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Abstract  

In a world where making purchases through online marketplaces, such as Amazon, is becoming 

more common, there are still reasons why people don't buy online. A fundamental issue affecting 

customers' decision-making in e-commerce is a lack of trust and interpersonal connection. To promote 

online purchases, multinationals need to create trustworthiness and legitimacy, however, this can be 

particularly difficult through online communication. Especially in a cross-cultural context where norms, 

values, and beliefs of consumers differ. This study examines the influence of social presence and trust 

on purchase intention, and how culture influences this relationship. The aim of the research is to provide 

a comprehensive understanding of consumer purchase behavior in the realm of e-marketplaces that are 

operating in an international context. In order to give further insight, the study conducted a free 

simulation experiment among a cross-cultural sample, including Dutch, German, and American 

respondents between the age of 18 – 40. The results from 147 responses show that trust does not 

influence purchase intention, whereas social presence and culture do have a significant negative 

influence. In doing so, this study denies the positive role of social presence, and significant influence of 

trust, and questions the effects of culture.  
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1. Introduction 

Recent technical developments have made it possible for brand-new business models based on 

digital platforms to arise. One important development can be defined as the “electronic marketplace” 

(e-marketplace), which refers to a virtual market on an electronic network (Grieger, 2003). E-

marketplaces serve as a two-sided platform in which an intermediary matches buyers with sellers 

(Hagiu, 2009). New search and matching algorithms and the widespread use of mobile devices, among 

other recent technology advancements, have made it possible to create online marketplace business 

models that cater to a variety of consumer industries (Täuscher & Laudien, 2018).  

Through e-commerce platforms like Amazon and eBay, buyers and sellers can easily connect 

online, which has the potential to be very beneficial for its users. Due to winner-take-all dynamics, e-

marketplaces are particularly linked to rapid expansion and the potential to dominate a market since they 

cause network effects between the supply and demand sides (Hagiu & Wright, 2015). For example, in 

2022, Amazon announced its biggest Thanksgiving ever, with sales up 2.3% from 2021. Independent 

retailers selling through Amazon have seen total sales of roughly $1 billion (Forbes, 2022). Furthermore, 

eBay experiences massive growth from 92 million active users and a revenue of $9.1 billion in 2010 to 

159 million active users and a revenue of $10.8 billion in 2021 (eBay, 2022). The Dutch business 

channel ‘RTL Z’ refers to the emergence of e-marketplaces as ‘platform economics’, and forecasts that 

this online mechanism is the shopping street of the future (RTL Z, 2019).  

According to Gundlach et al. (1995), customers must trust the online mechanism in order to buy 

products from an e-marketplace. Platforms have to create legitimacy and come across as trustworthy, 

but this is not always easy. Also, social cues (such as body language or facial expression) in online 

settings are lost, which has a significant influence on consumer willingness to purchase online (Nadeem 

et al., 2019). Cyr et al., (2009) and Hassanein et al., (2009) identify the absence of human and social 

factors when shopping online as opposed to offline as a crucial factor that limits the development of e-

commerce. Furthermore, it is important to consider socio-demographic factors that could also have a 

major influence on consumers’ perceived trust, social presence, and online purchase behavior. From a 

cross-cultural perspective, Hofstede (2023) suggests that there are big differences between countries 

when looking at e-commerce adaptation and purchase behavior. In order to investigate how aspects of 

national culture affect consumers' perceptions of an online store's trustworthiness, this study combines 

national culture with online trust, social presence, and purchase intention. 

 

1.1 Problem statement  

Buying through e-marketplaces is becoming increasingly common (Gawer, 2014; McIntyre & 

Srinivasan, 2017). However, it is not always obvious to consumers to purchase a good or service online 

(Ariffin et al., 2018). A fundamental issue affecting customers' decision-making in e-commerce is a lack 

of trust and ambiguity regarding the legitimacy of merchants. The growth of e-commerce has led to an 

increase in competition among companies, with trustworthiness becoming a crucial factor in the success 
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or failure of an e-commerce venture because high consumer trust encourages purchase intention (Gefen, 

2000; Jarvenpaa et al., 2000), and its absence is the primary barrier to online shopping (Hoffman et al, 

1999). It is critical to identify the variables that affect trust and purchase intention in e-commerce. Also, 

the influence of social presence (which refers to the ‘realness’ of an interaction) on purchase intention 

adds to the creation of trustworthiness and legitimacy, and is another element that has drawn attention 

recently (Gefen & Straub, 2004; Hassanein et al., 2009). 

In cross-cultural contexts, it is important to consider culture since differences in national culture 

can affect customer behavior, online trust and social presence (Gefen & Heart, 2006). Different 

(national) cultures may lead to variations in cognitive processes, information seeking, and processing 

(De Mooij & Hofstede, 2011). It is also possible that some cultures do not need social presence and have 

higher levels of general trust, which makes people more likely to trust e-commerce transactions. 

Additionally, it may explain why certain nations may see greater success with online adaptation because 

trust is established through shared motivations, values, beliefs, identities, and interpretations of 

meanings (Doney et al., 1998). In previous research, culture and trust are discussed as interrelated 

(Doney et al., 1998; Downes et al., 2002; Gefen & Heart, 2006; Greenberg et al., 2008; Huang et al., 

2014; Jarvenpaa et al., 1999). However, little empirical evidence, especially in the online environment, 

supports their association (Gefen & Heart, 2008; Huang et al., 2014; Hwang & Lee, 2012; Jarvenpaa et 

al., 1999; Yoon, 2009).  

 

1.2 Research gap  

Managers and academics alike are interested to learn more about the fundamental causes of the 

disparities between consumers who actively purchase online and those who do not (Hallikainen & 

Laukkanen, 2018). Previous research has shown that trust is an important factor in customer purchase 

intention (Hong & Cho, 2011; Lim et al., 2006; McKnight, 2002; Jarvenpaa et al., 2000). Gefen et al. 

(2008) highlight the dimensionality of trust and the influence of culture on trust as research issues 

requiring further investigation.  

In order to examine how cultural factors affect trust and the intention to use e-commerce, Capece 

et al. (2013) conducted research on Italian and Chinese customers. They discovered that among Italian 

consumers, individualism and power distance had a substantial impact. Long-term orientation and the 

avoidance of uncertainty were the cultural characteristics that affected Chinese consumers' acceptance 

of internet buying. Furthermore, according to Sabiote et al. (2012), uncertainty avoidance has a 

moderating impact on how consumers create an overall perception of the value of a service purchased 

online. According to Hwang & Lee (2012), the correlations between subjective norms and the integrity 

and ability dimensions of online trust are moderated by uncertainty avoidance.  

In spite of the growing body of literature, no research has considered the moderating effect of 

cultural consumer characteristics on the relationship between trust and purchase intention, and social 

presence and purchase intention. This is relevant, because while trust or social presence can predict 
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purchase intention, this relationship may be strong or absent for people with different cultural 

backgrounds. Even though e-commerce is expanding at an exponential rate, more theoretical and 

practical research is required to better understand the particular factors and mechanisms that influence 

the impact of social presence and trust on purchase intention, and national culture on the relationship 

between trust and social presence on online purchase intention. 

 

1.3 Research question  

Trends and developments show that e-commerce is increasingly important to businesses and 

that the marketplace business model in particular is growing significantly. In order for companies to 

anticipate developments within the realm of e-marketplaces, a better understanding of what factors cause 

consumers to buy through marketplaces is needed. Several factors such as familiarity, word of mouth, 

culture, reputation, and access to information have already been determined to identify influencing 

purchase behavior (Soleimani, 2021). 

By examining customer perceptions and attitudes toward trustworthiness and purchase behavior, 

the research objective is to investigate the main effect of social presence and trust on the intention to 

purchase from e-marketplaces. Furthermore, by investigating the cultural differences, the aim of this 

research is to investigate the moderating effect of culture on the relationship between social presence 

and trust on purchase intention from e-marketplaces. The study also seeks to shed light on the theoretical 

foundations underlying the relationship of culture, social presence, trust, and purchase intention in an e-

marketplace context. Furthermore, the study aims to offer useful insights for e-marketplaces to modify 

their strategies depending on the cultural preferences of their clients in order to stimulate online purchase 

behavior.  

 

This study aims to answer the following question:  

 

Given cultural differences of consumers, how do social presence and trust influence the purchase 

intention in online marketplaces? 

 

1.4 Methodology & findings  

The results of this quantitative study were gathered through a free simulation experiment, 

surveying respondents from the Netherlands, Germany, and America. The results of 147 respondents 

were analyzed using SPSS and structural equation modeling (SEM). Social presence was found to have 

a negative significant influence on purchase intention. Furthermore, trust is found to be of negative non-

significant influence. Culture does not influence the relationships between social presence and trust on 

purchase intention, accept for uncertainty avoidance.  
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1.5 Outline of the thesis  

In the remainder of this study, chapter two examines the phenomenon of e-marketplaces and the 

concepts of online purchase behavior, social presence, trust, and culture. Moreover, a number of 

hypotheses are developed, and a conceptual model is presented. Next, in chapter three, the research 

context, method, and sample are examined. Moreover, the operationalization of the concepts is covered. 

In chapter four, the findings are presented. The analysis, conclusion, and discussion are all included in 

chapter five. The study concludes with suggestions for further research. 

 

2. Theoretical background and hypothesis development 

 

2.1 The emergence of e-Marketplaces  

Since the late 1990s, the internet has encouraged buying online. Web 2.0 influenced the creation 

and growth of the platform-based e-commerce business (Kwak et al., 2019). Emerging technologies 

have accelerated the growth of online purchases through e-commerce platforms, including social media, 

cloud computing, big data, and artificial intelligence (AI) (Ilmudeen, 2022).  

There are several benefits to buying through an e-marketplace. First, due to the internet's general 

reduction in transaction costs, there is an efficiency gain that includes the potential to significantly 

reduce search costs (Bakos, 1997; Kaplan & Sawhney, 2000; Klein & Quelch, 1997). Moving 

purchasing activities to e-marketplaces saves time through the streamlining of processes, such as 

lowering the time spent on analyzing options, selecting, contacting, and engaging with suppliers (Grewal 

& Tansuhaj, 2001; Le, 2002; Steinfield et al., 1995). Second, compared to non-electronic markets, e-

marketplaces provide access to a wider and more varied pool of suppliers. As a result, customers can 

get a greater variety of goods at lower prices with higher quality (Eng, 2004; Kaplan & Sawhney, 2000; 

Klein & Quelch, 1997; Sashi & O'Leary, 2002). Also, greater supplier rivalry, brought on by the 

enhanced pricing transparency, leads to a general decline in prices (Bakos, 1997; Klein & Quelch, 1997; 

Smart & Harrison, 2003). Third, buyers have more options to choose from and may experiment with e-

marketplaces to test out new procurement procedures and might, in doing so, gradually broaden their 

sourcing capabilities (Loginova, 2022).  

Despite the fact that many individuals are making purchases online, perceived risk is seen by 

online shoppers as a fundamental issue in the choice-making process for online purchases (Liao et al., 

2011). Concerns about the security and privacy of transactions on e-commerce platforms and the lack 

of actual transactions between parties have weakened consumer confidence to buy online (Kundu & 

Datta, 2015). Cyberspace increases the risk and uncertainty of a transaction, with buyers and sellers 

mostly concerned about inaccurate and distorted information and inappropriate behavior in unreliable 

e-marketplaces (Chang & Wong, 2010). Studies revealed that few consumers would purchase products 

or services online if their privacy and security were at risk (Connolly & Bannister, 2007). 
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2.2 Online purchase behavior   

The perceived risk of uncertainty influences online purchase behavior, which can be understood 

as the regularity with which consumers make purchases online (George, 2004). Knowing the attitudes, 

assessments, and internal elements that ultimately lead to the purchase intent is crucial to predict 

customer behavior (Fishbein & Ajzen, 1977). Attitudes evolve as people gain new knowledge about 

concepts or things they are evaluating through time (Shaouf et al., 2016). The theory of reasoned action 

(TRA) states that intentions are the outcome of attitudes toward particular behaviors: the more positive 

one feels about behavior, the more intent one has to engage in that behavior (Amaro &  Duarte, 2015). 

If the consumer's opinion of shopping online is favorable, it is then anticipated that the consumer's 

intention to shop online will rise. 

Studies on online purchasing behavior frequently choose the variable of online purchase 

intention as their basis (Ajzen, 1991). Purchase intention occurs during the pre-purchase phase 

(Armitage & Conner, 2001) and is the idea that consumers' future attitudes can be converted into real 

(online) purchasing behavior (Ajzen et al., 2009; Fishbein & Azjen, 2011; De Cannière et al., 2010; 

Pavlou, 2003). It can indicate the potential for consumers' perceptual responses to goods or services as 

well as strong brand ties, such as attachment and product purchases (Dodds et al., 1991; Esch et al., 

2006). Consumers’ intentions serve as a proxy for how willing they are to engage in a given behavior 

(Ajzen, 1991; Fishbein & Ajzen, 1977). 

When looking at behavior, Mayer et al. (1995) stated interpersonal contact is a determinant of 

behavior. However, in e-commerce, there is a lack of interpersonal interaction (Reichheld & Schefter, 

2000). Because of technology, creating trustworthiness can be difficult since there is no direct interaction 

with real businesses, salespeople, or tangible goods which may cause problems with internet purchasing. 

As opposed to purchasing online, in traditional buying methods (like shops and markets), there is a 

physical connection, which is why the interaction feels more ‘real’. When one wants to invoke the 

distinct psychological phenomenon where one views other social individuals as physically "real," one 

refers to “social presence” (Kreijns et al., 2021). 

 

2.3 Social presence theory 

According to Short et al. (1976, p. 65), social presence is defined as “the degree of salience of 

the other person in the interaction and the consequent salience of the interpersonal relationships”. Users 

of media evaluate social presence as the degree to which a medium enables a communicator to 

experience their communication partners – the e-marketplace – as being psychologically present (Short 

et al., 1976). Social presence can create a sens of “human warmth”, and may project that people are 

“present” in the “here” and “now” (Mehrabian, 1969).  

Short et al. (1976) highlight that social presence is a ‘quality of the medium itself’ and that some 

media are better at transmitting cues than others. Face-to-face interactions tend to have a high social 

presence, while paper-based mail and e-mail without multimedia indications tend to have a low social 
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presence. Social presence on a particular website might be either high or low because channel richness 

can vary according to the situation (Cooper & Zmud, 1990). Thus, in order to create a high social 

presence, online media have to create an illusion of physical contact (Lombard & Ditton, 1997). In order 

to mitigate the absence of social interaction and boost engagement, online platforms implement reviews, 

comments, and recommendations (Huang & Benyoucef, 2013; Olbrich & Holsing, 2011). 

Increasing social presence can positively impact purchase intention in several ways. First, 

customers may feel more personally connected to a brand or business, which may boost engagement, 

strengthen their emotional attachment and enhance their likelihood of making a purchase. Second, by 

improving communication and reducing misconceptions, social presence can improve relationships. As 

a result, the customer may enjoy increased clarity and a more positive overall experience (Caspi & Blau, 

2008). Third, personalization of experiences made possible by social presence can increase customer 

satisfaction. Consumers are more likely to have a positive experience and return for subsequent 

purchases when they feel valued and acknowledged. Pavlou et al. (2007) point out that perceived social 

distance between buyers and sellers is lowered by a website's strong social presence. Fourth, when there 

is social presence, buyers could feel more secure during an online interaction. Shin & Shin (2011) 

characterized social presence for marketing as a replacement for face-to-face interaction and asserted 

that it may improve consumers' perceptions of safety and purchasing behavior in virtual shopping 

centers. Thus, this leads to the first hypothesis: 

 

Hypothesis 1: Social presence of an e-marketplace has a positive effect on online purchase intention. 

 

2.4 Trust in e-commerce relationship 

According to Mayer et al. (1995, p. 712), trust is defined as "the willingness of a party to be 

vulnerable to the actions of another party based on the expectation that the other will perform a particular 

action important to the trustor, irrespective of the ability to monitor or control that other party". Trust 

typically refers to concepts like confidence, reliability, and honesty (Liao et al., 2011; Morgan & Hunt, 

1994), and is considered one of the key success factors in customer relationships and e-commerce 

(Gundlach et al., 1995). The benefits of trust are that it causes people to deal better with complex 

situations (Arrow, 1974), reduces costs, affects customers’ buying behavior, and word-of-mouth 

intentions (Kim & Park, 2013). Furthermore, Pirson and Malhotra (2011) offer a deeper examination of 

organizational trust and make an effort to conceptually and empirically analyze the foundations of trust 

with regard to particular stakeholder groups. Their framework distinctions between organizational 

stakeholders along two dimensions: locus (internal or external stakeholders) and depth of the interaction 

(deep or shallow). They discovered that whereas trust among external stakeholders was significantly 

more based on views of technical competence, trust among internal stakeholders was significantly more 

based on perceptions of managerial competence. This study focusses on consumers, who are considered 

external stakeholders. 



11 
 

Trust is a context-dependent multidimensional social concept (Butler, 1991; Ganesan, 1994; 

Lewis & Weigert, 1985) and because of this, there is no universal definition and no unified way to 

estimate trust. However, according to Mayer et al. (1995), one can measure trust through the indicators 

“ability”, “benevolence”, and “integrity” of the trustee. (1) Ability can be described as “a group of skills, 

competencies, and characteristics that enable a party to have influence within some specific domain” 

(Mayer et al., 1995). If an e-marketplace doesn't appear to have the necessary knowledge and experience 

to create a pleasant shopping experience, deliver products well and complete an online transaction, 

buyers will question the ability of an e-marketplace. (2) Benevolence can be described as “the extent to 

which a trustee is believed to want to do good to the trustor, aside from an egocentric profit motive” 

(Mayer et al., 1995). In organizational trust theory, benevolence is based on an external locus, and a 

high-depth relationship of stakeholders (Pirson & Malhotra, 2011). Stakeholders in deep relationships 

are less likely to view themselves as "just another stakeholder", and have a stronger need for (and access 

to) information that indicates an organization's benevolence (Mayer & Davis 1999; McAllister, 1995). 

(3) Integrity can be described as “the trustor's perception that the trustee adheres to a set of principles 

that the trustor finds acceptable” (Mayer et al., 1995). In organizational trust theory, integrity is based 

on an external locus, and a low-depth relationship of stakeholders (Pirson & Malhotra, 2011). 

Uncertainty about the other party's behavior is likely to be significant in relationships that are shallow 

and have few exchanges between the e-marketplace and the consumer. Perceptions of integrity may be 

crucial in weak relationships with high degrees of uncertainty to foster the level of trust necessary for 

coordination and collaboration (Pirson & Malhotra, 2011).  

The three dimensions of trust can be combined to give a clear picture of perceived trust in e-

marketplaces. Consumers are more likely to purchase a good or service if an online marketplace 

manages orders and transactions well, without obvious extrinsic motivation, with honesty, and with 

consideration for personal safety and protection. Consumer trust can positively impact purchase 

intention in several ways. First, the fundamental underlying idea of trust is that a person ‘has to be 

willing to be vulnerable’ to another party (Mayer et al., 1995). In such a situation, both parties will 

benefit positively from lower transaction costs which may positively influence purchase intention. 

Second, trust positively influences word-of-mouth (Kim & Park, 2013). Many positive customer 

experiences create a good reputation for a website, which promotes credibility. Also, it creates social 

proof which people use as a source of knowledge to guide their own behavior when faced with ambiguity 

(Cialdini & Trost, 1998). Third, previous research has shown that reinforcing trust has a positive impact 

on purchasing behavior (Kim & Park, 2013). All in all, it is expected that trust has a positive impact on 

purchase intention. Thus, this leads to the second hypothesis: 

 

Hypothesis 2: Trust in an e-marketplace has a positive effect on online purchase intention. 
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2.5 Culture  

National culture defines context that all members of a nation share and is referred to as the 

collective mental programming that separates one group's members from another (Hofstede, 1991). 

Within the limits of what people want (values), what is allowed (norms), and what is possible (beliefs), 

people choose the behavior that is closest to what they persue (Beugelsdijk & Maseland, 2011). Also, 

institutions are essential for economic behavior since they provide meaning to behavior, making social 

action possible. New Institutional Economics (NIE) examines the role of informal rules and institutions 

(culture) in shaping economic behavior. The main argument of NIE is that institutions matter and that 

they “define the rules of the game” (North, 1990; Richter, 2005; Furubotn & Richter, 2005). 

Embeddedness of institutions in culture is part of the reason that inistituions are stable and shared 

(Williamson, 2000).  

 For organisations, it can be challenging to operate in many cultural contexts because the survival 

of firms depends on stakeholder support. In order to obtain this, organizations and their behavior need 

to be accepted by stakeholders, which is refered to as ‘legitimacy’. The function of this legitimacy is to 

confirm stakeholders' expectations, norms, values, and beliefs. Furthermore, based on environmental 

coercive, normative, and mimetic pressures, organisations adapt to the stakeholder expectations. 

Multinationals that are operating in different countries, have to take into account different stakeholder 

expectations, which is referend to as ‘multiple embeddedness’. Thus, environments shape organisations, 

which is why culture is extremely important to take into account in an international context (Beugelsdijk 

& Maseland, 2011).  

In order to determine the influence of national culture, this research uses the Hofstede model 

because it provides a clear framework, as opposed to a cultural model like the World Value Survey who 

focuses on individual values and attitudes. Hofstede's cultural values model (De Mooij & Hofstede, 

2011) is the most extensively used framework for analyzing cultural differences among marketing and 

management researchers and accurately captures significant differences in national culture (Smith et al., 

2013). Hofstede Insight (2023) identified six universal dimensions, however, this study only 

incorporates the two dimensions of uncertainty avoidance and long-term orientation. 

Uncertainty avoidance (UAI) is "the extent to which the members of a culture feel threatened 

by ambiguous or unknown situations and have created beliefs and institutions that try to avoid these" 

(Hofstede Insights, 2023). People with a high UAI are risk-averse, distrust new ideas and behaviors, and 

become nervous in unstructured and unpredictable situations (Vitell et al., 1993). However, people 

living in countries with low UAI are greater risk-takers and experience less emotional resistance to 

change (Hofstede Insights, 2023).  

According to Kim and Kim (2010), UAI has a considerable impact on behavioral outcomes, 

trustworthiness, and the acceptance of new technologies. UAI is a key factor in both adaptation and 

resistance to technology (Srite & Karahanna, 2006; Laukkanen, 2015), and studies rank UAI as one of 

the major cultural factors influencing trust in the (online) world (Leidner & Kayworth, 2006; Vance et 
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al., 2008; Hwang & Lee, 2012; Shiu et al., 2015). Because of their risk aversion, individuals with high 

UAI are less likely to trust information systems such as websites (Vance et al., 2008), and are less likely 

to use the internet (Nath and Murthy, 2004; Yeniyrt and Townsend, 2003). Thus, in high UAI-societies, 

trust plays a more significant role in facilitating e-commerce relationships. Furthermore, it is expected 

that people with high uncertainty avoidance rely more on social norms and cues to guide their behavior 

in unfamiliar or uncertain situations. For instance, it is exptected that consumers will want to know that 

they are not being scammed and that they are actually receiving the product they ordered. In addition, 

personal contact provides more security in a transaction. According to Van Noort et al. (2008), 

consumers' views of the risk associated with online stores can have a negative effect on their attitudes 

toward commercial websites. In conclusion, it is projected that those who have a high level of 

uncertainty avoidance will need more trust and social presence. 

 

Hypothesis 3a: High uncertainty avoidance of consumers, as opposed to low uncertainty avoidance, 

negatively moderates the relationship between social presence and purchase intention. 

Hypothesis 3b: High uncertainty avoidance of consumers, as opposed to low uncertainty avoidance, 

negatively moderates the relationship between trust and purchase intention.  

Long-term orientation (LTO) deals with "how every society has to maintain some links with its 

own past while dealing with the challenges of the present and future" (Hofstede Insights, 2023). 

According to Hallikainen and Laukkanen (2018), LTO has a beneficial impact on the tendency to trust, 

which suggests that in LTO cultures, commercial partnerships are frequently formed on a long-term 

basis.  

LTO entails cultivating character traits that lead to future benefits, particularly tenacity, and 

thrift. When looking at long term transactions, several things can be very important. First, customers 

would want to know if a sales partner is a suitable fit. Purchasing from unethical sellers could be 

important, which can be physically examined upfront. Second, more complex transactions may involve 

high transaction costs but these can be reduced with repeat purchases through long-term trust. According 

to Hallikainen and Laukkanen (2018), LTO influences the tendency to trust and exhibits a 

complementary mediating effect on all aspects of trustworthiness. Because the value of immediate gains 

from untrustworthy behavior is diminished in an LTO society, trust is encouraged. Members in an LTO 

society are thought to need a high level of trust in the e-commerce environment since they must be 

familiar with the online platform before making a purchase (Harris & Dibben, 1999). Third, in the long 

run, consumers will want to have confidence that products are delivered, private data is handled 

appropriately, that the seller has the right knowledge and intentions with a consumer. In conclusion, it 

is projected that those who have LTO will need more trust and social presence for online purchase 

intention.  
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Hypothesis 4a: Long-term orientation of consumers, as opposed to the short-term orientation, has a 

positive moderate relationship between social presence and e-commerce. 

Hypothesis 4b: Long-term orientation of consumers, as opposed to the short-term orientation, has a 

positive moderate relationship between trust and e-commerce. 

 

2.6 Conceptual model  

In order to get a better understanding of the research question at hand, a visual conceptual model 

is made with several relationships. First, the positive relationship between (independent variable) social 

presence in e-marketplaces and (dependent variable) purchase intention, and (independent variable) trust 

in e-marketplaces and (dependent variable) purchase intention can be identified. Second, there is the 

negative moderating effect of UAI on the relationship between social presence and trust on purchase 

intention. LTO has a positive moderating effect.  

 

Figure 1 

Conceptual model 

 
 

3. Methodology 

 

3.1 Research context  

The research takes place within the context of e-marketplaces. For this research, ‘Amazon.com’ 

is selected. The American company, which was founded in 1995 by Jeff Bezos, is a multi-national based 

in 45 countries. In 2022, the company generated $ 316 billion in net sales in the U.S., which is a growth 

of nearly 12x as opposed to the net revenue in 2014 (around $ 27 billion). Internationally, Amazon has 

grown from $ 21.3 billion in net sales in 2014, to $ 118 billion in 2022 (Amazon, 2014; 2023). According 

to Statista (2023), based on revenue, Germany is the second-largest market next to the United States. 

Total net revenue of all Amazon services sales increased from $ 12 billion in 2014 to $ 33.6 billion in 
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2022. In the Netherlands, Amazon has been active since 2013 and is currently one of the most popular 

online marketplaces (Amazon, n.d.). 

 Amazon must have a thorough understanding of the national contexts in order to maintain its 

position as market leader and experience growth in their most important markets. Additionally, 

according to Hofstede (Hofstede Insights, 2023), it appears that the cultural dimensions significantly 

vary between the three nations (Table 3). These factors led to the decision to examine the Dutch, German 

and American markets.  

 

3.2 Sample and data collection  

In order to collect data, this study used a survey in the context of a free simulation experiment 

(Alshibly, 2014), which is conducted remotely and without supervision. This research design is 

appropriate for this study for three reasons. First, the latent variables in the study are difficult to 

manipulate since they cannot be easily influenced or controlled by outside forces. Second, the research 

can be conducted remotely because respondents can easily access www.amazon.com. Third, 

respondents could easily be assigned to a real evaluation case (Straub et al, 2005).  

 During the survey, respondents were first asked about the study’s control variables. Then, the 

simulation experiment took place in which participants were asked to go to www.amazon.com on their 

device and complete the steps as explained in the scenario:  

 

Suppose it is your mother's 50th birthday, and you would like to buy her a special gift. Go 

to www.amazon.com to research a possible gift you would consider buying. Gather available 

information, see if you can find a gift that is suitable, and put it in your shopping cart. You can 

assume you have enough money to purchase something, but do not actually buy the product.  

 

Once the task was completed, respondents needed to go back to the survey and answered questions about 

their perceived social presence, trust and purchase intention from Amazon.com. In order to measure 

culture, this study made use of secondary data, provided by Hofstede (Hofstede Insight, 2023).  

Since the Internet is so recent, some people grew up during the advent of online mediums and 

e-commerce. Consequently, statistics show that the adoption of e-commerce among young people is 

many times higher than among older audiences (Eurostat, 2021). As a results, younger people are more 

likely to be familiar with using mobile devices and online purchasing. Also, it was expected that the 

younger generation is better reachable online, which is why Dutch, German and American people 

between 18 – 40 made up for the sample group. Based on the available information, the total population 

within the target group was estimated at 95 million people (CBS, 2021; Destatis, 2021; KFF, 2021). 

Based on a 95% confidence interval and a 5% margin of error, the ideal sample size is estimated at 385 

respondents (Qualtrics, 2023). However, research shows there is no “rule of thumb” regarding SEM 

sample size. Earlier studies suggest a minimum sample size of 100 (Schreiber et al., 2006; Bentler & 

http://www.amazon.com/
http://www.amazon.com/
http://www.amazon.com/
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Chou, 1987; Tinsley and Tinsley, 1987; Ding et al., 1995; Tabachnick and Fidell, 2001), which was also 

used in this study.  

 

Table 1  

Sample size  

 
 

Within the period of April 24 – May 5, 2023, respondents were recruited through the platforms 

‘Survey Swap’ and ‘Survey Circle’. A brief explanation of the study’s objectives was provided upfront. 

Also, it was disclosed that data will be treated in a private, confidential manner. The study's purpose and 

hypothesized relationships were not communicated until the end of the survey, as this might have 

impacted the answers.  

After the survey was developed, the face validity and clarity of the variables were tested. An 

assistant professor at Radboud University reviewed the measurement variables. Furthermore, a pilot 

study with twelve respondents from the population group was conducted to increase the validity of the 

measurement model. The results from the pilot study were reviewed by the researcher, and a debrief 

took place with all the respondents. Accordingly, several adjustments have been made, which can be 

found in Appendix 1.   

 

3.3 Operationalization and measures  

The items for each concept were mainly adopted from previous research but were sometimes 

modified to the context of this research. For the answer scales, see Appendix 2. All concepts were 

measured by reflective indicators. Furthermore, in order to check construct validity and reliability, 

several tests have been performed. First, the data was checked for normality in the program SPSS. The 

distribution of the variables can greatly affect the statistical results from the model, which is why the 

skewness, kurtosis, and the outliers were checked. The absolute value of the coefficient of skewness and 

kurtosis may not be greater than plus and minus 3 (Hair et al., 2014). After the normality checks, a 

confirmatory factor analysis (CFA) with orthogonal rotation was conducted (in SPSS). CFA discovers 

which items explain a factor, creating measurement scales. In order to determine whether an item loads 

on a certain factor, the threshold of >0.7 was used (Hair et al., 2014). Furthermore, other measures were 

considered: KMO > .05, Bartlett < .05, Eigenvalue > 1, percentage of variance (>.60 cumulative), scree 

plot (cut-off criterion).  

 

 

Country Age group Population
The Netherlands 18 - 40 5.066.797     
Germany 20 - 40 20.304.054   
The United States 19 - 34 67.022.400   
Total 92.393.251 
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Table 2  

Research constructs and related survey items 

 
 

3.4 Dependent variable  

Purchase intention. In order to gain a better understanding of purchase intention, probability 

scales are widely used (Wright & MacRae, 1971; Manski, 1990). It is possible to quantify purchase rates 

among the significant non-intender group more precisely by utilizing the mean purchase probability as 

the predictor. The end result should be an enhanced capacity to distinguish between buyers and non-

buyers as well as a more accurate estimate of actual purchase rates (Juster, 1966). Thus, in this research, 

respondents were asked about their “plans”, “expectations”, and “intentions”. Purchase intention was 

measured using four items from Kusumawardani & Purniasari (2021) and Peña-Garcia et al. (2020). 

Scales and items Source
Purchase intention
PurchInt1 I consider Amazon as the first choice to purchase goods Peña-Garcia et al. (2020)
PurchInt2 If given the chance, I can predict what I would buy from Amazon in the future Kusumawardani & Purniasari (2021)
PurchInt3 If the opportunity arises, I intend to buy from an online marketplace Kusumawardani & Purniasari (2021)
PurchInt4 I am likely to transact with an online marketplace Kusumawardani & Purniasari (2021)
Social presence
Sp1 There is a sense of human contact in the web of the seller Gefen & Straub (2004)
Sp2 There is a sense of personalness in the web of the seller Gefen & Straub (2004)
Sp3 There is a sense of sociability in the web of the seller Gefen & Straub (2004)
Sp4 There is a sense of human warmth in the web of the seller Gefen & Straub (2004)
Sp5 There is a sense of human sensitivity in the web of the seller Gefen & Straub (2004)
Ability (trust)
Abi1 Amazon is competent Gefen & Straub (2004)
Abi2 Amazon knows about their products Gefen & Straub (2004)
Abi3 Amazon knows how to provide excellent service Gefen & Straub (2004)
Abi4 Amazon has the ability to meet my needs  Bhattacherjee (2002)
Integrity (trust)
Int1 Promises made by Amazon are likely to be reliable Gefen & Straub (2004)
Int2 I do not doubt the honesty of Amazon Gefen & Straub (2004)
Int3 I expect that Amazon will keep the promises they make Gefen & Straub (2004)
Int4 I expect that the advice given by Amazon is their best judgment Gefen & Straub (2004)
Benevolence (trust)
Ben1 I expect I can count on Amazon to consider how its actions affect me Gefen & Straub (2004)
Ben2 I expect that Amazon’s intentions are benevolent Gefen & Straub (2004)
Ben3 I expect that Amazon puts customers’ interests before their own Gefen & Straub (2004)
Ben4 I expect that Amazon is well-meaning Gefen & Straub (2004)
Familiarity
Fam1 I am familiar with the e-marketplace Gefen & Straub (2004)
Fam2 I have purchased earlier through the e-marketplace before Gefen & Straub (2004)
Trust disposition
TrustDis1 I generally trust other people Gefen & Straub (2004)
TrustDis2 I tend to count upon other people Gefen & Straub (2004)
TrustDis3 I generally have faith in humanity Gefen & Straub (2004)
TrustDis4 I feel that people are generally well-meaning Gefen & Straub (2004)
TrustDis5 I feel that people are generally trustworthy Gefen & Straub (2004)
TrustDis6 I feel that people are generally reliable Gefen & Straub (2004)
Age
Age What is your gender? Peña-García et al. (2020)
Gender
Gender What is your age? Peña-García et al. (2020)
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Based on the CFA it was found that item 3 was the most valid and reliable fit, so items 1, 2 and 

4 got deleted. Because there is only one item, and it, thus, perfectly correlates with itself, it does not 

make sense to assess the construct reliability, convergent validity and discriminant validity. 

 

3.5 Independent variables  

Social presence. To measure the perceived ‘realness’ of an interaction, this study looked at the 

feeling of ‘human warmth’ in online settings. Based on the research by Gefen & Straub (2004), 

respondents were asked about whether they feel a human touch and sensitivity.  

The items of social presence exceeded the skewness threshold of 3. Thus, Log10 transformation 

in SPSS was used. After the transformation, items 2, 3, and 5 showed no sufficient factor loadings, 

which is why only factor 1 and 4 were used to explain the construct of social presence. Furthermore, 

one has to check for internal consistency, which can be done by looking at the reliability scores of 

Cronbach’s alpha and Jöreskog's rho. According to Hair et al. (2014), one can follow the following rule 

of thumb for both measures: “> .9 – Excellent, > .8 – Good, > .7 – Acceptable, > .6 – Questionable, > 

.5 – Poor, and < .5 – Unacceptable” (p. 231). Looking at the results in table 5, it can be said that the 

indicator and construct reliability is good. Furthermore, Table 6 shows the analytical results of the 

convergent validity. By looking at the average variance extract (AVE), convergent validity determines 

if the indicators, and, thereby, the explained variance of these indicators, are unidimensional (Hair et al, 

2014). The AVE score has to be higher than the threshold of 0.5, which is the case. At last, in order to 

determine discriminant validity, this study looked at the Fornell-Lacker criterion (AVE < 0.85). A poor 

discriminant validity might cause the correlation between two latent variables to be overestimated, 

which lowers the accuracy of the findings. Table 7 shows that the Fornell-Lacker criterion is met.  

 Trust is having confidence that someone is reliable and honest. In a confidential manner, people 

expose themselves and assume the other person would behave adversely. In order to measure trust, 

within this research the dimensions of (1) ability, (2) benevolence, and (3) integrity were used (Schurr 

& Ozanne, 1985; Blau, 1964; Giffing, 1967). For each indicator, four items were used based on the 

research by Gefen and Straub (2004) and Bhattacherjee (2002). Item Abi4 exceeded the skewness 

threshold of minus 3 and was transformed. Based on the CFA, it appeared that trust was best explained 

by items Int2, Ben2, and Ben4. Based on Cronbach’s alpha (.848) and Jöreskog’s rho (.907), it can be 

said that the reliability of trust is good. Furthermore, the AVE and Fornell-Lacker criterion are met.  

 

3.6 Moderator variables  

As indicated earlier, Hofstede's model was used to measure the cultural dimensions UAI and 

LTO of the three countries. In doing so, secondary data was used, derived from Hofstede Insight (2023). 

The cultural scores, mentioned in Table 3, were used in the analysis.  
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Table 3 

Hofstede dimensions country scores 

 
 

3.7 Control variables 

The model incorporated additional control variables such as ‘familiarity’, which is a prerequisite 

for trust. Familiarity helps people to contextualize their views on trust views and make it clear what they 

anticipate from others (Mayer et al., 1995). The development of trust involves subsequent acquaintance, 

fruitful prior contacts, knowledge of the trusted party's reliability, and what to expect from them (Blau, 

1964). Familiarity with e-marketplaces lowers social uncertainty by enabling one to comprehend the 

situation, what is taking place, and what will happen next. Prior research has shown that customer 

familiarity influence trust in e-commerce (Gefen, 2000; Soleimani, 2021).  

The second control variable ‘disposition to trust’ refers to a general tendency to trust others 

(Khalil & Pearson, 2008), without prior experiences with the to-be-trusted party. According to Saadi et 

al. (2007), a person's tendency to trust is a constant aspect of their personality that determines how they 

assess the reliability of every other entity they come into contact with. The initial level of trust that 

people place in others depends on a variety of factors, including their cultural background (Blau, 1964), 

faith in other people, and socialization to have a trusting attitude (Mayer et al., 1995; Rotter, 1971). 

Items 1, 2, 3, 5, and 6 exceeded the skewness threshold of minus 3 and were transformed. All 

transformed variables showed good loadings in the CFA (Table 5) and, thus, were used in the analysis. 

Looking at the Cronbach’s alpha and Jöreskog’s rho, it can be said that the reliability of trust is good. 

Furthermore, the AVE and Fornell-Lacker criterion are met. 

At last, to determine if the difference between the sub-samples is caused by sociodemographic 

or cultural characteristics, the relations were controlled by age and gender (Peña-García et al., 2020).  

 

 

 

 

 

 

 

 

 

 

Country Uncertainty 
avoidance

Long-term 
orientation

Germany 65 83
The Netherlands 53 67
The United States 46 26
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Table 4 

Skewness and kurtosis  

 
 

Table 5 

 Factor scores and construct reliability  

 
 

Table 6 

Convergent validity   

 
 

 

 

 

 

 

Variable relationship Variable name Mean Std. deviation Skewness Kurtosis 
Independent variable Sp1 0.54 0.15 0.06 -1.87

Sp4 0.53 0.16 0.12 -2.34
Int2 3.26 1.38 0.08 -2.06
Ben2 3.23 1.53 0,47 -2.22
Ben4 3.50 1.57 0,68 -2.47

Dependent variable PurchInt3 0.40 0.20 -1.52 -0.51
Control variable TrustDis1 0.50 0.18 -1.36 0.4

TrustDis2 0.49 0.15 -0.89 0.4
TrustDis5 0.50 0.17 -0.52 0.4
TrustDis6 0.48 0.15 -2.32 0.4

Construct Item name Factor loading Indicator reliabilty Cronbach's Alpha (α) Jöreskog's rho (ρc)
Social presence Sp1 .811 .803 .794 .907

Sp4 .811 .856
Trust Int2 .749 .693 .848 .907

Ben2 .787 .751
Ben4 .884 .851

Purchase intention PurchInt3 1 N/A N/A 1
Trust disposition TrustDis1 .772 .622 .844 .888

TrustDis2 .765 .560
TrustDis5 .738 .583
TrustDis6 .735 .695

Variable type Construct AVE
Dependent variable Purchase intention 1
Independent variable Social presence .830
Independent variable Trust .765
Control variable Trust disposition .666
Control variable Gender
Control variable Familiarity
Control variable Age
Moderator UAI 1
Moderator LTO 1
Interaction effect UAI * Social presence 1
Interaction effect UAI * Trust 1
Interaction effect LTO * Social presence 1
Interaction effect LTO *Trust 1
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Table 7  

Fornell-Lacker criterion 

 
 

3.8 Common method bias 

When the independent and dependent variables in a survey are measured using the same 

response method, common method bias (CMB) may occur. Measurement error, which results from a 

bias in the genuine relationships between the variables, can cause a number of issues as a result (Bagozzi 

& Yi, 1990). Although measurement error can have both random and systematic sources, the systematic 

component typically has a larger negative impact on the study's findings (Jakobsen & Jensen, 2015; 

Podsakoff et al., 2012). Moreover, CMB may affect the validity and reliability of results and the 

dependability of study materials (Podsakoff et al., 2012). CMB can also have an impact on correlations 

(hypothesized relationships). This effect has the potential to both deflate and inflate the association 

between variables, leading to type I or type II errors on the part of researchers. 

 Based on the article by Podsakoff et al. (2012), the following solutions regarding CMB were 

expected to be the most successful in this study. First, in the survey, the task difficulty was minimized, 

so that respondent answers are as accurately and honestly as possible. Second, questions were asked as 

concretely and clearly as possible, so that ambiguity is reduced as much as possible. This eliminates the 

chance that people construct their own idiosyncratic meanings of items. Third, the study used a complex 

model with a moderating variable which is hard to recognize for respondents during the survey. Fourth, 

the researcher used psychological separation between predictor and criterion. In order to not give away 

the conceptual model and hypothesized relationships, questions were asked in a certain order so that it 

was tried that people did not compare questions with each other and that they have actually already 

forgotten previous questions. Fifth, by changing up the answer scales, the researcher tried to eliminate 

common scale properties. Sixth, the researcher balanced positive and negative items. Positive wording 

was used to let respondents agree with items that indicate a higher score on the underlying construct, 

and negative wording was used to let respondents agree with items that indicate a lower score on the 

underlying construct. At last, to check for CMB statistically, Harman’s single-factor test was used 

(<50%) (Harman, 1967; Podsakof & Organ, 1986). The single factor extracted explained 30.64% of the 

variance, indicating that multiple factors contributed equally to the covariance among the different 

indicators. This result shows that there is no common method bias in the study.  

Construct Purchase intention Trust Social presence Age Gender Trust Dis Familiarity UaiHof LtoHof Trust_*UAI Trust_*LTO Trust*UAI Trust*LTO
Purchase intention 1
Trust 0.048 0.765
Social presence 0.050 0.360 0.830
Age 0.001 0.002 0.004
Gender 0.024 0.002 0.013 0.037
Trust disposition 0.039 0.114 0.021 0.010 0.000 0.666
Familiarity 0.001 0.030 0.003 0.003 0.002 0.076
UaiHof 0.004 0.006 0.001 0.016 0.001 0.029 0.000 1
LtoHof 0.000 0.014 0.002 0.001 0.000 0.127 0.028 0.749 1
Trust*UAI 0.018 0.062 0.007 0.001 0.005 0.010 0.000 0.130 0.137 1
Trust*LTO 0.029 0.027 0.001 0.000 0.002 0.001 0.001 0.106 0.130 0.779 1
Sp*UAI 0.001 0.008 0.000 0.000 0.007 0.007 0.000 0.021 0.020 0.156 0.092 1
Sp*LTO 0.004 0.000 0.000 0.002 0.000 0.003 0.000 0.020 0.023 0.119 0.148 0.746 1
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3.9 Research ethics  

Ethics and integrity are very important in scientific research, and in psychology in particular, 

because the objects of research are human beings. Participants put time and effort into participating, but 

may additionally be harmed by participating in a study because, for example, research results are 

handled carelessly (Open Universiteit, n.d.). This research considers how it can be conducted in the most 

ethical manner feasible by following the five criteria outlined in the Dutch Code of Conduct for 

Scientific Integrity (Algra et al., 2018): honesty, diligence, transparency, independence, and 

responsibility.  

(1) It is expected that research will be conducted honestly and reported correctly. This allows 

other researchers to trust that the results and conclusions are accurate. Concrete examples include not 

changing or fabricating results, fabricating sources, or drawing conclusions from unsupported data. (2) 

Careful consideration is necessary when doing research and reporting findings. In this research, this is 

met by using scientific methods, being precise and accurate, and reporting as completely and accurately 

as possible. (3) The research should be conducted transparently so that other researchers can follow the 

methodology and determine whether the conclusions drawn are justified. Furthermore, transparency is 

important so that the research can be replicated or reproduced. Within this research, transparency is met 

by explaining what data the research is based on and how the data was obtained, explaining how certain 

conclusions were reached, and ensuring that the findings are verifiable. (4) It is important that the 

research is conducted independently. It must be ensured that the researcher is not guided by scientific 

considerations. The choice of the best theoretical framework, unbiased reporting, or the best method of 

data analysis are all carefully taken into account in this study. (5) Also, as a researcher, it is important 

to take responsibility and justify why research is conducted on a particular topic, and why the research 

is conducted in a specific way. This is taken into account in this study by examining social and scientific 

relevance and outlining the rationale for the use of particular research methodologies. 

 

4. Data analysis and results 

 

4.1 Data processing procedure  

In order to analyze the results, structural equation modelling (SEM) in the program ADANCO 

was used. The SEM analysis is based on a Partial Least Squares (PLS) model, which “explores the linear 

relationships between several multi-item independent variables and one dependent variable that may be 

a single item or a single multi-item construct” (Hair et al., 2014, p. 764). Several similar studies used 

PLS, such as Attar et al. (2022), who measured the effect of social presence of interaction on loyalty, 

mediated by trust in social media, and research by Alshibly (2014). The technique was chosen because 

of its minimal requirements regarding sample size (ten times the number of indicators pointing at a latent 

construct), and it can run measurement and structural models simultaneously (Hair et al., 2014).  
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Table 8 

Descriptive statistics and correlations 

 
 

4.2 Assessment of the structural model  

To determine overall fit, this study looked at the SRMR score <0.08 (goodness of fit) (Hair et 

al., 2014). As shown in table 9, the model score is 0.060, which is lower than the threshold of 0.08, 

indicating a good model fit. Furthermore, all discrepancy measures are below the 95% quartile of their 

reference distribution (HI95), which indicates that the proposed model is suitable for confirming and 

explaining the purchase intention among consumers (Benitez et al., 2020).  

 

Table 9 

 Overall fit of the estimated model 

 
 

According to Hair et al. (2014), the coefficient of determination is an indicator of in-sample 

predictive power. The greater the value of R2, the stronger the explanatory power of the SEM-PLS 

structural model, and consequently, the better the endogenous constructs may be predicted. The R2 

varies between 0 and 1, with threshold levels of 0.75 (substantial), 0.50 (moderate), and 0.25 (weak) 

(Hair et al., 2018). In the model, the R2 score is 0.192 (19,2%), which indicates a weak predictive power.  

 

Discrepancy
Value HI95 Conclusion 

SRMR 0.051 0.052 Supported
dULS 0.500 0.509 Supported
dG 0.251 0.317 Supported

Overall saturated model fit evaluation 
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4.3 Hypothesis testing  

PLS estimation was used to estimate the theoretical model, and to test whether the hypotheses 

were significantly supported.  

Hypothesis 1: The first hypothesis stated that social presence would have a positive effect on 

purchase intention. However, looking at the path coefficient (-0.208) it appears in the model that there 

is a negative effect of social presence on purchase intention. Furthermore, looking at the p-value (0.040) 

it appears that this hypothesis is significant at an alpha of .05. Even though the effect of social presence 

on purchase intention is significant, it appears to be negative. Thus, hypothesis 1 is rejected.  

Hypothesis 2: The second hypothesis stated that trust would have a positive effect on purchase 

intention. However, looking at the path coefficient (-0.072) it appears in the model that there is a 

negative effect of trust on purchase intention. Furthermore, looking at the p-value (0.526) it appears that 

this hypothesis is not significant (p = > .05). Hypothesis 2 is rejected, and, thus, there is no effect of trust 

on purchase intention. 

Hypothesis 3: The third hypothesis stated that UAI would negatively moderate the relationship 

between social presence and purchase intention. Looking at the path coefficient (0.372), this does not 

appear to be the case. Furthermore, looking at the p-value (0.092) it appears that this hypothesis is 

significant (p = > 0.1). Still, hypothesis 3 is rejected as well. 

Hypothesis 4: The fourth hypothesis stated that UAI would negatively moderate the relationship 

between trust and purchase intention. Looking at the path coefficient (-0.348), this does appear to be the 

case. Furthermore, looking at the p-value (0.158) it appears that this hypothesis is not significant (p = > 

.05). Also, hypothesis 4 is rejected, and, thus, UAI does not moderate the relationship between trust and 

purchase intention. 

Hypothesis 5: The fifth hypothesis stated that LTO would positively moderate the relationship 

between social presence and purchase intention. Looking at the path coefficient (-0.328), this does not 

appear to be the case. Furthermore, looking at the p-value (0.101) it appears that this hypothesis is not 

significant (p = > .05). Hypothesis 5 is rejected as well, and, thus, LTO does not moderate the 

relationship between social presence and purchase intention. 

Hypothesis 6: The sixth hypothesis stated that LTO would positively moderate the relationship 

between trust and purchase intention. Looking at the path coefficient (0.139), this appears to be the case. 

However, looking at the p-value (0.552), it appears that this hypothesis is not significant (p = > .05). 

Finally, hypothesis 6 needs to be rejected as well, and, thus, LTO does not moderate the relationship 

between trust and purchase intention. 

 

 

 

 

 



25 
 

Figure 2  

Results of the structural model  

 
 

The effect size (f2) of the correlations must be taken into account in order to assess the practical 

relevance of the significant effects. The values range from 0.020 to 0.150 (weak), 0.150 to 0.350 

(moderate), or greater than or equal to 0.350 (Hair et al., 2014). It is not necessary for every effect size 

to have a large effect, yet only the hypothesized relationships should have a large effect. However, table 

10 shows that all effect sizes are relatively small. 

 

Table 10  

Total effect size 

 
 

 

 

Relationship p value Total effect (F²) Effect size
Social presence → Purchase intention (H1) 0.040** 0.031 Weak
Trust → Purchase intention (H2) 0.526 0.003 Weak
UAI * Social presence → Purchase intention (H3) 0.092* 0.030 Weak
UAI * Trust → Purchase intention (H4) 0.158 0.021 Weak
LTO * Social presence → Purchase intention (H5) 0.101 0.024 Weak
LTO * Trust → Purchase intention (H6) 0.552 0.004 Weak
UAI → Purchase intention (moderator) 0.827 0.000 Unsubstantial
LTO → Purchase intention (moderator) 0.893 0.000 Unsubstantial
Age → Purchase intention (control variable) 0.144 0.013 Weak
Gender → Purchase intention (control variable) 0.043** 0.031 Weak
Familiarity → Purchase intention (control variable) 0.169 0.013 Weak
Trust Disposition → Purchase intention (control variable) 0.054* 0.033 Weak
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5. Discussion 

 

5.1 Summary  

The main objective of this study is to answer the question "do social presence and trust affect 

purchase intension of consumers from online marketplaces?”. This was done by conducting quantitative 

research among Dutch, German and American respondents in the age range 18-40. The study used two 

independent variables (social presence and trust), and one dependent variable (purchase intention). 

Furthermore, age, gender, familiarity and trust disposition were controlled for. Looking at the results, it 

appears that there is a significant negative effect between social presence and purchase intention, 

contrary to the hypothesis that predicted a positive effect. Additionally, it appears that the there is no 

significant effect of trust on purchase intention. However, looking at the control variables, gender and 

trust disposition do appear to have a significant effect. Looking at the main relationships, it can be 

concluded that only social presence has an effect on purchase intention from online marketplaces.  

Furthermore, it was hypothesized that culture would have a moderating effect on the relationship 

between social presence and trust on purchase intention. Looking first at the relationship between social 

presence and purchase intention, LTO had no significant moderating effect. However, UAI did show a 

negative significant effect. Moreover, the relationship between trust and purchase intention shows that 

UAI and LTO have no significant moderating effect. Thus, looking at the effect of culture, it can be 

concluded that only UAI has a moderating effect on the relationship between social presence and 

purchase intention.  

 

5.2 Theoretical implications  

The study's use of empirical data can help comprehend economic dynamics and the significance 

of social and cultural elements in determining economic outcomes. Furthermore, the study deepens our 

understanding of the complex and nuanced relationship between trust, social presence, and purchase 

intention in e-commerce, as well as how cultural differences influence this relationship, by studying this 

model for the first time. Also, the research has produced new insights into social presence theory, 

organizational trust theory, and NIE and the mechanisms underlying consumer behavior in online 

settings by examining these issues in the context of e-marketplaces.  

Previous research has shown that social presence and trust are strongly related to purchase 

intention (Fang et al., 2014; McKnight et al., 2002; Pavlou & Gefen, 2004; Gefen & Straub, 2004; Lu 

et al., 2016). However, in this study, the association was significantly contrasted, as opposed to the 

findings of earlier studies (Gefen & Straub, 2004; Lu et al., 2016). This study shows a remarkable 

discontinuity of generally accepted antecedents of online purchase intention.  

 First, the significant negative path coefficient of social presence, which indicates that the more 

"real" the relationship feels, the less purchase intention people have. Nadeem et al. (2020) demonstrated 

that greater social presence increases the capacity to establish trustworthiness. However, this does not 
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appear to further influence purchase intention from an online marketplace. There could be several 

explanations for this. People in the sample might not value social presence as much as previously 

believed or there may be other factors at play. For instance, it is possible that adults over 40 do require 

social presence. Also, people may actually try to avoid face-to-face contact online. High social presence 

might make people reluctant to buy goods or services that they might view as being unpopular or 

inappropriate. Furthermore, as indicated earlier, organizations can create social presence by posting 

reviews. Even though they can be a useful source of information, negative reviews can deter potential 

customers from making a purchase. At last, there may be a perception that people experience less privacy 

because personal information is made publicly available. 

The second discontinuity is the negative non-significant effect of trust on purchase intention, 

which can be due to the mutual dimensions of trust which might differ greatly from each other (Gefen 

& Straub, 2004; Hong & Cho, 2011; McKnight et al. 2002). For example, Hong & Cho (2011) indicate 

significant results for dimensions benevolence and integrity, while competence would not affect the 

perceived trustworthiness of an online seller. Also, trust could be significantly less important for online 

purchase behavior, and there may be other factors that do influence purchase intention, such as a positive 

word-of-mouth (Liao et al., 2021). Furthermore, a negative effect implies that the more trust a consumer 

has in an e-marketplace, the less likely someone is to purchase. This may be because trust can come at 

the expense of an informed and cost-conscious purchasing decision making a buyer less discerning and 

less diligent in their research. This can lead to overcharging. However, it is important to note that trust 

disposition does have a significant positive effect, suggesting that trust is context-dependent.  

Finally, looking at culture, only UAI was found to have a negative significant effect with social 

presence, whereas there was no effect for trust. This indicates that UAI can reduce the impact of 

confidence on purchase intention, because the fear and worry associated with uncertainty might affect 

the choice to purchase. Looking at LTO, the path coefficient for social presence on purchase intention 

is negative, while for trust it is positive. It is expected that LTO increases trust, and, thereby, purchase 

intention because consumers may be convinced that the seller is trustworthy enough and delivers the 

desired results in the long-term. For the relationship between social presence and purchase intention, 

consumers may be more inclined to pay attention to other aspects, such as product quality and price. 

 

5.3 Practical implications  

Based on results from the study, it appears that increasing online social presence and trust do 

not directly contribute to increasing purchase intent from e-marketplaces. Specifically, for managers and 

policy makers, this may imply that it is wiser to focus on other factors that do have a positively influence 

such as access to information, familiarity, seller reputation, seller communication and interaction, and 

website quality (Soleimani, 2021). Additionally, it becomes clear that gender and trust disposition are 

of significant influence, whereas familiarity and age are not. Also, this study advocates for a deeper 

understanding of consumer needs so that e-marketplaces can modify their cross-cultural approach and 
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international strategy to encourage online shopping. Furthermore, because online social presence does 

appear to negatively influence purchase intent, e-marketplaces can research the possibilities of using 

traditional marketing expressions, such as a physical store. To capture consumers' wants and needs in 

this regard, e-marketplaces can pay more attention to ways to engage consumers in creating better 

engagement. Finally, it is evident that there are almost no differences in a multicultural setting when 

countries are quite similar. Based on the UAI and LTO dimension, it seems that the countries may be 

too similar to one another. For practitioners, this may mean that they can focus more on individual 

factors, rather than worrying about cultural differences. An exception here is however the influence of 

uncertainty avoidance on the relationship between social presence and purchase intention.  

 

5.4 Research limitations  

The study is bound to some important limitations. First, looking at the target population, the 

realized sample size of 147 is relatively small and looks at people between 18 – 40 years, which can 

give adverse effects. Namely, it can come at the expense of the study’s statistical power (which can be 

seen in the weak effect sizes), generalizability, and reliability. Second, a free simulation experiment was 

used. Despite the advantage of allowing people to perform it independently, this also ensures that the 

researcher has no visibility into how the experiment is performed. As a result, during the survey, 

respondents might be unable to conduct the experiment adequately or possibly at all. This could cause 

a distorted picture of actual perceived trust and social presence. Third, the survey took place at one 

moment in time. Despite having provided a clear picture of consumers' current behaviors, it does not 

provide insight into changes in purchasing behavior over a longer period of time. In order to draw 

attitude changes over time and conclusions about the dynamic elements of behavior, longitudinal studies 

are more appropriate (Straub et al., 2005). Fourth, the study takes place within the context of Amazon. 

There may be many other marketplaces where consumers may feel differently, which may also influence 

the results. Fifth, due to the delineation of the three countries results cannot be generalized to other 

cultures such as in Asia or Africa. Sixth, the relatively high correlation between social presence and trust 

(0.600), suggesting that there is a moderate positive relationship between the two variables. The 

similarity can be found in that both concepts affect the trustworthiness of online marketplaces. However, 

social presence addresses the physical connection that consumers experience, while trust is more abstract 

and arises from ability, benevolence, and integrity. It could be suggested that social presence may be a 

component of trust, but previous research has not shown this to be the case (Gefen & Straub, 2004). 

Therefore, it is expected that the correlation does not have a problematic impact on the results. 

 

5.5 Future research suggestions  

Despite the limitations of the study, the results are still important because there is now a deeper 

understanding of online consumer behavior and the contribution that culture makes to it. In addition, 

researchers can conduct future research based on the findings of this study. 



29 
 

First, although the hypothesis were based on extensive literature, many of them were 

insignificant. Given these contradictory findings, a replication of the same study is required to shed 

further light on the subject (perhaps with a broader age target group or different countries). Second, this 

study shows that trust is context dependent, as trust in Amazon does not reveal a significant effect. Trust 

disposition, on the other hand, does reveal a significant positive relationship to purchase intention, 

showing that it is relevant to take research context and the concept of trust disposition into account in 

future research. Third, as indicated in the theoretical implications, the lack of significance of trust could 

be explained by breaking the construct into different indicators. In order to anticipate this, it is relevant 

to be critical when using trust as a single construct. Fourth, although results of the study show that social 

presence is significant, it is not clear why this relationship is negative. The same is true for all other 

effects in the research model. Further research is required in order for organizations to understand why 

customers find something. For instance, doing qualitative follow-up research can bring insight into the 

underlying reasons why relationships are negative or positive. At last, the research model shows that, 

for the most part, UAI and LTO both have no significant moderating influence. In chapter 5.3 it was 

concluded that firms, for the most part, do not need to consider cultural differences. However, in order 

to be able to generalize these findings well, it is relevant to assess other cultural dimensions of Hofstede. 

Furthermore, besides Hofstede, there are other models that capture culture, such as the world value 

survey. These studies were conducted in different ways, with different views on culture, so the outcome 

of the moderation effect may also be different. Also, Soleimani (2021) indicates in his research that 

there are other factors that influence purchase intention. However, none of those studies addressed the 

moderating effect of culture. Thus, for multinationals, it is particularly relevant to look at these 

relationships and how culture influences them.  
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7. Appendices 

  

Appendix 1 

Pilot study  

 

Adjustment 1 

In order to measure social presence, in the first version I looked at the scales by Short et al. (1976). 

However, in the pilot study, it became clear that the items were not always that clear to people, and the 

respondents said that it would be better if the items are more clear and defined. That’s why there has 

been an adjustment to the items measuring social presence. The new items are from the study by Gefen 

& Straub (2004), which has also been adopted by Lu et al. (2016). In this research, in order to measure 

social presence, a seven-point Likert scale (1= strongly disagree, 2= disagree, 3= somewhat disagree, 

4= neither agree or disagree, 5= somewhat agree, 6= agree, 7= strongly agree) is used so respondents 

are able to answer the questions: 

- There is a sense of human contact in the web of the seller 

- There is a sense of personalness in the web of the seller 

- There is a sense of sociability in the web of the seller  

o According to A. Komlodi et al. (2007, p. 495), “Sociability is the meaningfulness or 

quality of the interaction between community members”. 

- There is a sense of human warmth in the web of the seller 

- There is a sense of human sensitivity in the web of the seller  

 

Adjustment 2  

During the survey, some respondents had problems with answering the following questions (marked in 

red):  

Concept Indicators Items (research questions)  Comment 

Trust 

Ability 

The e-marketplace has the skills and expertise to 

facilitate my purchase in an expected manner 

Slightly adjusted  

The e-marketplace has the needed infrastructure to 

facilitate my purchase transaction appropriately 

Slightly adjusted 

The e-marketplace has the ability to meet my needs   Not adjusted 

Integrity 

The e-marketplace is fair in its conduct of my 

transactions  

Not adjusted 

The e-marketplace is fair in its use of my private 

data collected during a transaction 

Not adjusted 
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The reason for this was that people do not actually buy a product from Amazon. You actually only could 

really answer the questions if you had experience with purchasing through Amazon before. Thus, these 

questions were adjusted to the following below. The questions are used in earlier research by Gefen & 

Straub (2004).  

 

The e-marketplace is fair in its customer service 

policies following a transaction 

Not adjusted 

Benevolence 

The e-marketplace is open and receptive to my 

needs 

Not adjusted 

The e-marketplace keeps my best interests in mind 

during most transactions 

Not adjusted 

The e-marketplace makes good-faith efforts to 

address most of my concerns 

Not adjusted 

Concept Indicators Items (research questions)  Comment 

Trust 

Ability 

Amazon is competent Gefen & Straub, 

2004 

Amazon knows about their products Gefen & Straub, 

2004 

Amazon knows how to provide excellent service Gefen & Straub, 

2004 

Amazon has the ability to meet my needs   Not adjusted 

Integrity 

Promises made by Amazon are likely to be reliable Not adjusted 

I do not doubt the honesty of Amazon Not adjusted 

I expect that Amazon will keep the promises they 

make 

 

I expect that the advice given by Amazon is their 

best judgment 

Not adjusted 

Benevolence 

I expect I can count on Amazon to consider how its 

actions affect me 

Gefen & Straub, 

2004 

I expect that Amazon’s intentions are benevolent Gefen & Straub, 

2004 

I expect that Amazon puts customers’ interests 

before their own 

Gefen & Straub, 

2004 

I expect that Amazon is well-meaning Gefen & Straub, 

2004 
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Adjustment 3 

In order to measure trust, the questions have been changed to ask respondents how they feel about 

Amazon (instead of e-marketplaces in general). This has been done so that the questions are more clear 

for the respondents, and it fits better in the overall survey because people have to do the assignments 

about Amazon. Furthermore, the same approach was used by Gefen & Straub (2004).  

 

Adjustment 4 

During the pilot study, it became clear that the questions about a certain timeframe are not that reliable 

to ask. Therefore, the following questions are deleted from the survey (marked in red):  

 

Construct Indicators Items (research questions)  Source 

Purchase 

intention 

 If given the chance, I can predict what I would 

buy from an e-Marketplace in the future  

Peña-Garcia et al., 

2020 

 I consider an e-Marketplace as the first choice to 

purchase goods  

Kusumawardani & 

Purniasari, 2021 

 I am going to purchase a product through an e-

Marketplace in the next 1-3 months  

Hosein, 2012 

 I am going to purchase a product through an e-

Marketplace in the next 4-7 months  

Hosein, 2012 

 I am going to purchase a product through an e-

Marketplace in the next 8-12 months  

Hosein, 2012 

 

The market questions are changed with the following questions:  

Construct Indicators Items (research questions) Source 

Purchase 

intention 

 I consider an e-Marketplace as the first choice to 

purchase goods  

Kusumawardani & 

Purniasari, 2021 

 If given the chance, I can predict what I would 

buy from an e-Marketplace in the future 

Peña-Garcia et al., 

2020 

 If the opportunity arises, I intend to buy from an 

online marketplace  

Peña-Garcia et al., 

2020 

 I am likely to transact with an online marketplace 

soon 

Peña-Garcia et al., 

2020 
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Appendix 2 

Answer scales  

 

Gender Age group  Familiarity  Country of origin  

1: Male 

2: Female 

3: I prefer not to share 

1: 18 – 24 

2: 25 – 32  

3: 33 – 40  

1: Yes 

2: No 

1: The Netherlands 

2: Germany 

3: The United States 

7-point Likert scale  

1: Strongly disagree          3: Somewhat disagree    5: Somewhat agree      7: Strongly agree       

2: Disagree                        4: Neutral                       6: Agree 

 
Gender Age Familiarity  Country  Trust disposition Purchase 

intention  

Trust Social 

presence  

  7-point Likert 

scale 

 7-point Likert scale 7-point 

Likert scale 

7-point Likert 

scale 

7-point 

Likert 

scale 

1 item 1 item 2 items 1 item  6 items 4 items  Abi: 4 items 

Int: 4 items 

Ben: 4 items 

 

5 items 
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