying Model (Table 5.5); 6 =Final Online Selling Model (Table 5.6); 7 =Final Cultural 
Constructs' Factor Matrix (Table 5.8); 8 =Principal Component Analysis; 9 = Kaiser-Meyer-Oikin 
Measure of Sampling Adequacy. 
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adequacy value of. 856 (Table 28). The factor n1atrix, except of PEUB 1, of the intention 

to adopt online buying tnodel presented a clean loading structure. In case of the intention 

to adopt online selling model (Table 26), item PEUS 1 had a cross-loading. This ite1n was 

not dropped because doing so resulted in negative Cronbach alpha. The online selling 

matrix was obtained by forcing four components. This matrix explained 62.63% of the 

variance and has a sampling adequacy value of .823 (Table 28). 

The final matrix of cultural constructs (Table 27) presented a quite clean factor 

structure. Three factors emerged and items measuring each construct loaded distinctly on 

their respective factors. Two items were dropped from individualism/collectivism and 

three from masculinity/femininity scales. The factor matrix of cultural constructs 

explained 66.38% of the variance and has a smnpling adequacy value of .749 (Table 28). 

The final reliabilities along with the number of items in each scale are presented in Table 

29. All the scales met the reliability criterion, set by Nunnally (1978), to have a Cronbach 

alpha of .70 or above. 

The analysis, above, prepared the grounds for the next phase of the study, which 

included the assessment of the measurement and theoretical models using confirmatory 

factor analysis and covariance-based structural equation modeling respectively. 
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Table 29 

Final Reliabilities of Constructs 

Construct Cronbach's Nmnber oflte1ns Problematic Iten1s 
Alpha (a) (Total) 

PIB (Buying) .800 1' 2, 4, 5, 6, 7 
(6) 

PIS (Selling) .782 1, 4, 5, 6, 7 
(5) 

PEUB .704 8, 10, 13 8 
(3) 

PUB .853 15, 17, 19, 21, 23 
(5) 

PEUS .723 9, 12, 14 
(3) 

PUS .864 16, 18,20,22,24 
(5) 

PRSB .802 25,27,29, 31 
(4) 

PRSS .812 26,28,30, 31 
(4) 

BIB .874 34, 36, 38 
(3) 

BIS .876 35,37,39 
I 
I 11!!1 

I IIIli 

(3) 
l lit~ 
I ~ i ~I 

I IUft 

IDV .759 42,43,44,45 
I tlf\1 
I IIIII 

1 lilt 

(4) ' ill 

UAI .804 46,47,48 
(3) 

MAS .736 51,52,53 
(3) 
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The analysis of the descriptive statistics (Table 30) provided iinpmiant 

infon11ation about the orientation of the sample in tenns of the constructs of this study. 

Regarding cultural constructs, the sample was collectivistic to some extent (Mmv = 3.07, 

Table 30), inclined to have certainty (MuAI = 4.04, Table 30), and oriented towards 

1nasculinity (MMAS = 3.57, Table 30). As far as the independent and dependent constructs 

were concerned, the satnple exhibited smne traits that were pertinent to either online 

buying or online selling and then there were other traits that were common to both buying 

and selling. For example, the sample probably would not use much of personal 

im1ovativeness in terms of online buying and selling (Mprn = 2.82, MPIS = 2.82, Table 30). 

However, the participants perceived both online buying and selling as easy to use though 

online buying was perceived easier to use as compared with selling (MPEUB = 3.43, MrEus 

= 3.08, Table 30). Similarly, both online buying and selling were perceived by the 

subjects to be useful though they considered online buying to be more useful than online 

selling (Mrus = 3.50, Mpus = 2.99, Table 30). Information privacy-security were 

considered quite important impediments in tenns of the use of online buying and selling 

(MrRSB = 3.84; MrRss = 3.68, Table 30). Regarding potential future use, the sample 

exhibited a stronger intention to use online buying as compared with online selling (Ms 18 

= 3 .45, Ms1s = 2.41, Table 30). 
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Table 30 

Descriptive Statistics of the Constructs (as represented in Final Factor Matrices) 

Mean 
Constructs N Range Minr Maxg Jstatli Std. Err1J Std. Devi Variance 
PIB 398 4.00 1.00 5.00 2.8224 .03943 .78666 .619 
PEUB 401 4.00 1.00 5.00 3.4364 .03579 .71679 .514 
PUB 405 4.00 1.00 5.00 3.5007 .03872 .77926 .607 
PRSB 405 4.00 1.00 5.00 3.8414 .03867 . 77814 .605 
BIB 405 4.00 1.00 5.00 3.4560 .05034 1.01314 1.026 
PIS 399 4.00 1.00 5.00 2.8206 .04065 .81190 .659 
PEUS 399 4.00 1.00 5.00 3.0860 .03777 .75437 .569 
PUS 324 4.00 1.00 5.00 2.9938 .04593 .82677 .684 
PRSS 400 4.00 1.00 5.00 3.6806 .03956 . 79118 .626 
BIS 402 4.00 1.00 5.00 2.4154 .04773 .95690 .916 
IDV 400 4.00 1.00 5.00 3.0775 .03811 .76228 .581 
UAI 400 4.00 1.00 5.00 4.0442 .03251 .65017 .423 
MAS 398 4.00 1.00 5.00 3.5762 .03994 .79684 .635 
Note. f= minimum; g =maximum; h =Statistics; i =Standard Error;}= Standard Deviation. 
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Confirmatory Factor Analysis 

Application of statistical approaches like Structural Equation Modeling ( S EM) 

requires the use of Confirmatory Factor Analysis (CFA) to test the n1easure1nent theory. 

Once the 1neasuren1ent theory is tested then the structural model can be tested using an 

appropriate SEM approach. Below is a brief introduction of Exploratory Factor Analysis 

(EFA), CFA, and salient features ofCFA as well as its application in the current study. 
,,1:' l 

Exploratory Factor Analysis (EFA) is an important tool to explore the data and to 

inform the researcher about the number of dimensions or factors in which a data should 

be represented, whereas CF A tests the underlying theory that has been used to develop a 

tneasurement model (Hair et al., 2006). A researcher has to specify the number of factors 

as well as the relationship between the variables and variates (constructs) before applying 

CF A; a requirement that is not existent in the case of EF A. CF A then matches the 

specification of factors with the reality (i.e., the actual collected data), and by doing that 

CFA provides the information to either validate or reject the theory that has been used to 

develop the measurement model. The use of CF A also enables a researcher to examine 

the construct validity, a composition of convergent, discriminant, nomological, and face 

validity (Hair et al.). To test the measurement theory of the proposed model and to 

examine the construct validity, CFA was done using LISRELTM 8.80. 

There are certain guidelines (as provided in Hair et al., 2006) that can be helpful 

in using CFA and thus have been applied in this study. To assess the overall validity of 

the measurement model, the researcher has to assess (a) overall fit of the tnodel, and (b) 

construct validity. Overall fit of the tnodel can be assessed using certain key fit statistics 

provided in most of SEM softwares such as Chi-square x,2 statistic, Con1parati ve Fit Index 

(CFI), and Root Mean Square Error of Approxitnation (RMSEA). As far as construct 
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validity is concerned, significant information is also provided to assess convergent, 

discriminmmt, and nomological validity. 

Overall fit of the model. To assess the overall fit of the 1neasuren1ent model the 

key fit statistics were calculated. All of the fit statistics discussed below are provided in 

Table 31. The overall x2 for the intention to adopt online buying model was 176.34 with 

80 degrees of freedom. The p-value associated with this result was 0.0000. The RMSEA 

value was 0.055, which was below the recommended value of 0.10 (Hair et al., 2006). 

The CFI for the buying model was 0.98, which was above the recommended value of 

0.90 (Hair et al., 2006). 

The overall x2 for the intention to adopt online selling 1nodel was 122. 12 with 6 7 

degrees of freedom. The p-value associated with this result was 0.00005. The RMSEA 

value was 0.045, which was below the recommended value of 0.10 (Hair et al., 2006). 

The CFI for the selling model was 0.99, which was above the recommended value of 0.90 

(Hair et al., 2006). 

Basing on the above analysis it cm1 be suggested that measuren1ent models 

exhibited a reasonable level of fit. The next step was to analyze the construct validity. 
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Table 31 

Fit Statistics of the Measurement lvfodels 

Fit Statistics 
Measurement Models x2 df RMSEA CFI NFI NNFI GFI AGFI 
Intention to Adopt 176.34 80 0.055 0.98 0.97 0.98 0.95 0.92 
Online Buying Model 

Intention to Adopt 122.12 67 0.045 0.99 0.97 0.98 0.96 0.94 
Online Selling Model 
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Construct validity. "Construct validity is the extent to which a set of 1neasured 

ite1ns actually reflects the theoretical latent constructs those ite1ns are designed to 

measure" (Hair et al., 2006, p. 776). It deals with the accuracy of measurement. Construct 

validity is made up of four important cmnponents (Hair et al. ). Hair et al. considers 

reliability (internal consistency of operationalization) as part of the convergent validity; 

however, Bagozzi (1980) presented "reliability" as a distinct measure of construct 

validity and also included "theoretical meaningfulness of concepts" as a 1neasure of 

construct validity. Use of either approach toward construct validity does not limit the 

analysis in any way. In the current study, convergent validity is ascertained according to 

the schetna of Hair et al. and a brief discussion on the theoreticaltneaningfulness of 

concepts is also provided, thus accmn1nodating both approaches. 

Convergent validity. Convergent validity has been described in chapter 3. It 

denotes the extent to which items representing a construct share a variance in cotnmon. 

There are some ways to estimate the convergent validity. Hair et al. (2006) suggested the 

use of the following three measures to assess the convergent validity. The information 

relating to these measures is provided in Tables 32 & 33. 
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Table 32 

Convergent Validity-Intention to Adopt Online Buying Model 

Measuren1ent Model Convergent Validity Statistics 
Buying 

Factor Average Variance Construct 
Loadings Extracted (AVE) Reliability 

Construct 
Personal Innovativeness 

Pll 0.69 
PIS 0.79 O.S2 0.76 
PI7 0.68 

Perceived Ease of Use 
PEUBl 0.66 
PEUB2 0.53 0.3S 0.62 
PEUB4 O.S8 

Perceived Usefulness 
PUB2 0.80 
PUB3 0.83 0.62 0.83 
PUBS 0.74 

Privacy-Security :i 
''ll 

PRBl 0.91 ;~I 
"'~ 
'<il 

PRB2 0.89 0.69 0.87 " 
'~ ,, 

SEBS 0.69 

Behavioral Intention 
BIBI 0.90 
BIB2 0.84 0.70 0.87 
BIB3 0.77 
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Table 33 

Convergent Validity-Intention to Adopt Online Selling Model 

Measurement Model Convergent Validity Statistics 
Selling 

Factor Average Variance Construct 
Loadings Extracted (AVE) Reliability 

Construct 
Personal hmovativeness iq! 

Pll 0.70 I 
:II" 

PIS 0.79 O.S2 0.76 
PI7 0.68 

Perceived Ease of Use 
PEUSl 0.89 0.7S 0.86 
PEUS2 0.8S 

Perceived Usefulness 
PUB2 0.84 
PUB3 0.88 0.67 0.72 
PUBS 0.74 

Privacy-Security I 
I 
II,, 

PRSSl 0.83 I I ~~ 
1111 

PRSS2 0.97 0.64 0.83 :::1 
1111 
1141 

SEBS O.S4 
,,,, 
'li . 
II'' 

Behavioral Intention 
BISl 0.89 
BIS2 0.87 0.71 0.87 
BIS3 0.76 
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Factor loadings. Factor loadings represent the magnitude of correlation or 

covariance between an itetn and a construct. Higher loading shows that ite1ns have a 

stronger relationship with a construct and are thus converging at a co1nn1on point. A rule 

of thumb is that standardized loading estimates should be 0.5 or higher, and ideally 0. 7 or 

higher (Hair et al., 2006).The standardized factor loadings for all the ite1ns were greater 

than 0.5, threshold level, in the buying, selling, and cultural models. A majority of items 

loaded above the recommended level of0.7. 

Variance extracted. According to Farnell and Larcker (1981) the average 

percentage of variance extracted (VE) runong a set of construct ite1ns shows convergence. 

A 'VE' of 0.5 or higher indicates adequate convergence. The AVE for all of the 

constructs is listed in Tables 32 and 33. All the AVE values, except for the constructs of 

PEUB (0.35), were above the 0.5. 

Reliability. There are different measures of reliability; however, coefficient alpha 

remains a commonly used reliability measure. Within the context of SEM a slightly 

different construct reliability is calculated frmn the squared sum of factor loadings (A/) 

for each construct and the sum of error variance terms for a construct (8i2) (Hair et al., 

2006). A reliability value of 0.7 or higher suggests good reliability; however, a value 

between 0.6 and 0.7 can be acceptable depending on the quality of the other indicators of 

construct validity (Hair et al.). High reliability represents internal consistency; that is, the 

items are representing the same latent construct. The reliability values for all of the 

constructs were calculated. The reliability values for all the constructs, except that of 

PEUB (0.62), were above 0.7, representing adequate construct reliability (see Tables 32 

and 33 ). 



115 

In view of the three tneasures, that is, factor loadings, average variance extracted, 

and construct reliabilities, it can be stated that the measure1nent 1nodels have exhibited 

satisfactory convergent validity. 

Discriminant validity. According to Hair et al. (2006), discriminant validity can 

be ascertained by comparing the variance-extracted estin1ates for each factor with the 

squared inter-construct correlations associated with that factor. The variance-extracted 

estimates should be 1nore than the inter-construct correlations. This comparison was done 

in all the measurement models. Only in case ofPEUB the AVE was less than the squared 

inter-construct correlations. The AVE ofPEUB was 0.35, whereas squared inter

construct correlation between PEUB and PUB was 0.548. The values of AVE versus 

squared inter-construct correlations are provided in the Table 34 and 3 5. 
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Table 34 

Discrim.inant Validity-Intention to Adopt Online Buying Model 

Measuretnent Model- Squared Correlations along with AVE in [] 
Buying PI PEUB PUB PRSB 
PEUB 0.221 1 [0.52; 0.35] 

PUB 0.212 [0.52; 0.63] 0.548 [0.35; 0.63] 

PRSB 0.04 [0.52; 0.70] 0.078 [0.35; 0.70] 0.032 [0.63; 0.70] 

BIB 0.240 [0.52; 0.70] 0.436 [0.35; 0.70] 0.578 [0.63; 0.70] 0.04 [0.70; 0. 70] 
Note. I =Squared inter-construct correlations. 
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Table 35 

Discriminant Validity-Intention to Adopt Online Selling Model 

Measuretnent Model- Squared CoiTelations along with AVE in [] 
Selling PI PEUS PUS PRSS 
PEUS 0.057 [0.52; 0.75] 

PUS 0.102 [0.52; 0.67] 0.435 [0.75; 0.67] 

PRSS 0.014 [0.52; 0.64] 0.006 [0.75; 0.64] 0.001 [0.67; 0.64] 

BIS 0.096 [0.52; 0.71] 0.25 [0.75; 0.71] 0.435 [0.67; 0.71] 0.004 [0.64; 0.71] 
! ; 

'I il 
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Nomological validity. To assess the non1ological validity, one can start fron1 

exmnining the correlation matrix. The correlation among constructs, the one that was 

predicted within the theoretical network, validates the theoretical base of the 

1neasurement model. Besides this examination, it is ilnportant to analyze the structural 

n1odel to assess the 1nagnitude of coefficients, their significance, and direction to 

ascertain the nmnological validity. Elaboration on this infonnation will be done in 

chapter 5. 

The correlation matrixes of constructs (Tables 36 & 37), both in the intention to 

adopt online buying and intention to adopt online selling tneasurement models, were 

examined. The construct of personal innovativeness in this study was 1neasuring lack of 

innovativeness and was predicted to have a negative correlation with the behavioral 

intention both in the buying and selling models. The correlation of personal 

innovativeness with the behavioral intention was negative in both of the models. 

Perceived usefulness and perceived ease of use both had negative correlation with 

personal innovativeness in the selling and buying models. Lack of innovativeness n1ay 

hinder a person's ability to clearly view the prospective benefits that can arise by using a 

new teclmology and therefore a person who is reluctant to try a new thing may not 

evaluate positively a new practice. This is a plausible explanation of the negative 

correlation between personal innovativeness and the constructs of perceived ease of use 

and perceived usefulness. The constructs of information privacy-security and personal 

innovativeness had positive relationship, perceived usefulness had a positive correlation 

with perceived ease of use, information privacy-security had a negative relationship (in 

the intention to adopt online buying model) and a positive relationship (in the intention to 
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Table 36 

Correlation Matrix-Intention to Adopt Online Buying Model 

PI PUB PEUB PRSB BIB 

PI 1.00 

PUB -0.46 1.00 

PEUB -0.47 0.74 1.00 

PRSSB 0.20 -0.18 -0.28 1.00 

BIB -0.49 0.76 0.66 -0.20 1.00 
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Table 37 

Correlation Matrix-Intention to Adopt Online Selling Model 

PI PUS PEUS PRSS BIS 

PI 1.00 

PUB -0.32 1.00 

PEUB -0.24 0.66 1.00 

PRSSB 0.12 0.03 0.08 1.00 

BIS -0.31 0.66 0.50 0.06 1.00 
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adopt online selling model) with behavioral intention. The positive relationship between 

information privacy-security and behavioral intention in the intention to adopt online 

selling model was not in the predicted direction. Perceived ease of use and perceived 

usefulness both had negative correlation with infonnation privacy-security in the buying 

model. The correlation matrixes of both models revealed a pattern that was consistent 

(with the exception of the relationship between information privacy-security and 

behavioral intention-selling model, and the relationships of both perceived ease of use 

and perceived usefulness with information privacy-security-buying model) with the 

established theoretical stream in the literature as well as the predicted relationships within 

this study. A detailed discussion on the relationships among constructs and the extent to 

which they exhibited the nomological validity will be presented in the chapter 5. 
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Face validity. There is no en1pirical test to establish the observational 

meaningfulness of concepts (face validity). According to Srite (2000) the contidence in 

face validity of the instrutnent used in a study can be increased by using the scales that 

have been previously validated. In the current study the scales were used that were 

validated in the literature; for example, the scale of personal innovativeness was validated 

by (Citrin et al., 2000), perceived ease of use and perceived usefulness by (McCloskey, 

2003/2004)), information privacy-security by (McCloskey; George, 2000), behavioral 

intention by (Srite & Karahanna, 2006; Akour et al., 2006), individualism/collectivism by 

(Srite & Karahanna), uncertainty avoidance by (Srite & Karahanna; Akour et al.), and 

masculinity/femininity by (Akour et al.). Some items were re-worded to increase the 

relevance with the context of the present study and were then exan1ined using reliability 

and validity procedures to assess their overall validity. The items that were used in the 

final analysis are provided below (Table 38). 
I, 
I,. 
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Table 38 

Items Used in the Final Analysis 

Constructs (capitalized) along with items 

PERSONAL INNOV ATIVENESS BUYING 

1) In general, I am among the last of my friends to visit a company's new Web site when 

it appears on the Web 

5) In general, I mn the last in 1ny circle of friends to know of any retail Web site 

7) I know about new retail Web sites before most other people in my circle do 

PERSONAL INNOVATIVENESS'SELLING 

1) In general, I am an1ong the last of my friends to visit a company's new Web site when 

it appears on the Web 

5) In general, I am the last in my circle of friends to know of any retail Web site 

7) I know about new retail Web sites before most other people in my circle do 

PERCEIVED EASE OF USE BUYING 

8) It is easy to purchase items over the Web 

1 0) Payments or delivery problems can be easily rectified with a Web vendor 

13) Questions and problems can be easily addressed when making purchases over the 

Web 

PERCEIVED EASE OF USE SELLING 

9) It is easy to sell items over the Web 

12) Selling on the Web is easy to do 

I, 
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Table 3 8 (continued) 

Items Used in the Final Analysis 

Constructs (capitalized) along with items 

PERCEIVED USEFULNESS BUYING 

17) Buying on the Web saves me time 

19) Buying things over the Web is more convenient 

23) Buying on the Web makes my life easier 

PERCEIEVED USEFULNESS SELLING 

18) Selling on the Web saves me time 

20) Selling things over the Web is more convenient 

24) Selling on the Web makes my life easier 

INFORMATION PRIVACY-SECURITY BUYING 
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25) I worry about providing personal information when purchasing items over the Web 

27) I worry about providing financial information when purchasing items over the Web 

31) I am concerned about the security of the Web 

INFORMATION PRIVACY-SECURITY SELLING 

26) I worry about providing personal information when selling items over the Web 

28) I worry about providing financial information when selling items over the Web 

31) I an1 concerned about the security of the Web 

BEl-lA VI ORAL INTENTION BUYING 

34) I intend to use the Web for buying 

3 6) I intend to use the Web frequently for buying 



Table 38 (continued) 

Items Used in the Final Analysis 

Constructs (capitalized) along with items 

38) Given that I have access to the Web, it is more likely I would use it for buying 

BEHAVIORAL INTENTION SELLING 

35) I intent to use the Web for selling 

3 7) I intend to use the Web frequently for selling 

39) Given that I have access to the Web, it is 1nore likely I would use it for selling 

COLLECTIVISM 

42) Group success is 1nore important than individual success 

43) Being loyal to a group is more important than individual gain 

44) Individual rewards are not as important as group welfare 

UNCERTAINTY A VOIDANCE 

46) Rules and regulations are important because they inform workers what the 

organization expects of them 

4 7) Order and structure are very important in a work environment 

48) In a situation in which other peers evaluate me, I feel that clear and explicit 

guidelines should be used 

MASCULINITY 

51) It is ilnpmiant for 1ne to work in a prestigious and successful organization 

52) It is i1npmiant for 1ne to have a job that has an opportunity for high earnings 

53) It is in1portant that I outperfonn my classn1ates in school 
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Model Testing 

Hair et el. (2006) stated that the testing of the theoreticaltnodel within SEM 

focuses on two issues: 

( 1) The overall and relative model fit 

(2) The size, direction, and significance of the structural parameter 

estimates depicted with one-headed arrows on a path diagram 
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Though the examination of 1noderating influence of cultural constructs is subsumed in the 

above mentioned two points, it was important to briefly describe the approach used in 

creating interaction terms. As far as the moderating influence of cultural constructs is 

concerned, items with the highest loadings representing cultural and independent 

constructs were centered by deducting the score of each item from its mean value. 

Afterwards, the centered items were multiplied together to create interaction tenns and 

were subsequently used in analyzing the moderating influence of cultural constructs. The 

following steps were taken to assess the overall and relative model fit of buying and 

selling models. Below is the description of that process beginning with the buying-model. 

The overall and relative model fit. The loading estimates of all the measurement 

itetns were examined to ensure that they have not changed substantially from the CF A 

n1odel. The loadings of all items, except three, changed and the maximum change was 

.02. The overall buying-model x2 was 178.65 with 82 degrees of freedon1 (p < .05), and 

the RMSEA was 0.054, whereas the CFI was 0.98 (Table, 39). These diagnostics 

suggested that the buying model provided a good overall fit. The overall selling-rnoclel x2 

was 131.84 with 69 degrees offreed01n (p < .05), and the RMSEA was 0.047, whereas 



the CFI was 0.98 (Table, 39). These diagnostics suggested that the selling 1nodel 

provided a good overall fit. 
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Size, direction, and significance of the structural parameter estimates. The 

next step, after the examination of model fit statistics, was to analyze the individual 

paratneters. Their size, direction, and significance all had to be examined. In case of the 

buying tnodel, all of the structural paths, except one, were significant. The insignificant 

path was between PRSS and BIB; the coefficient value was -0.02 with at-value of -0.58. 

Although the estimate was in the predicted direction, it did not support the hypothesis. 

The coefficients of paths from perceived usefulness, perceived ease of use, and personal 

innovativeness to behavioral intention had values of 0.56 (p<.O 1 ), 0.17 (p< .1 0), and -

0.15 (p<.01) respectively. The coefficient ofthe path from perceived ease of use to 

perceived usefulness was 0.76 (p<.01). Besides exrunining the preceding, other fit 

statistics were also analyzed. For instance, the SRMR increased to 0.044 fron1 0.042, a 

value associated with good fit. The difference in fit between the theoretical n1odel and the 

CF A model was also calculated. The resulting b. x2 was 2.31 with 2 degrees of freedom. 

The difference in degrees of freedom was due to the fact that all but two of the possible 

structural paths were estimated. The insignificant b. x2 suggested that the fit of the model 

may not improve by estimating another structural path. 

Regarding intention to adopt online selling 1nodel, all but three item loadings 

changed and the maximun1 change was .0 1. The overall selling-model x2 
was 131.84 with 

69 degrees of freedom (p < .05). The RMSEA was 0.047, whereas the CFI was 0.98. 

These diagnostics suggested that selling-n1odel provided a good overall fit. Additionally, 

the individual paran1eters were analyzed. All of the structural paths, except that bet wct.:n 
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PRSS and BIS, were significant and in the predicted direction. The coefficient value of 

the path between PRSS and BIS was 0.05 with at-value of 1.1 0. This estin1ate was 

neither significant nor in the predicted direction. The coefficients of paths fron1 perceived 

usefulness, perceived ease of use, and personal innovativeness to behavioral intention had 

values of0.56 (p<.01), 0.10 (p< .10), and -0.13 (p<.Ol) respectively. The path coefficient 

between perceived ease of use and perceived usefulness had a value of 0.66 (p<.O 1 ). 

Other statistics, e.g., SRMR and~ x2 were also examined. For example, the SRMR 

increased to 0.049 from 0.039, a value still associated with good fit. The difference in fit 

was examined by calculating~ i. The 6. x2 was 9.72 with 2 degrees of freedom. The 

difference in degrees of freedom was due to estimation of all structural paths except two. 

The insignificant~ x2 suggested that the fit of the model1nay not improve by estimating 

another structural path. 
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Table 39 

Theoretical Afodel Fit Statistics 

Theoretical Models Fit Statistics 
2 df RMSEA CFI SRMR 6r} X 

Intention to Adopt 
Online Buying Model 178.65 82 0.054 0.98 0.044 2.31 

Intention to Adopt 
Online Selling Model 131.84 69 0.047 0.98 0.049 9.72 

I! I~ 
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Presentation of Results 

All the hypotheses along with level of support, coefficient values, and t-values are 

provided in Table 40. As far as the hypotheses pertaining to the direct hnpact of 

independent constructs on the dependent construct were concerned, the influence of 

perceived usefulness (H 1a, Hib,p-level.Ol) level), perceived ease of use (H2a, H2b at .10 

level), and personal innovativeness (1-ha, H3b, p-level .05) on behavioral intention were 

significant in both the intention to adopt online buying and intention to adopt online 

selling models. Information privacy-security concerns (H4a) did not have a significant 

influence on behavioral intention in the intention to adopt online buying 1nodel; however, 

this influence was significant in the intention to adopt online selling model at p-level of 

.1 0 (H4b). The relationship between information privacy-security and behavioral 

intention, in the buying model, was in the predicted direction yet not significant. The 

mediating role of perceived usefulness (H2c, H2ct) was also supported in both models. The 

overall R2 value for the buying model was 0.61 and 0.45 for the selling model. That is, in 

case of the intention to adopt online buying model, 61 o/o of the variation in behavioral 

intention to buy online was explained by the exogenous and mediating constructs, 

whereas 45o/o of such variation was explained in the selling model. 

Regarding the moderating influence of cultural constructs, uncertainty avoidance 

did have a significant influence on the relationship between personal innovativeness and 

intention to buy online (Hsa,p-level .05) but not on the relationship between personal 

innovativeness and intention to sell online (Hsb). Individualisn1/collectivism was found 

to significantly influence the relationship between personal innovativeness and 

behavioral intention to buy online (H6a,p-level .05), whereas no such influence was found 



Table 40 

J-Jypotheses and Level of Support 

Hypotheses Level of Support 
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Coefficient 
(t-value) 

H1a: Perceived usefulness will have a positive influence on Supported .56 (5.78**) 
intention to buy online. 

H1b: Perceived usefulness will have a positive influence on Supported .55 (7.90**) 
intention to sell online. 

H2a: Perceived ease of use will have a positive influence on Supported .20 (1.72 1
) 

intention to buy online. 

H2b: Perceived ease of use will have a positive influence on Supported .12 (1.46 1
) 

intention to sell online. 

H2c: Perceived ease of use will positively affect perceived Supported . 77 ( 12.25 * *) 
usefulness in online buying. 

H2ct: Perceived ease of use will positively affect perceived Supported .66 ( 12.15 * *) 
usefulness in online selling. 

H3a: Personal Innovativeness will have a positive influence Supported -.16 (2.65**) 
on intention to buy online. 

H3b: Personal Innovativeness will have a positive influence on Supported -.13 (2.44**) 
intention to sell online. 

H4a: Information privacy-security concerns will have a 
negative influence on user intention to buy online. 

H4b: Information privacy-security concerns will have a 
negative influence on user intention to sell online. 

H5a: The relationship between intention to buy online and 
personal innovativeness will be moderated by 
uncertainty avoidance such that the relationship will 
be stronger for the individuals with a lower level of 
uncertainty avoidance. 

Not Supported -.02 N.S. 
(Directional-
Support) 

Not Supported .06 (1.31
1

) 

Supported .09 ( 1.65*) 

Ill 

' :1 
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Table 40 (continued) 

flypotheses and Level of Support 

Hypotheses Level of Support Coefficient 
(t-value) 

H5b: The relationship between intention to sell online and Not Supported -.06 N.S. 
personal innovativeness will be moderated by 
uncertainty avoidance such that the relationship will 
be stronger for the individuals with a lower level of 
uncertainty avoidance. 

H6a: The relationship between intention to buy online and Supported -.10 (1.95*) 
personal innovativeness will be moderated by 
collectivism such that the relationship is weaker for 
the individuals with a high level of collectivism. 

H6b: The relationship between intention to sell online and Not Supported -.03 N.S. 
personal innovativeness will be moderated by 
collectivism such that the relationship is weaker for 
the individuals with a high level of collectivism. 

H7a: The relationship between intention to buy online and Not Supported .01 N .S. 
information privacy-security concern will be 
moderated by collectivism such that the relationship 
is weaker for the individuals with a high level of 
collectivism. 

H7b: The relationship between intention to sell online and Supported .06 (1.28 1
) 

information privacy-security concern will be 
moderated by collectivism such that the relationship 
is weaker for the individuals with a high level of 
collectivism. 

Hsa: The relationship between intention to buy online Not Supported .02 N.S. 
and personal innovativeness will be moderated by 
masculinity such that the relationship is stronger for 
the individuals with a high level of masculinity. 

Hs 11 : The relationship between intention to sell online Not Supported -.03 N.S. 
and personal innovativeness will be moderated by 
masculinity such that the relationship is stronger for 
the individuals with a high level of masculinity. 
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Table 40 (continued) 

Hypotheses and Level of Support 

Hypotheses Level of Support Coefficient 
(t-value) 

H9a: The relationship between intention to buy online and Supported .12 (2.11 *) 
perceived usefulness will be moderated by masculinity 
such that the relationship is stronger for the individuals 
with a high level of masculinity. 

H9b: The relationship between intention to sell online and Supported .08 (1.51 1
) 

perceived usefulness will be moderated by masculinity 
such that the relationship is stronger for the individuals 
with a high level of masculinity. 

H10a: The relationship between intention to buy online and Supported -.17 (2.68**) 
perceived ease of use will be moderated by masculinity 
such that the relationship is weaker for the individuals 
with a high level of masculinity. 

Htob: The relationship between intention to sell online and Not Supported -.02 N.S. 
perceived ease of use will be moderated by masculinity 
such that the relationship is weaker for the individuals 
with a high level of masculinity. 

Note. **=significant atp-level.Ol; *=significant atp-level.05; 1 =significant atp-level .1 0; N.S. =not 
significant. 
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in the case of intention to sell online (H6b). The influence of individualism/collectivis1n 

on the relationship between information privacy-security and intention was not 

significant in the intention to adopt online buying model (H 7a) but was significant in the 

intention to adopt online selling model at p-level of .1 0 (H7b). It was hypothesized that 

masculinity/femininity will moderate the relationship between personal innovativeness 

and intention to buy and sell online. This influence was neither significant in the intention 

to adopt online buying model (Hsa) nor in the intention to adopt online selling model 

(H8b)· The moderating influence of masculinity/femininity on the relationship between 

perceived usefulness and intention to buy online was significant at p-level .05 (H9a), and 

was significant at p-level .1 0 (H9b) in the case of intention to sell online. The last set of 

hypotheses pertaining to the moderating influence of masculinity/fen1ininity on the 

relationship between perceived ease of use and intention to buy and sell online was 

significant in the intention to adopt online buying model (HJOa, p-level .01) and non

significant in the intention to adopt online selling model (H 1 ob). 

Summary 

The procedures relevant to the analysis of data were discussed with special 

reference to data coding, data integrity checks, treatment of missing data, and 

demographics. Analysis of measurement models with the use of exploratory factor 

analysis was then described. Afterward, the application of structural equation modeling 

(SEM) to validate the proposed measurement and structural1nodels was presented. 

Procedures pertaining to the examination of validity and reliability, as prescribed within 

the SEM approach, were laid out. The next chapter presents the discussion of results, 

contributions and limitations of this study along with suggestions for future research. 



135 

Chapter 5 

DISCUSSION, CONTRIBUTIONS, AND FUTURE DIRECTIONS 

Introduction 

This chapter discusses the results of analysis in greater detail, explains the litnitations, 

and presents the theoretical and practical contributions of this study. Finally, some future 

research threads are discussed. 

Discussion 

Constructs Having Direct Influence 

Personal innovativeness (PI). Personal itmovativeness signifies one's 

willingness to adopt a new technology/practice. It represents the orientation that includes 

but is not limited to risk taking, decision making independent of the other's judgment, 

and learning about new alternatives. Personal innovativeness was predicted to have 

positive impact on the intention to buy and sell online, and this impact was found to be 

significant in both models (Figures 6 & 7). The coefficient value of personal 

innovativeness in both models was slightly different ( -0.16 in buying and -0.13 in selling) 

and significant at p-value of .0 1. The negative coefficients were due to the nature of 

coding, that is, the scale of personal innovativeness measured the lack of innovativeness. 

The significance of personal innovativeness in both models presumably showed that 

innovativeness is applicable to both intention to buy online and intention to sell online 

even though the actual use of the Web for selling was very minimal in the san1ple 

population (Table 15). The preceding speaks, perhaps, to the relevance of personal 

innovativeness in the adoption of a technology. An innovative person may like to adopt a 

new technology even if s/he has never used it before. 



Perceived Usefulness H1a 
(PUB) 

H2c 0.77** 

Perceived Ease of Use 
(PEUB) 

Personal 
Innovativeness (PIB) 

Information Privacy
Security (PRSB) 

0.56** 

H4a 
-0.02 N.S. 

Figure 6. Structural model-Intention to adopt online buying. Note.**= significant atp
level.Ol; *=significant atp-level.05; 1 =significant atp-level.lO; N.S. =not 
significant. 
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Perceived Usefulness H1b 

(PUS) 

H2d 0.66** 

Perceived Ease of Use 
(PEUS) 

Personal 
Innovativeness (PI) 

Information Privacy
Security (PRSS) 

0.55** 
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Intention to 
Adopt Online 
Selling (BIS) 

Figure 7. Structural model-Intention to adopt online selling. Note. **=significant atp
level.Ol; *=significant atp-level.05; 1 =significant atp-level.IO; N.S. =not 
significant. 
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In the cuiTent study, most of the subjects were not using the Web for selling but 

there was still an impmiant relationship existing between personal innovativeness and 

intention to buy and sell online. This significant relationship has also validated the 

findings of other studies and showed the nomological validity of the theoretical 

foundation of this study. As far as previous research is concerned, Goldstnith (2000) 

noted that personal innovativeness explains the intention of online buyers and Park and 

Jun (2003) found that personal innovativeness impacts online buying intention for the 

subjects belonging to both Korea and the U.S.A; however, they did not find any 

interaction between nationality and innovativeness. 

The moderating influence of cultural constructs on the relationship between 

personal innovativeness and behavioral intention was another important facet. It was 

hypothesized that the three cultural constructs (Individualism/Collectivism, Uncertainty 

Avoidance & Masculinity/Femininity) will have a moderating influence on the 

relationship between personal innovativeness and behavioral intention. 

Individualism/Collectivism (IDV) denotes the importance placed on personal versus 

collective goals. People with individualistic cultural values give more importance to 

personal skills and goals (Steenkamp et al., 1999), whereas innovative individuals usually 

make a choice independently-a trait that conceptually links innovativeness with 

individualis1n. Steenkamp et al. analyzed the relationship between Personal 

innovativeness and the cultural values of individualistn/collectivistn, uncetiainty 

avoidance, and n1asculinity/fe1nininity. The 1noderating relationship of individualisn1 

with personal innovativeness and behavioral intention was found to be significant; n1ore 

specifically, they noted that the degree of individualis1n leaves a positive i1npact on 
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iru1ovativeness. The subjects in the current study had detnonstrated 1noderately 

collectivistic as well as personal innovative orientations (Mrov = 3 .06, Jv!p1 = 2. 96, Table 

41). The predicted moderating relationship was significant at .05 p-level with a path 

coefficient of -.10 and t-value 1.95 (Figure 8); this moderating impact was, however, not 

significant in the intention to adopt online selling tnodel (Figure 9). Despite this 

insignificance, the reduction in the path coefficient between personal innovativeness and 

behavioral intention-selling from -.13 (structural model Figure 7) to -.03 (Figure 9) 

represented support for a tnoderating impact of collectivism. As it was proposed that 

collectivism will negatively influence (reduce the strength of relationship between 

personal innovativeness and behavioral intention) the relationship between personal 

innovativeness and behavioral intention, therefore, it can be argued that a reduction in the 

path coefficient depicted the presence of the moderating impact, though not a significant 

one. 

This said, however, a question remains: why was the moderating impact 

significant in the intention to adopt online buying model and not in intention to adopt 

online selling model? A plausible explanation for this finding can be that the strength of 

relationship between personal innovativeness and behavioral intention in the intention to 

adopt online buying model (path coefficient -.16, t-value 2.65) was greater than that of in 

the intention to adopt online selling model (path coefficient -.13, t-value 2.44 ). 

Collectivisn1 did moderate the relationship, but owing to different nature of relationship 

between the personal ilmovativeness and behavioral intention (intention to adopt online 

buying tnodel and intention to adopt online selling tnodel), however differently in both 

n1odels. 



Table 41 
Descriptive Statistics-Constructs' Mean Values 

Construct 

Personal Innovativeness (PI) 
Perceived Ease of Use-Intention to Buy Online (PEUB) 
Perceived Usefulness-Intention to Buy Online (PUB) 
Information Privacy-Security Intention to Buy Online (PRSB) 
Behavioral Intention Buying (BIB) 
Perceived Ease of Use-Intention to Sell Online (PEUS) 
Perceived Usefulness-Intention to Sell Online (PUS) 
Information Privacy-Security Intention to Sell Online (PRSS) 
Behavioral Intention Selling (BIS) 
Individualism/Collectivism (IDV) 
Uncertainty Avoidance (UAI) 
Masculinity/Femininity (MAS) 
Note. The scale of items making up each ofthe constructs was between 1-5. 

Mean 

2.96 
3.43 
3.6 
3.8 
3.45 
3.14 
3.02 
3.67 
2.41 
3.05 
4.04 
3.57 
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Perceived 
Usefulness 

H2c .77** 

Perceived Ease of 
Use 

Hsa.02 N.S. 

Personal 
Innovati veness 

Information 
Privacy-Security 

Intention to 
Adopt Online 
Buying (BIB) 
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------------------------------------·----
Figure 8. Structural model along with 1noderating cultural constructs-Intention to adopt 
online buying. Note.**= significant atp-level .01; *=significant atp-level .05; 1 = 

significant atp-level .10; N.S. =not significant. 



Perceived 
Usefulness 

H2d .66** 

Perceived Ease of 
Use 

Personal 
Innovati veness 

Information 
Privacy-Security 

Intention to 
Adopt Online 
Selling (BIS) 
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Figure 9. Structural model along with moderating cultural constructs-Intention to adopt 
online selling. Note. * * = significant at p-level .01; * = significant at p-level .05; 1 = 

significant at p-level .1 0; N.S. =not significant. 



143 

Another possible reason, somewhat cmmected to the preceding, can be the nature 

of the dependent construct itself; it can be the case that as participants had already 

perceived (maybe because of using) online buying more in aligmnent with their everyday 

life practices, so the cultural value of collectivistn influenced significantly the 

relationship between personal innovativeness and behavioral intention. Online selling 

was perceived (perhaps due to lack of use or exposure) not in alignment of everyday life 

practices and thus the effect of cultural values was not significant. Yet another reason can 

be the very nature of buying and selling. As different processes (e.g., nature of 

information and money flows) are involved in buying compared with selling, it can be 

suggested that these differences may have resulted in a differing moderating effect of 

collectivism. The preceding reasons and/or explanations need further examination, and 

associated substantiation so a more concrete stance can be taken regarding the 

1noderating impact of collectivism. This stance can shed light on the moderating role of 

collectivism, particularly, in a situation where two different but related practices are 

involved such as the situation present in this study having online buying and selling as 

two separate dependent constructs with associated independent, mediating, and 

moderating constructs. 

According to Kale and Barnes (1992), cultures with high uncertainty avoidance 

show a resistance to change. Adoption of online buying and selling can be an important 

change for 1nany people and having an aversion to uncertainty, which is usually 

associated with the adoption of any new practice, can hinder the adoption. It was thus 

predicted that uncertainty avoidance will negatively n1oderate the relationship between 

personal im1ovativeness and behavioral intention. The satnple was oriented towards 
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certainty (M = 4.04, Table 41 ), i.e., high in unce11ainty avoidance and with tnoderate 

personal innovativeness (M = 2.96, Table 41 ). A significant influence of uncertainty 

avoidance on the relationship between personal innovativeness and behavioral intention 

at p-level of .05 was found; the path coefficient was .09 with at-value of 1.65 (Figure, 8). 

The path coefficient changed from -.16 (t-value 2.65) to .09 (t-value 1.65). The change in 

the sign of path coefficient represented the negative impact of uncertainty avoidance. No 

such significance was found in case of the intention to adopt online selling model where 

the path coefficient was -.06 with at-value of .95. However, the change in the path 

coefficient was in the predicted direction. That is, uncertainty avoidance negatively 

1noderated the relationship between personal innovativeness and behavioral intention. 

The difference in impact (only in terms of magnitude) of uncertainty avoidance on the 

relationship between personal innovativeness and behavioral intention in buying and 

selling models 1nay have emerged due to differing conditions surrounding the dependent 

construct, specifically, the phenomenon of buying versus selling. Perhaps perception 

toward intention to sell online was being shaped by factors different from intention to buy 

online, factors that presumably resulted in the relationship between personal 

innovativeness and behavioral intention having a difference in magnitude as well as in 

terms of the moderating influence of uncertainty avoidance. There can be an influence of 

another construct, such as subjective norm3
, on online buying-an influence that was not 

presun1ably present in the case of online selling as most of the participants were not 

exposed to selling in their everyday life. 

3 "Person's perception that most people who are important to him think he should or should not perform the 
behavior in question" (Fishbein & Ajzen, 1975, p. 302). 
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Another predicted tnoderating impact was of tnasculinity on the relationship 

between personal i1u1ovativeness and behavioral intention. Masculine orientation is 

tnanifested tlu·ough the inclination towards the acquisition of new products and 

teclmologies (e.g., Steenkamp et al., 1999), and this acquisition also detnonstrates 

achievetnent to the individual (Yeniyurt & Townsend, 2003). The subjects in this study 

displayed an overall masculine orientation (M = 3.57, Table 41 ). The moderating impact 

of masculinity was not significant in either of the models (Figures 8 & 9). An interesting 

matter was that the path coefficient (between personal innovativeness and behavioral 

intention) in the intention to adopt online buying model was positive (.02, !-value .41, 

Figure 8) and negative in the intention to adopt online selling 1nodel ( -.03, !-value . 78, 

Figure 9). Despite having different and non-significant path coefficients, it can be stated 

that masculinity did have an impact as suggested by the change in the magnitude and 

direction of the coefficients. However, the preceding assertion needs further exmnination 

in future studies. This finding may have resulted due to the nature of the methodology 

used in analyzing the moderating impact of culture and/or weakness in the 

operationalization of the cultural construct of masculinity. 

Perceived ease of use (PEU). The role of perceived ease of use is quite contested 

but despite the controversy about its role, its importance in the adoption process cannot 

be downplayed. Perceived ease of use shows the perception of a person about the extent 

to which use of a particular technology will be free of effort (Davis, 1989). It is related to 

the ideas of ease of use, ease of learning, and flexibility (Gefen & Straub, 2000), the 

concepts that are associated directly with the technology or practice in question. 

According to Gefen and Straub this is a noteworthy point because the direct (close) 
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association of perceived ease of use with the technology itself necessitates that a 

researcher distinguish between the task and the teclmology used to acco1nplish the task. It 

is this conception that, according to Gefen and Straub, has led to conflicting findings 

relating to perceived ease of use in adoption research. That is, if a research examined the 

adoption of a technology (e.g., effectiveness of searching information on a specific Web 

site) that was an end in itself (task was embedded in the technology) then most probably 

perceived ease of use emerged as a significant determinant of adoption (or intent to 

adopt). However, the case in which the task was not embedded in the technology (e.g., 

buying and selling online) then perceived ease of use, owing to its intrinsic nature, may 

not appear as an important predictor of the intention to use. 

To delve more on the above, a brief discussion is presented about some of the 

research studies that used perceived ease of use as one of the predictors of intention to 

adopt a technology. For example, a study by Rose and Straub (1998) investigated 

personal computer (PC) utilization in the Arab World. The primary purpose of the study 

was to identify the factors the influence the utilization of the PC. It can be argued that in 

the study of Rose and Straub PC utilization represented a task that was embedded within 

the technology (PC) and hence ease of use should have a significant impact on the 

utilization that it had-a line of reasoning supported by Gefen and Straub's (2000) thesis. 

Karahanna, Straub, and Chervany (1999) investigated the pre-adoption and post-adoption 

beliefs of potential adopters and users in relation to a new technology. They found that 

there were differences in tenns of the set of factors that influenced each category, i.e., 

potential adopters and users. For instance, in the case of potential adopters normative 

pressures played a key role in influencing the intention to adopt, whereas attitude played 
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the satne role in the case of users. As the adoption and continued use of a technology 

(Windows 3 .0) was the prhne concern of this study (n1aking the technology as an end 

rather than a means); therefore, perceived ease of use should have had a significant 

itnpact on adoption and use of technology. Karahanna et al. found the effect of perceived 

ease of use to be significant in the potential adopters' category but not for users. Though 

the impact was significant in one category, nonetheless, the study exhibited a case in 

which the technology was an end and not a means. 

In the current study, perceived ease of use was not significant either in the 

intention top adopt online selling model or intention to adopt online buying model at p

level of .05; however, it was significant at .1 0 p-level (Figures 6 & 7). A possible 

explanation for this insignificant in1pact can be given in the light of what has been 

presented above. That is, online buying and selling represent a task that is not embedded 

in the Web-which is the technology in question. The Web is used as a means to buy or 

sell something so the outcome (intention to adopt online buying and selling) is distinct 

from the Web itself. Another plausible explanation can be a possible deficiency in 

theoretical meaningfulness of this construct emerging while operationalizing this 

construct. Nevertheless, the first explanation seems to be more in line with the theoretical 

reasoning derived from the past studies as well as the empirical evidence gathered from 

the current study. 

Regarding cultural factors, it was hypothesized that masculinity will n1oderate the 

relationship between perceived ease of use and behavioral intention. The cultural trait of 

tnasculinity represents the disposition towards earnings, recognition, advance1nent, and 

challenge (Hofstede, 1997). Perceived ease of use shows the orientations towards ease, 
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care, and relations: all that relate it to the opposite of masculinity, which is femininity, a 

trait that places value on relations, cooperation, and ease. In view of the foregoing, it can 

be suggested that masculinity will have a negative relationship with perceived ease of use 

and may also reduce the strength of the relationship, if present, between perceived ease of 

use and behavioral intention. 

The analyses of the structural models (Figures 8 & 9) showed partial support for 

the above-mentioned thesis. The path coefficient between perceived ease of use and 

behavioral intention changed from .20 to -.17 in the intention to adopt online buying 

model (sig.p-level.01, Figure 8), and from .12 to -.02 in the intention to adopt online 

selling model (n.sig. Figure 9). The changes in the path coefficients, that is, from positive 

to negative probably showed support for the above-discussed argument. Masculinity had 

a negative impact on the relationship between perceived ease of use and behavioral 

intention, though it was significant only in the buying model. Nonetheless, basing on the 

findings, it can be stated that an inclination toward the acquisition of material things and 

status (a masculine tendency) can reduce the influence of a perception based on the 

importance of ease, relations, and care (as the case in perceived ease of use). 

Perceived usefulness (PU). Perceived usefulness represents the perception of an 

individual pertaining to the benefit that can be gained by adopting a new practice. 

However, the perceived benefit need not to be strictly related to the practice in question. 

More specifically, perceived usefulness of a practice is formed by keeping in view the 

factors that are related to some other facets of an individual's life and s/he considers the 

adoption of current practice as adding value to those other facets (see e.g., Gefen & 

Straub, 2000). Perceived usefulness was found to have a significant positive influence on 
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behavioral intention both in the buying and selling tnodels. The value of path coeff1cients 

in intention to adopt online buying tnodel was 0.56 and in the intention to adopt online 

selling tnodel was 0.55 (significant at p-level of .01 ). An important point to consider was 

that the majority of the participants in this study were not using the Web for selling (see 

Table 15) but still its usefulness, which may have an impact on some other facets of life, 

played an itnportant role in shaping the intention to adopt online selling. In the case of 

intention to adopt online buying, however, the participants may have experienced its 

usefulness by using it. In the case of those who did not experience it, they probably still 

considered it itnportant and beneficial for their life, thereby leading to a favorable 

intention toward buying. These findings were consistent with the findings of numerous 

research studies of the past. Gefen et al. (2003) posited that perceived usefulness, 

perceived ease of use and trust, and other constructs will have an influence on the 

intention to purchase online. The subjects were experienced repeat online shoppers and 

perceived usefulness emerged as the most significant direct predictor of intended use. 

In another research study, McCloskey (2006) examined the role of ease of use, 

usefulness, and trust in electronic commerce usage. She found that perceived usefulness 

together with trust had a noteworthy influence on usage, whereas perceived ease of use 

had an impact on both perceived usefulness and trust but not on electronic commerce 

usage. Having the findings pertaining to perceived usefulness in line with the findings of 

other research studies strengthened the nomological validity of the theoretical fi·amework 

of this study as well as of the network of hypothesized relationships as presented in both 

n1odels-buying and selling. 
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It was hypothesized that the cultural trait of masculinity will moderate the 

relationship between perceived usefulness and behavioral intention. This position found 

support in the intention to adopt online buying 1nodel (sig. p-level .05), whereas in the 

intention to adopt online selling model was supported at p-level of .1 0. The path 

coefficients between perceived usefulness and behavioral intention had the following 

values: .12 (buying model) and .08 (selling model). Masculine orientation develops an 

affinity toward advancement and achievement (e.g., Hofstede, 1997; Steenkamp et al., 

1999), whereas perceived usefulness indicates perception concerning the importance of a 

technology/practice in enhancing performance (Davis, 1989) and advancement (Srite & 

Karahanna, 2006). The presence of a moderating affect of masculinity did support the 

reasoning postulating a connection between perceived usefulness and masculinity and 

also strengthened the nomological validity of the theoretical framework of this study. 

Information privacy-security. Information privacy-security captures the users' 

concern regarding access to personal information as well as their perception pertaining to 

the mechanisms in place to safeguard the information from intrusions. Information 

privacy-security has been and is becoming a very important research topic. Though 

nu1nerous studies have analyzed it, there is still a lack of a coherent theoretical and 

operational framework that could be used to examine the role of information privacy-

security in shaping individual behavior. 

It was proposed in this study that information privacy-security concern will have a 

negative impact on the behavioral intention of users. This hypothesis did not find support 

in either of the models; in the intention to adopt online buying n1odel the coefficient was 

in the predicted direction (Figure 6), but in the intention to adopt online selling model it 
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was not though it was significant at the p-level of .1 0 (Figure 7). Lack of a significant 

effect of infonnation privacy-security has been noted in other studies, too. For example, 

McCloskey (2003/2004) stated that despite having a mention of privacy-security 

concerns in the literature, as an impediment to electronic commerce adoption, these 

concerns (in her study) did not appear to have a noteworthy influence on electronic 

commerce participation. 

In a study by Miyazaki and Fernandez (200 1 ), information privacy and security 

concerns were proposed to be negatively influencing online purchase rate. They found 

that though privacy was an important concern it still did not have a significant impact on 

the online purchase rate, whereas system security (a dimension of security in their study) 

had a significant impact. 

In the context of aforementioned studies as well as the findings of this study, 

some plausible explanations can be given: though the participants considered the concern 

of information privacy-security important enough that it appeared in the predicted 

direction (intention to adopt online buying model), however this concern was still not as 

deeply rooted among the participants that could make it a restraining factor as far as 

intention to buy online is concerned. Another possible reason can be the sample itself, 

that is, as the sample was a student population with majority of them (58.6o/o) between 

17-22 years (Table 14) they may even not have considered the concern of infonnation 

privacy-security in way that a population more tnature in age may have considered it. In 

terms of intention to adopt online selling model, the coefficient was significant (p-level 

.1 0) but not in the predicted direction. Perhaps, owing to the non-use of selling (see Table 

15), the participants did not view the information privacy-security in the sa1ne way as 
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they did in the case of buying: a staten1ent that needs further exan1ination in future 

research. It can be the case that people perceive the same factors relating to a 

phenon1enon in a way dependent on either the present use of the phenon1enon or its 

prospective use. Most of the participants in this study were not planning to use the Web 

for selling in the future (Table 15) and perhaps this disposition toward selling have led 

them not to view infonnation privacy-security concern in a way that was the case in 

buying. Another reason of having this nature of findings can be the instability of the 

measuring scale itself, that is, the scale failed to measure the information privacy-security 

concern in a consistent 1nanner. Despite having a set of findings that went against 

predictions, I believe that they have opened some interesting avenues for future research. 

For instance, it would be worthwhile to see whether a construct behaves 

differently depending on the dispositions of people toward another, related construct. 

Also, a closer examination of the operational measures of information privacy-security 

concerns is needed to ascertain their validity, which could sustain itself beyond the 

confines of one or two studies. 

From a cultural perspective, the dimension of individualism/collectivism has 

pertinence to information privacy-security. People having an individualistic orientation 

rely on fewer associations to shape their identity; in other words the identity is closer to 

ones own self rather than the self of others as can be the case for individuals with 

collectivistic orientation. This continuum of individualism/collectivistn can leave an 

in1pact on the perceptions of people regarding information privacy-security concern and 

its relationship with another construct, which was behavioral intention to buy and sell 

online in this study. 
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It was hypothesized that the relationship between infonnation privacy-security 

concern and intention to buy and sell online will be significantly weaker in the presence 

of collectivistic values, a stance that did not find support in either of the models. The 

sample displayed a moderately collectivistic orientation (M = 3 .06, Table 41) and a high 

concern for information privacy-security in the cases of both the intention to adopt online 

buying model and the intention to adopt online selling model (Mbuying = 3.8, Mselling = 3.6, 

Table 41 ). Having a collectivistic orientation suggested that the negative relationship of 

information privacy-security concern with intention to buy and sell online should be 

positive-a position that was found to be present both in buying and selling but without a 

significance (in the intention to adopt online selling model it was significant at p-level 

.1 0). The coefficient of information privacy-security was .01 in the intention to adopt 

online buying model and . 06 in the intention to adopt online selling model (Figures 8 & 

9). The coefficient values were different in both models but quite similar to the ones in 

the models without the moderators (Figures 6 & 7). The notable fact was the change of 

coefficient sign in the case of the intention to adopt online buying model, representing, 

perhaps, a moderating impact of collectivistic values. This change did not appear in the 

case of the intention to adopt online selling model; this could have happened either due to 

the issues associated with the dimension of information privacy-security that are 

discussed above. Regarding the intention to adopt online selling model, it is difficult to 

state with confidence anything more about the moderating impact of culture, a finding 

that requires future investigation to have a better understanding of the 1noderating impact 

of individualisn1/collectivis1n. 
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Construct Having Mediating Influence 

Perceived usefulness (PU). Mediators convey the influence of one factor toward 

another. To mediate, it is important that a mediator has a relationship with both, that is, 

one whose influence is being mediated and the otherto whom it is being n1ediated. The 

role of perceived usefulness as a mediator needs to be first examined by studying 

perceived ease of use, as it is perceived ease of use whose influence is being mediated. 

Davis, Bagozzi, and Warshaw (1989) compared the theory of reasoned action (TRA) and 

the technology acceptance model (TAM), and analyzed the constructs of TRA and TAM. 

They wrote that perceived ease of use will influence the behavior through self-efficacy 

and instrumentality. The easier a system to use, greater will be the self-efficacy or sense 

of control over the use of a system. This feeling will directly impact the user's intention 

to use a system. Instrumentality, on the other hand, represents the role that the use of a 

system has in enhancing the performance. Davis et al. (1989) were of the opinion that 

instrumentality, which originates from perceived ease of use, will impact the intention 

through perceived usefulness. As perceived usefulness depicts the effectiveness of a 

technology in increasing the overall performance of a worker, along with potential 

benefits that may not relate directly to the task at hand, instrumentality arising from the 

perception of ease of use should travel through usefulness. This assertion was supported 

through various studies (e.g., Chin & Gopal, 1995; Pagani, 2004; Venkatesh & Davis, 

1994), and corroborated further in the current study. 

The tnediating role of perceived usefulness was significant in both tnodels, though 

the coefficient of path from perceived ease of use to perceived usefulness was higher in 

value (0. 77) in the intention to adopt online buying model cotnpared to that of the selling 



model (0.66) (Figures 6 & 7). These path coefficients were significant at p-level of .01 

with corresponding t-values of 12.24 and 12.05 for buying and selling tnodels 

respectively. 
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Keeping in view the very low use of the Web for selling in this study (Table 15), 

the preceding finding was quite interesting. Though the majority of participants did not 

use or plan to use the Web for selling, still the perception of its ease of use significantly 

impacted the perception of usefulness. It can be the case that the instrumentality of using 

the Web for selling was considered important in increasing the collective effectiveness of 

Web buying and selling for other Web related or everyday life activities. In line of the 

discussion on the mediating role of perceived usefulness, as presented in Davis et al. 

(1989), it can be asserted that even if the direct effect of ease of use was not noteworthy 

on intention , its influence in the form of instrumentality can impact perceived usefulness 

and thus the intention. This finding possibly speaks to the two-dimensional influence of 

perceived ease of use as presented by Davis et al. The significance of structural paths 

joining perceived ease of use and perceived usefulness has added strength to the 

nomological validity of the theoretical framework of this study; furthermore, emergence 

of the significant mediating role of perceived usefulness has also increased the validity of 

its role as a mediator which has also been validated in various other studies (e.g., Gefen, 

1997; Moore & Benbasat, 1991; Venkatesh, 1999). 

Demographic Variables 

Demographics are the characteristics that can be used to describe, identify, and 

classify a population. Use of detnographic variables enable a researcher to fonn sub

groups within a target population and then to analyze the itnpact of these variables in 
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greater depth. One of the research questions in this study was to examine the relationship 

of demographic factors with the constructs, both predictors and criterion. To fulfill this 

purpose, infonnation pertaining to numerous demographics was gathered. For instance, 

data relating to age, gender, nationality, computer knowledge, Internet knowledge etc. 

was examined to identify trends, if any. 

Gender was found to be acting differently in terms of personal innovativeness, 

perceived ease of use, perceived usefulness (selling model), information privacy-security 

concern, behavioral intention (selling model), and individualism/collectivism (Table 17). 

Males were found to be having more innovative orientation towards online buying and 

selling (Mmate=2.79) compared with females (Mfemale= 3.04); likewise males perceived 

both online buying and selling easier to use (Mbuying= 3.61, Mselling= 3.29) cmnpared with 

females (Mbuying= 3.34, Mselling= 3.06). Females seemed to be 1nore concerned about 

infmmation privacy-security (Mbuying = 3.87, Mselling = 3.73) compared with males (Mbuying 

= 3.65, Mselling= 3.55). In terms of reasons to use the Web for buying, convenience was 

regarded differently by females as compared with 1nales (Table 16). Males considered 

convenience as a more important reason to use the Web for buying compared with 

females (Mmales = 2.18, Mfemales = 1.87). 

Nationality, another variable, was quite important within the context of this study. 

In the current study, cultural values were 1neasured at the individual level and national 

level country scores were not used; therefore, it was important to use nationality to 

exatnine differences in the participants' cultural values. This was important as based on 

that examination, the validity of the clai1n that national level cultural values cannot be 

used to predict the individual level behavior could have been tested. Interestingly, no 
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significant difference was found between A1nerican and international students on the 

cultural dimensions of uncertainty avoidance and masculinity, while there was a 

significant difference on collectivis1n (Table 17). This finding showed plausibly that it is 

not necessary that individuals belonging to a certain country 1nay exhibit the cultural 

orientation of that country-a thought that has been expressed elsewhere, too (e.g., 

McCoy et al., 2005). Another possible reason for not having any difference can be the 

sample; that is, there were 324 Americans compared to 82 international students, the 

international students further included participants from 14 different countries. This 

diversity of participants within the international sample may have muddled the cultural 

values and therefore no difference emerged. Rettie (2002) noted that people can assume 

n1ultiple identities while using the Internet; suggesting that the Internet allows a user to 

act in a virtual environment differently than the face-to-face. He also stated that there is 

an emerging culture that is specific to the Internet. In view of Rettie's arguments, it can 

be posited that as the subjects were asked about an Internet-related technology (Web), the 

disposition of the subjects toward that technology was almost homogenous, thereby 

showing no difference between American and international students. 

Computer knowledge and Internet knowledge were the other two variables that 

were studied for their influence. Having more knowledge of a certain technology or 

practice should, logically, increase the probability of using that technology provided that 

the user evaluated it positively. Li et al. (1999) proposed that the knowledge of a channel 

(which was the Web in their study) would increase the prospects of its use-an assertion 

that was supported when tested e1npirically. C01nputer knowledge and Internet 

knowledge both were found to significantly influence c01nputer use and the Internet usc, 
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respectively (Table 18). Fr01n a logical standpoint of view, n1ore knowledge of a 

teclmology should also affect the perceptions that are related to s01ne other dimensions of 

that teclmology. For example, more la1owledge of the Web should develop a positive 

evaluation of its usefulness, ease of use, and actual usage. The perceptions of ease of use 

and usefulness did have a significant variance once computer and Internet knowledge 

were considered (Table 18). More favorable perceptions were present at the higher levels 

of knowledge, a finding that was also true in the case of personal innovativeness. A 

noteworthy role of knowledge is important from a theoretical as well as a practical 

perspective. This finding asks for a careful consideration of participants' knowledge 

when drawing inferences about the research questions and of the pivotal role of 

knowledge in developing a favorable attitude towards a practice and/or technology. 

Contributions 

Contribution to research. The contributions of this study to research can be 

found from two disciplinary lenses: one is of Library and Information Science and the 

other is of Information Systen1s. This demarcation was considered necessary in order to 

link the findings to the theoretical streams that are relevant to each of the above 

mentioned disciplines. Library and Information Science (LIS) is concerned with the 

interaction among bibliographic records, users, and intermediaries (Hj0rland, 2003 ). 

However to achieve this objective a librarian/information professional should have a 

clear understanding of the organized infonnation (bibliographic records) and then the 

user. 
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Library and inforntation science (LIS). Based on the purpose of LIS as 

postulated by Hj0rland, it can be argued that studies examining the user, intermediary, 

and bibliographic records (UIB), either in conjunction to each other or in isolation, 

should be of great value. These studies will increase our understanding of the nature of 

the UIB interaction itself and of the elements that are involved in it. Elaborating a bit 

further, studies analyzing user behavior (e.g., information behavior, adoption behavior

with a particular emphasis on the factors that either inhibit or foster the adoption of a 

technology/practice), intermediary (e.g., librarian, catalogue, book shelves, the Web and 

so on), and bibliographic records (classification systems and the resulting organization of 

information) will enhance our understanding of the UIB interaction at a higher level of 

analysis along with a holistic view of the interrelationship among the three constituents of 

UIB interaction. The studies of such a nature can and may take place over a long period 

of time, thus building a strong foundation for the theory dealing with human information 

behavior, in particular, and library and information science, in general. Having said that 

and providing the context, it is reasonable to state that the current study has specifically 

contributed to two facets ofUIB interaction. By studying the behavioral intention, the 

current study has brought to fore the information regarding the behavior and its 

relationship with some of the factors that impinge on it to give it a certain shape when the 

behavioral disposition is evoked in the context of a certain task, which was intention to 

adopt online buying and selling in the current case. Within certain para1neters, that is, 

having a sitnilar kind of satnple and setting as set forth by the context of this study, it can 

be stated that a user's behavior receives influence fro1n factors that can be unique to ones 

personality. For example, personal innovativeness, perceived ease of use (pertinent to the 



present task or matter at hand), and perceived usefulness (related to the present task as 

well as its relationship with other life matters). From a user's behavior standpoint, 

behavior takes a certain shape in a given context having influences from both personal 

and situational factors. 
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Another important dimension of UIB is the intermediary. The intermediary can be 

any entity, whether human or artificial, that facilitates the interaction between the 

bibliographic records and the user. Thus a librarian, card catalogue, book shelf, and Web 

all are intermediaries. The current study evaluated the use of the Web for buying and 

selling. Users were asked whether they would like to use the Web for buying and selling, 

thus making the Web an intermediary between the user and the task (buying and selling). 

However, the Web, on the other hand, also serves as a card catalogue because the 

information is organized on the Web and the Web pages containing that information are 

indexed so that a user can access the information. Therefore, like a card catalogue, the 

Web enables a user to identify the location of needed information (relevant Web page) 

and to access it. Having explored the factors that can hinder or facilitate the use of the 

Web for performing a certain task (e.g., buying and selling) can aid in understanding its 

use for the tasks that are quite pivotal in libraries and other information organizations; for 

example, searching for particular book/periodical/media items, seeking information on a 

topic, or simply browsing using the Web. Keeping in view the different nature of tasks, it 

is quite possible that the efficacy of the Web in performing these tasks will be different 

from the one found in this study. In an increasingly virtualized environtnent, libraries and 

infonnation organizations are using the Web to disseminate information about their 

services, to provide access to information resources, and to organize their collections. 
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Knowledge of the factors that can increase the usability of the Web, for exa1nple through 

ease of use and usefulness, can help in designing the Web that will be user friendly on 

one hand and an effective disse1ninator-organizer-marketer on the other. 

biforntation systems. Information Systems (IS) has charged itself with the 

objective of designing systems that can serve the information needs of users. 

Commenting on the nature of IS as a discipline, Gregor (2006) noted that this discipline 

is at the intersection of knowledge about artifacts and knowledge of human behavior-an 

assertion that speaks to the importance of connecting the artificial, social, and natural 

worlds. This kind of connection helps to design information systems that are sensitive to 

subtleties of human behavior and properties of contextual environment in which a syste1n 

is going to be installed. Once a system is designed to serve user information needs, the 

realization of a system's objective depends on its adoption and subsequent use. 

The Web is a kind of information syste1n that bel ps a user to create, disseminate, 

and store information. According to Ranganathan and Ganapathy (2002), the Web is a 

storehouse of information, suggesting that it performs some of the functions of an IS. 

However, the Web's ability to perform its function rests on its adoption. Apart frmn the 

inherent characteristics of an IS, there are other personal, organizational, and cultural 

factors that also influence the adoption of an IS. 

In the virtual environment, the Web plays a pivotal role in facilitating and 

cmnpleting various tasks, e.g., buying, selling, information seeking and searching. Online 

buying and selling is one of the tasks that is accomplished using the Web. In view of the 

in1p01iance of Web adoption, the research on online buying and selling has extensively 

focused on this issue. During these explorations, as noted by Cheung et al. (2005), 
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scholars have used factors that were related to personality, tnedium, product/service, 

enviromnent, and tnerchant/intermediary to examine their impact on intention/adoption. 

Despite having a plethora of studies on online buying and selling, the research on it is 

considered to be fragmentary along with contradictory findings (Cheung et al., 2005; 

Monsuwe et al., 2004). One of the factors contributing to this state is the lack of a 

theoretical framework, that is, a framework including such a store of concepts, which 

could link all the involved concepts to the intention/adoption in a clear manner. Witness 

to this is the role of culture in the online buying and selling adoption research. The role of 

culture in the adoption of online buying and selling is not yet clear because culture was 

conceptualized at the national level and subsequently this level was considered to be 

influencing the individual's adoption of online buying and selling. This approach resulted 

in the lack of a theoretical link between individual cultural values and the adoption of 

online buying and selling (e.g., Srite, 2000). 

The present study has used the well-established theoretical streams of diffusion of 

innovations and technology acceptance model to develop models that could represent, 

partly, the factors that influence the intention to adopt online buying and selling. This 

theoretical framework may prove to be a good foundation for future research on online 

buying and selling, as it has integrated the concepts from diverse, yet relevant, traditions; 

an effort considered by Douglas, Morrin, and Craig (1994) to be of value in constructing 

a valid theoretical fran1ework. 

Additionally, cultural values were conceptualized at an individual level and 

thence a set of statetnents were developed that provided plausible theoretical links 

between the intention to adopt online buying and selling and individuaJ .. Jevel cultural 



values. This study has thus n1ade a two-fold theoretical contribution to IS. One is the 

developn1ent of a more concerted model to study online buying and selling, and the 

second is to theoretically link cultural values with the adoption of online buying and 

selling in particular and the adoption process in general. 

Contribution to practice. 
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Library and information science (LIS). A founding principle of library and 

information science practice is to satisfy the user's information needs. To achieve this 

objective, collections are developed, reference services are provided, and other 

products/services as necessary are offered. In the post-Web era, access to collections 

(including information about their placement and access if available online) is provided 

using Web sites. The reference staff, on the other hand, is increasingly serving users not 

strictly in terms of satisfying information needs but also facilitating the user's whole 

experience while they are either at the library or accessing its catalogues electronically 

from a distant place. As users are using the Web for accessing the information resources 

of a library, assessment of ease ofuse and usefulness ofthe library's Web site is quite 

important. In the current study, perceived usefulness's role in the adoption of the Web 

was noteworthy, suggesting that having an assessment of a Web site's usefulness (from a 

user's point of view) can help in determining the extent to which the Web site will satisfy 

the user's information needs. Besides that, the usefulness of a Web site can even be 

pron1oted so that its use can be increased. Though ease of use was not as significant as 

required by conventional statistical principles, its role in increasing the use of the Web or 

another technology cannot be ignored. It is therefore suggested that both ease of use and 

usefulness of the Web in a library setting should be assessed and then pr01noted to 
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increase its use to access library collections and other online inforn1ation resources. In 

doing so, it would be worthwhile to consider the differences in the roles of perceived ease 

of use and usefulness that can e1nerge depending on the use of the Web as a n1eans or an 

end (as discussed in the section titled constructs having direct influence). Extending this 

line of reason a bit further, it will be important to state that usefulness of the library's 

collections should be promoted to increase the likelihood of use. On the other hand, ease 

of use of the library's services, e.g., interlibrary loan, Web site and so on should be 

showcased. Finally, while offering services and resources, segmentation of the user 

population can be done on the basis of pre-assessed de1nographic, personal, and possibly 

cultural traits to enhance the effectiveness of the library/information organization's 

services in meeting users' information needs. 

Information systents. Design of an information system is of such an important 

nature that it must be carefully crafted to increase the chances of creating what is needed 

and also having a system accepted by a user community. Then design phase has to 

include the elements that are relevant to the purpose of a system and its prospects of 

adoption. The afore-mentioned considerations also apply to Web sites. The ubiquitous 

use of Web sites, as an information system or an interface between a system and a user, 

to serve diverse needs of users makes it important to consider the design phase very 

carefully and take into consideration a systen1-user perspective. 

The present study has placed an enormous importance on the adoption of online 

buying and selling using the Web. In doing so, it occurred that factors relating to the 

design of a Web site, e.g., ease of its use, visible information privacy-security features, 

along with in-built infonnation privacy-security mechanisms, play an iinportant role in its 
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use. Usefulness, in this study, was not directly related to the design of a Web site. 

However, keeping in view its influence on the everyday life activities, it can be stated 

that consideration of usefulness of a system in meeting the imn1ediate and non itnmediate 

task can be of great value at the design stage. Fron1 an adoption point of view, a well

integrated tnechanism should be in-built in a syste1n to protect information privacy

security. The information about this mechanism should be displayed visibly on the Web 

site. Consideration of ease of use, usefulness, and information privacy-security, among 

other, factors at the design stage can be helpful in developing an information system that 

will be welcomed by a user population. 

Pre-tests (alpha and beta) of an inforn1ation system can help in assessing its 

effectiveness in achieving the objective and analyzing the users views about using that 

syste1n. Depending on the characteristics of a system as well as the user population, pre

tests can be very challenging and sometimes even difficult to do. This study has found 

(like many previous studies) that people having innovativeness are quite receptive to the 

idea of using a new technology/practice and also in its adoption. In the case where it 

would be difficult to perform pre-tests it can be helpful to identify a user population with 

innovativeness. This can help to do the pre-test and also to have users' views about the 

system. 

Limitations 

Limitations of a study inforn1 a reader about the parameters within which the 

findings should be understood and interpreted. This helps a reader to clearly see the 

context and scope of a study. To achieve this purpose, litnitations of this study were laid 

out. Findings of a study are usually of great interest, as they can help both in theory and 



application. However, to do so, the sphere of generalizability should be ascertained 

clearly, which involves paying careful attention to sample characteristics and the 

behavior of constructs in the study. 
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Population characteristics determine the extent of generalizability. In the current 

study, the target population was a student body at a mid-western university, representing 

certain demo graphical and cultural values. It is quite possible that if the same 

phenomenon (online buying and selling) is studied in a different population (e.g., 

working professionals or housewives) a different set of behaviors may emerge. 

Therefore, it is cautioned that the findings of this study are not generalizable to every set 

of population, which is one ofthe limitations of this study. 

International students were an important part of the sample. There were students 

from 14 different countries as well as 324 Americans. In consideration of the large 

number of countries represented through international students, it can be quite possible 

that responses regarding cultural values may have led to a mixed-up view about the 

individual cultural orientation of the international students. This is not strictly a limitation 

but rather a stance that cautions the reader about a population characteristic that may have 

played a significant role in shaping the final analysis. 

Another limitation was the muddled role of information privacy-security. A 

majority of the participants (see Table 15) considered it an important concern; however, 

its role in the structural model remained unclear. Though there was a directional support 

for its postulated role in the intention to adopt online buying n1odel it was not significant; 

on the other hand, information privacy-security was found to have a significant inf1 uence 

(p-level .1 0) in the intention to adopt online selling 1nodel but this inf1uence was not in 



the predicted direction. This may have appeared either due to the lack of theoretical 

correspondence between the scale of infbnnation privacy-security and the concept of 

infonnation privacy-security or due to the characteristics of the sample population-a 

finding that needs further examination in future research. 

Suggestions for Future Research 
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The suggestions below developed while analyzing the data, writing results, 

looking back at the literature, observing research questions in the light of findings, and 

then drawing conclusions. These suggestions speak to some of the riddles found in the 

data and also to theoretical underpinnings developed in this study and discussed in the 

literature. 

1. Validity of a model and the resulting findings greatly rest on a re-test done 

in a setting similar to the original study. To assess the validity of the 

model and ensuing findings, it is therefore proposed that it should be re

tested with a different population but having a setting similar to this study. 

2. The nature of a task can affect the behavioral disposition of the users-a 

matter that needs further examination. It is suggested that a task quite 

different from buying and selling should be made a focal point of study, 

and then the adoption of the Web for accomplishing this task should be 

examined. A possible task can be matchmaking or socializing using the 

Web. 

3. It has been argued (e.g., Rettie, 2002) that the Internet has its own culture, 

and it is thus plausible that people rnay use two different set of values 

while interacting in-person compared with interacting online. To have a 
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better understanding of the role of cultural values in shaping intentions, 

the behavioral dispositions of people should be evaluated in relation to a 

task performed in two different settings. That is, a study including a 

comparison of buying and selling online versus buying and selling in a 

traditional market can be of great value. It can help in finding the unique 

patterns, if any, present in the ways the cultural values exhibit their 

influence in buying online versus buying in a traditional market. 

4. Analysis of cultural values with a population that has American and 

international students, but having international students from two or three 

countries. This kind of investigation may provide a better view of the role 

of national-level cultural values. It n1ay help to have a clearer idea about 

the cultural disposition at the group level (American compared with 

international). 

5. Information privacy-security was considered an important concern by the 

population; however, it did not appear to have a noteworthy impact on 

intention. In view of the importance of information privacy-security as 

depicted in this study and the literature, it is worthwhile to undertake 

research that includes both the theoretical examinational of the construct 

of infonnation privacy-security and development of a reliable 

measurement scale. 

6. The Web is already in use at libraries for seeking/searching for 

infonnation. It would be interesting to use son1e or all of the constructs 

used in the current research and the cultural values proposed in this study 
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to exan1ine inforn1ation seeking/searching behavior. Studies of this nature 

tnay help to enhance our understanding about hun1an inforn1ation 

behavior. 
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Survey 
Section I: Demographics 

-------------------============== 
In this section, I am interested in the demographic information about you. Please circle 
the option that best represents your answer. 

I. Gender: a. Male b. Female 

2. Age (please specify): 

3. Nationality? a. American b. Other (please specify) ------------------

4. Class Rank: a. Freshman b. Sophomore c. Junior d. Senior e. Graduate f. Other 

5. Major (please specify): -------------

6. You access Internet most of the time from which ofthe following places. (Please check one). 

a. Home b. Work c. School d. Friend/relative e. Cafe f. Other -----------

Section II: Computer & Internet Literacy 
================================--=========================================== 
In this section I am interested in the information about your computer and Internet 
literacy. Please circle the option that best represents your answer. 

7. Your knowledge about computers is: 

a. Excellent b. Very good c. Good d. Fair e. Poor 

8. If you use the computer, including online (Internet) and offline, e.g., word processing, spreadsheets etc., 
on average how many HOURS do you spend using computers per day? (please specify) 

9. Your knowledge about the Internet is: 

a. Excellent b. Very good c. Good d. Fair e. Poor 

10. If you use the Internet, on average how many HOURS do you spend using the Internet per day? 
________ (please specify) 

11. When you use the Internet, for which of the following purposes do you use it (please rank them, where 
1 being mostly used for, 2 commonly used for, 3 less frequently, 4 rarely and so on) 

a. Academic [ ] b. Entertainment [ ] c. Buying [ ] d. Selling [ ] 

e. Navigating/Surfing [ ] 

12. The main reason of using the Web for buying is (please rank them, where l being most important, 2 

important, 3 less important, 4 least important, and so on) 

a. Quantity of Information [ ] b. Quality of Information [ ] c. Organization of Information [ ] 

d. Convenience of Use [ ] e. Peer Pressure [ ] f. Price [ ] 

13. The main reason of using the Web for selling is (please rank them, where 1 being most important, 2 

important, 3 less important, 4 least important, and so on) 

a. Quantity of Information [ ] b. Quality of Information [ ] c. Organization of Information [ l 



d. Convenience of Use [ ] e. Peer Pressure [ ] f. Price [ ] 

14. Ifyou don't use the Web for buying, the main reason is (please rank them, where 1 being most 
important, 2 important, 3 less important, 4 least important and so on) 
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a. Information Security Concern [ ] b. Information Privacy Concern [ ] c. Lack of Knowledge of Web 
buying [ ] d. Too much Information [ ] e. No need [ ] 

15. Ifyou don't use the Web for selling, the main reason is (please rank them, where 1 being most 
important, 2 important, 3 less important, 4 least important and so on) 

a. Information Security Concern [ ] b. Information Privacy Concern [ ] c. Lack of Knowledge of Web 
selling [ ] d. Too much Information [ ] e. No need [ ] 

16. I am or will be using the Web more for buying than for selling (please select one) 

a. Strongly Disagree b. Disagree c. Neutral d. Agree e. Strongly agree 

17. Do you think that you are or will be using the Web more frequently for (Select one only) 

a. Buying b. Selling c. Buying and Selling d. Neither 

18. On average, how many times you bought an item from the Web in last year (Please give a number) 

19. On average, how many times you sold an item on the Web in last year (Please give a number) 

20. What products do you usually buy from the Web? 

Academic a. Strongly Disagree b. Disagree c. Neutral d. Agree e. Strongly agree 

Health a. Strongly Disagree b. Disagree c. Neutral d. Agree e. Strongly agree 

Entertainment/Travel a. Strongly Disagree 
e. Strongly agree 

b. Disagree c. Neutral d. Agree 

Auto a. Strongly Disagree b. Disagree c. Neutral d. Agree e. Strongly agree 

Others (Please specify) 

21. What products do you usually sell on the Web? 

Academic a. Strongly Disagree b. Disagree c. Neutral d. Agree e. Strongly agree 

Health a. Strongly Disagree b. Disagree c. Neutral d. Agree e. Strongly agree 

Entertainment/Travel a. Strongly Disagree b. Disagree c. Neutral d. Agree 

e. Strongly agree 

Auto a. Strongly Disagree b. Disagree c. Neutral d. Agree e. Strongly agree 

Others (Please specify) 
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Section III 
============================================================================ 
(1) Strongly Disagree (SD). (2) Disagree (D). (3) Neutral (N). ( 4) Agree (A). (5) Strongly Agree (SA). 

In this section, I am interested in the information about personal, technological, informational, and cultural 

factors that can influence the intention to use online buying/selling. Online buying/selling in this study is 

described as buying or selling of anything for personal use from Internet/Web/On line. 

SD D N A SA 
1) In general, I am among the last of my friends to visit a company's new Web site when it appears on the 

Web 
2 3 4 5 

2) Ifl heard that a new retail site was available on the Web, I would not be interested in buying from it 

2 3 4 5 

3) Ifl heard that a new retail site was available on the Web, I would not be interested in selling on it 

2 3 4 5 

4) Compared to my friends, I seek out relatively little information over the Web 

2 3 4 5 

5) In general, I am the last in my circle of friends to know of any retail Web site 

2 3 4 5 

6) I will visit a new company's Web site even ifl have not heard of it before 

2 3 4 5 

7) I know about new retail Web sites before most other people in my circle do 

2 3 4 5 

8) It is easy to purchase items over the Web 2 3 4 5 

9) It is easy to sell items over the Web 2 3 4 5 

I 0) Payments or delivery problems can be easily rectified with a Web vendor 

2 3 4 5 

11) Placing an order on the Web is easy to do 2 3 4 5 

12) Selling on the Web is easy to do 2 3 4 5 

13) Questions and problems can be easily addressed when making purchases over the Web 

2 3 4 5 
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14) Questions and problems can be easily addressed when making sales over the Web 

2 3 4 5 

15) Buying products over the Web is easier for me than purchasing them from a store 

2 3 4 5 

16) Selling products over the Web is easier for me than selling personally 

2 
.., 4 5 ..) 

17) Buying on the Web saves me time 2 3 4 5 

18) Selling on the Web saves me time 2 3 4 5 

19) Buying things over the Web is more convenient 2 3 4 5 

20) Selling things over the Web is more convenient 2 3 4 5 

21) Buying on the Web is useful because products can be easily found and purchased 

2 3 4 5 

22) Selling on the Web is useful because products can be easily advertised and sold 

2 3 4 5 

23) Buying on the Web makes my life easier 2 3 4 5 

24) Selling on the Web makes my life easier 2 3 4 5 

25) I worry about providing personal information when purchasing items over the Web 

2 
,., 

4 5 .) 

26) I worry about providing personal information when selling items over the Web 

2 3 4 5 

27) I worry about providing financial information when purchasing items over the Web 

2 3 4 5 

28) I worry about providing financial information when selling items over the Web 

2 3 4 5 

29) I will not buy on the Web without a security statement 2 3 4 5 

30) I will not sell on the Web without a security statement 2 3 4 5 

3 1) I am concerned about the security of the Web 2 3 4 5 



32) I buy from a Web site that has explicit security features, e.g., a lock sign, verisign stamp 

2 3 4 

33) I sell on a Web site that has explicit security features, e.g., a lock sign, verisign stamp 

2 3 

34) I intend to use the Web for buying 2 3 

35) I intent to use the Web for selling 2 3 

36) I intend to use the Web frequently for buying 2 3 

3 7) I intend to use the Web frequently for selling 2 3 

3 8) Given that I have access to the Web, it is more likely I would use it for buying 

2 3 

39) Given that I have access to the Web, it is more likely I would use it for selling 

2 3 

40) Being accepted as a member of a group is more important than having autonomy 

2 3 

41) Being accepted as a member of a group is more important than being independent 

42) Group success is more important than individual success 

43) Being loyal to a group is more important than individual gain 

44) Individual rewards are not as important as group welfare 

2 

2 

2 

2 

3 

3 

3 

3 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 
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45) It is more important for a manager to encourage loyalty and a sense of duty in subordinates than it is to 

encourage individual initiative 2 3 4 5 

46) Rules and regulations are important because they inform workers what the organization expects of them 

2 3 4 5 

47) Order and structure are very important in a work environment 

2 3 4 5 

48) In a situation in which other peers evaluate me, I feel that clear and explicit guidelines should be used 

2 3 4 5 
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49) It is impmiant to help others on the job 2 3 4 5 

50) It is important for me to have a job that provides an opportunity for advancement 

2 3 4 5 

51) It is impmiant for me to work in a prestigious and successful organization 

2 3 4 5 

52) It is important for me to have a job that has an opportunity for high earnings 

2 3 4 5 

53) It is important that I outperform my classmates in school 2 3 4 5 

54) It is important for me to work with classmates who cooperate well with one another 

2 3 4 5 
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Appendix B: Application for Approval to use Human Subjects 



For R&G Use Only Date approved ------ Approved by ____ _ 

Protocol No. ___ _ Full Review Expedited Review Exempted Review __ 

Application for Approval to use !-hunan Subjects 

This application should be subtnitted, along with the Infonned Consent Document and 
supplemental material, to the Institutional Review Board for Treatment of Human 
Subjects, Research and Grants Center, Plumb Hall313F, Campus Box 4003. 

This form must be typed. This form is available online at 
www.emporia.edu/research/docs/irbapp.doc. 

1. N arne of Principal Investigator( s) (Individual( s) administering the procedures): 

W aseem, Afzal 
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2. Dep~me~~Affili~~n: ___ =S~cl=ro~o=l~o~f~L=i~br~m~y~&~fu=£~o~rm~a=ti~on~M~an~a~g~e~m~e~n~t-~ 

3. Person to whom notification should be sent: __ W.;,..;.....;;..a=-se.::...;e=m=:l,..;, A::...:::=;fz=a=l _______ _ 

Mailing Address: 1333 Merchant Street, Apartment No 305, En1poria, KS-6680 1 

Telephone: (620)757-0785 Email address: wafzal@emporia.edu 

4. Title of Project: Intention to Buy/Sell Online: A Model Depicting the Role of 

Individual, Technological, Informational Factors along with the Moderating 

Function of Cultural Traits. 

5. Funding Agency (if applicable): N/A 

6. This is a: X dissertation _thesis _class project __ other research Study 

7. Time period for which you are requesting approval (maximum one year): frmn 
July 2008 to June 2009. If the research project extends past the end date 
requested, you will need to submit a request for a time extension or an annual update. 
This form is available at wwvv. emporia. edu/re,\·earch/docslirbmod. doc. 

8. Project Purpose (please be spec~fic): 

The purpose of current study is to empirically test a model that postulates a relationship 
between intention to buy/sell online (dependent variable) and various independent variables. This 
relationship will be tested with the use of a survey and approximately 15 minutes wi II be rcqu ired 

to complete it. 
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9. Describe the proposed subjects: (age, sex, race, expected number of participants, or 
other special characteristics, such as students in a specific class, etc.) 

Emporia State University Students 

10. Describe how the subjects are to be selected. If you are using archival information, 
you must submit documentation of authorization from applicable organization or entity. 

The Study Participants will be selected randomly. 

11. Describe in detail the proposed procedures and benefit(s) of the project. This must be 
clear and detailed enough so that the IRB can assure that the University policy relative to 
research with human subjects is appropriately imple1nented. Any proposed experimental 
activities that are included in evaluation, research, development, de1nonstration, 
instruction, study, treatments, debriefing, questionnaires, and similar projects must be 
described here. Copies of questionnaires, survey instruments, or tests should be 
attached. (Use additional page if necessary.) 

A survey will be used to collect the data. Instructions regarding the survey (its 
purpose) will be given before its administration. There is a possibility to change some of 
the ite1ns on survey depending on the initial responses of the subjects. However these 
potential changes will not change the purpose, the method, or the nature of the study. 

Please find attached the Survey. 

12. Will questionnaires, tests, or related research instruments not explained in question 
#11 be used? 

Yes --'X=-=--- No (If yes, attach a copy to this application.) 

13. Will electrical or mechanical devices be applied to the subjects? __ Yes _x 
No (If yes, attach a detailed description of the device(s) used and precautions and 
safeguards that will be taken.) 

14. Do the benefits of the research outweigh the risks to human subjects? Yes 
__ No (If no, this information should be outlined here.) 

There are no risks at all. 

15. Are there any possible emergencies which might arise in utilization of human 
subjects in this project? 

Yes X No (If yes, details of these emergencies should be provided 
here.) 

I 
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16. What provisions will you take for keeping research data private/secure? (Be spec {fie 
-refer top. 3 of Guidelines.) 

All the data relating to the study will be kept strictly confidential. The researcher 
will keep the survey responses in safe custody. In addition the personal identif1cation of 
any respondent will not be known owing to the nature of data collection n1ethod. 

17. Attach a copy of the informed consent document, as it will be used for your 
subjects. 

INVESTIGATOR'S ASSURANCE: I certify that the information provided in this 
request is complete and accurate. I understand that as Principal Investigator I have 
ultimate responsibility for the protection of the rights and welfare of human subjects and 
the ethical conduct of this research protocol. I agree to cmnply with all of ESU' s policies 
and procedures, as well as with all applicable federal, state, and local laws regarding the 
protection of human subjects in research, including, but not lin1ited to, the following: 

• The project will be perfonned by qualified personnel according to the research 
protocol, 

• I will maintain a copy of all questionnaires, survey instruments, interview 
questions, data collection instruments, and information sheets for hun1an subjects, 

• I will promptly request approval from ESU's IRB if any changes are n1ade to the 
research protocol, 

• I will report any adverse events that occur during the course of conducting the 
research to the IRB within 10 working days of the date of occurrence. 

Signature of Principal Investigator Date 
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FACULTY ADVISOR'S/INSTRUCTOR'S ASSURANCE: By n1y signature on this 
research application, I certify that the student investigator is knowledgeable about the 
regulations and policies governing research with hu1nan subjects and has sufficient 
training and experience to conduct this particular study in accord with the approved 
protocol. In addition, 

• I agree to meet with the student investigator on a regular basis to tnonitor study 
progress, 

• Should problems arise during the course of this study, I agree to be available, 
personally, to supervise the principal investigator in solving them, 

• I understand that as the faculty advisor/instructor on this project, I will be 
responsible for the performance of this research project. 

Faculty advisor/instructor on project (if applicable) Date 
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Appendix C: Informed Consent Attached with the Survey 



Informed Consent Attached with the Survey 

Title: Intention to Buy and Sell Online: A Model Depicting the Role of Individual, 

Technological, Infonnational Factors along with the Moderating Function of 

Cultural Traits 

Investigator: Waseem, Afzal 

INFORMED CONSENT DOCUMENT 
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The School of Library & Information Management at Emporia State University 
supports the practice of protection for human subjects participating in research 
and related activities. The following information is provided so that you can 
decide whether you wish to participate in the present study. You should be aware 
that even if you agree to participate, you are free to withdraw at any time, and 
that if you do withdraw from the study, you will not be subjected to reprimand or 
any other form of reproach. Likewise, if you choose not to participate, you will not 
be subjected to reprimand or any other form of reproach. 

The purpose of current study is to empirically test a model that postulates a relationship between 
intention to buy/sell online (dependent variable) and various independent variables. This 
relationship will be tested with the use of a survey and approximately 15 minutes will be required 
to complete it. 

This study will provide a conceptual framework and empirical manifestation of a model that 
would be helpful in delineating and expanding the inventory of factors that either impact directly 
or indirectly the intention to buy/sell online. Keeping in view the multiplicity of the theories that 
have been employed in developing the model in this study, it is hoped that this study will provide 
new avenues of research within the specific context of Library & Information Science. 

There is no risk at all in participating in this study. All the data collected will be kept confidential 
and the personal identification of any respondent will not be known in any case. 

You are welcome to ask any questions about the study or any of the aspects related to the current 
research. You can contact the researcher at wafzal@emporia.edu or the chair of the dissertation 
committee, Dr. Gwen Alexander at galexan 1 @emporia.edu 

Thank you in advance for your participation. 
Waseem Afzal School ofLibrary & Information Management 
Doctoral Student Emporia State University 
wafzal@emporia.edu Emporia, Kansas. 
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"I have read the above statement and have been fully advised of the procedures to be 
used in this project. I understand that I 14lill have the opportunity to ask questions about 
the study and the methods used at any time. I understand the potential risks involved and 
I assume them voluntarily. I likewise understand that I can withdraw fi~on1 the study at 
any time without being subjected to reproach. I understand that by signing below, I am 
agreeing to participate in the study. " 

Subject Date 

Parent or Guardian (if subject is a minor) Date 
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Appendix D: Items Used in the Final Analysis 
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Items Used in the Final Analysis 

PERSONAL INNOV ATIVENESS BUYING 

1) In general, I am among the last of my friends to visit a company's new Web site when it appears on the 
Web 

5) In general, I am the last in my circle of friends to know of any retail Web site 

7) I know about new retail Web sites before most other people in my circle do 

PERSONAL INNOV ATIVENESS SELLING 

1) In general, I am among the last of my friends to visit a company's new Web site when it appears on the 
Web 

5) In general, I am the last in my circle of friends to know of any retail Web site 

7) I know about new retail Web sites before most other people in my circle do 

PERCEIVED EASE OF USE BUYING 

8) It is easy to purchase items over the Web 

10) Payments or delivery problems can be easily rectified with a Web vendor 

13) Questions and problems can be easily addressed when making purchases over the Web 

PERCEIVED EASE OF USE SELLING 

9) It is easy to sell items over the Web 

12) Selling on the Web is easy to do 

PERCEIVED USEFULNESS BUYING 

17) Buying on the Web saves me time 

19) Buying things over the Web is more convenient 

23) Buying on the Web makes my life easier 

PERCEIEVED USEFULNESS SELLING 

18) Selling on the Web saves me time 

20) Selling things over the Web is more convenient 

24) Selling on the Web makes my life easier 



INFORMATION PRIVACY-SECURITY BUYING 

25) I worry about providing personal information when purchasing items over the Web 

27) I won-y about providing financial information when purchasing items over the Web 

31) I am concerned about the security of the Web 

INFORMATION PRIVACY-SECURITY SELLING 

26) I worry about providing personal information when selling items over the Web 

28) I worry about providing financial information when selling items over the Web 

31) I am concerned about the security ofthe Web 

BEHAVIORAL INTENTION BUYING 

34) I intend to use the Web for buying 

36) I intend to use the Web frequently for buying 

38) Given that I have access to the Web, it is more likely I would use it for buying 

BEHAVIORAL INTENTION SELLING 

35) I intent to use the Web for selling 

3 7) I intend to use the Web frequently for selling 

39) Given that I have access to the Web, it is more likely I would use it for selling 

COLLECTIVISM 

42) Group success is more important than individual success 

43) Being loyal to a group is more important than individual gain 

44) Individual rewards are not as important as group welfare 

UNCERTAINTY A VOIDANCE 
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46) Rules and regulations are important because they inform workers what the organization expects of them 

4 7) Order and structure are vet-y impotiant in a work environment 

48) In a situation in which other peers evaluate me, I feel that clear and explicit guidelines should be used 
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MASCULINITY 

51) It is important for me to work in a prestigious and successful organization 

52) It is important for me to have a job that has an opportunity for high eamings 

53) It is important that I outperform my classmates in school 
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Appendix E: Letter from ESU Institutional Review Board 



~ ~~::?R.!~,,STATE U~E~~~~D~~~~~~ 
~ Emporlo, ''"'" 62~3AI-S909 fo>< RESEARCH AND GRANTS CENTER 

66801·5087 www.emporia.edu Compu$ Box 4003 

August 12, 2008 

Afzal Waseem 
School of Library & Information Management 
1333 Merchant Street, Apartment No. 305 
Emporia, KS 6680 I 

Dear Mr. Waseem: 

Your application for approval to use human subjects, entitled "Intention to Buy/Sell Online: A 
Model Depicting the Role of Individual, Technological, Informational Factors along with the 
Moderating Function of Cultural Traits," has been reviewed. I am pleased to infonn you that your 
application was approved and you may begin your research as outlined in your application 
materials. 

The identification number for this research protocol is 09002 and it has been approved for the 
period July 2008 to June 2009. 

If it is necessary to conduct research with subjects past this expiration date, it will be necessary to 

submit a request for a time extension. If the time period is longer than one year, you must submit 
an annual update. If there are any modifications to the original approved protocol, such as 
changes in survey instruments, changes in procedures, or changes to possible risks to subjects, 
you must submit a request for approval for modifications. The above requests should be 
submitted on the fonn Request for Time Extension, Annual Update, or Modification to Research 
Protocol. This form is available at www.emporia.edu/research/docs/irbmod.doc. 

Requests for extensions should be submitted at least 30 days before the expiration date. Annual 
updates should be submitted within 30 days after each 12-month period. Modifications should be 
submitted as soon as it becomes evident that changes have occurred or will need to be made. 

On behalf of the Institutional Review Board, I wish you success with your research project. If I 
can help you in any way, do not hesitate to contact me. 

Sinoer~ v/;-~-LI~ « 
9:::. Mehrhof 
Chair, Institutional Review Board 

pf 

An Equal Opportunity Employer 
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Appendix F: Letter (extension) from ESU Institutional Review Board 



EMPORIA STATE UNIVERSITY™ 
1200 Commercial 
Emporia, Kan~as 
66801-5087 

Waseem Afzal 

620-341-5351 
620.341-5909 fox 
www.vmparla.edu 

July 28, 2009 

School of Library & Information Management 
J 333 Merchant Street, Apartment No 305 
Emporia, K S 6680 1 

Dear Mr. Afzal: 

GRADUATE STUDIES AND RESEARCH 
RESEARCH AND GRANTS CENTER 

Campus Box 4003 

Your request for an extension of research protocol #09002 was approved and you may continue 
your research as outlined in your application materials. Your revised expiration date is 7/3 1/2010. 

Please remember that if it is necessary to conduct research with subjects past this date, it will be 
necessary to submit a request for a time extension. lfthe time period is longer than one year, you 
must submit an annual update. If there are any modifications to the original approved protocol, 
such as changes in survey instruments, changes in procedures, or changes to possible risks to 
subjects, you must submit a request for approval for modifications. 

Requests for extensions should be. submitted at least 30 days before the expiration date. Annual 
updates should be submitted within 30 days after each 12-month period. Modifications should be 
submitted as soon as it becomes evident that change's have occurred or will need to be made. 

I wish you continued success. with your research project. If I can help you in any way, do not 
hesitate to contact me. 

Sincerely, 

D QJ.ii_:&/1ut-~t~-J4 rr 
M~la Mehrhof 
Chair, Institutional Review Board 

pf 

An Equal Opportunity Employer 
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Appendix G: Tables for Range and Missing Values 
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Table 12 

Range of Values for the Variables 

Variable Minimum Maxin1um 

Gender 0 1 
Nationality 0 1 
Class Rank 0 6 
Internet Access 0 18 
Computer Knowledge 0 4 
Internet Knowledge 0 4 
Internet Use 

Academic 1 5 
Entertainment 1 5 
Buying 1 5 
Selling 2 5 
Navigating/Surfing 1 5 

Reason of Web Use for Buying 
Quantity of Information 1 6 
Quality of Information 1 6 
Organization of Information 1 6 
Convenience 1 6 
Peer Pressure 1 6 
Price 1 6 

Reason of Web Use for Selling 
Quantity of Infonnation 1 6 

Quality of Information 1 6 

Organization of Information 1 6 

Convenience 1 6 

Peer Pressure 1 6 

Price 1 6 

Lack of Web use for Buying 
Information Security 1 5 

Information Privacy 1 5 

Lack of Knowledge 1 6 

Too much Information 1 5 

No Need 1 5 

Lack of Web use for Selling 
Information Security 1 5 

Information Privacy 1 5 

Lack of Knowledge 1 6 

Too tnuch Infonnation 1 5 
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Table 12 (continued) 

Range of Values for the Variables 

Variable Mini1num Maxin1um 

No Need 1 s 
Use of Web more for Buying than Selling 0 4 
Use of Web more Frequently for 0 3 
Buying of Products from Web 

Academic 0 4 
Health 0 4 
Entertainment/Travel 0 4 
Auto 0 4 

Selling of Products on Web 
Academic 0 4 
Health 0 4 
Entertainment/Travel 0 4 
Auto 0 4 

Pll 1 s 
PI2 1 s 
PI3 1 s 
PI4 1 s 
PIS 1 5 
PI6 1 s 
PI7 1 5 
PEUB1 1 s 
PEUS1 1 s 
PEUB2 1 s 
PEUB3 1 s 
PEUS2 1 s 
PEUB4 1 s 
PEUS3 1 s 
PUB1 1 s 
PUS1 1 s 
PUB2 1 s 
PUS2 1 s 
PUB3 1 s 
PUS3 1 s 
PUB4 1 s 
PUS4 1 s 
PUBS 1 5 

PUSS 1 5 

PRBl 1 s 
PRS1 1 5 

PRB2 1 5 

~ 
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Table 12 (continued) 

Range of Values for the Variables 

Variable Minimum Maxi1nun1 

PRS2 1 5 
SEBI 1 5 
SESI 1 5 
SEBS 1 5 
SEBI 1 5 
SESI 1 5 
BIB1 1 5 
BIS1 1 5 
BIB2 1 5 
BIS2 1 5 
BIB3 1 5 
BIS3 1 5 
IDYl 1 5 
IDV2 1 5 
IDV3 1 5 
IDV4 1 5 
IDVS 1 5 
IDV6 1 5 
UAil 1 5 
UAI2 1 5 
UAI3 1 5 
MAS1 1 5 
MAS2 1 5 
MAS3 1 5 
MAS4 1 5 
MASS 1 5 
MAS6 1 5 
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Table 13 

Missing Data 

Variable Total Responses Missing Percentage of the Missing Data 

Pil 406 0 
PI2 40S 1 0.24% 
PI3 404 2 0.49% 
PI4 40S 1 0.24% 
PIS 404 2 0.49o/o 
PI6 402 4 0.98% 
PI7 404 2 0.49% 
PEUB1 40S 1 0.24% 
PEUS1 403 3 0.73% 
PEUB2 402 4 0.98% 
PEUB3 404 2 0.49% 
PEUS2 40S 1 0.24% 
PEUB4 406 0 
PEUS3 403 3 0.73% 
PUB1 406 0 
PUS1 404 2 0.49% 
PUB2 406 0 
PUS2 403 3 0.73% 
PUB3 406 0 
PUS3 402 4 0.98% 
PUB4 40S 1 0.24o/o 
PUS4 333 73 18o/o 
PUBS 406 0 
PUSS 399 7 1.7o/o 

PRBl 406 0 
PRSl 404 2 0.49% 

PRB2 406 0 
PRS2 403 3 0.73% 

SEBl 406 0 
SES1 403 3 0.73% 

SEBS 40S 1 0.24o/o 

SEBl 40S 1 0.24% 

SESl 397 9 2.21% 

BIBI 40S 1 0.24o/o 

BISI 40S 1 0.24'Yo 

BIB2 406 0 
BIS2 403 3 0.73o/o 

BIB3 406 0 
BIS3 404 2 0.49% 

IDYl 402 4 0.98o/o 

IDV2 40S 1 0.24°/o 

IDV3 404 2 0.49o/o 

~ 
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Table 13 (continued) 

Missing Data 

Variable Total Responses Missing Percentage of the Missing Data 

IDV4 405 1 0.24°/o 
IDV5 402 4 0.98% 
IDV6 406 0 
UAil 405 1 0.24% 
UAI2 402 4 0.98% 
UAI3 405 1 0.24% 
MAS1 406 0 
MAS2 406 0 
MAS3 404 2 0.49% 
MAS4 405 1 0.24% 
MASS 399 7 1.72% 
MAS6 400 6 1.47% 
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