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ABSTRACT 
 
This study examines how cultural values influence consumer decision-making 
with respect to online purchase intention in Iran and Malaysia. The findings 
suggest that cultural values are antecedents to Website trust, perceived Website 
privacy and Website quality. As a result, comparing the Iranian and Malaysian 
models of online purchase intention, Website trust significantly affected the 
frequency of online shopping in the Malaysian model, but it did not in the 
Iranian model. The perceived Website privacy and Website quality significantly 
affected online shopping frequency in the Iranian model, but not in the 
Malaysian model. The implications of the study were discussed.  
 
Keywords: Cross-Cultural Research, Structural Equation Modeling, Hofstede, 
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1. INTRODUCTION 
 
Internet has developed a new economy. The revenue growth through online 
transaction has been noteworthy. In 2014, Internetretailer.com reported that 
global sales through e-commerce will increase 18.6% year over year in 2016 and 
worldwide e-commerce will be reach to $1.88 trillion. In the U.S., the investment 
bank predicts 12.4% growth during the next three years to $235.3 billion in 
online retail sales. Statistics from Forrester Research (in Statistics.com), revealed 
that online retail sales of European Union will hit $184.6 billion in 2015 and will 
increase with an annual growth rate of 12% over the next five years and will 
reach to €233.9 billion by 2018.  Asia-Pacific is expected to become the leading 
region for online retail sales in 2015, with 33.4% of the total sales, compared 
with 24.6% in Western Europe and 31.7% in North America (e-marketers, 2014).  
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The increase in the number of Malaysian Internet users has been noteworthy over 
the years. As evident through the Internet World Stats.com the total number of  
Malaysian Internet users is expected to reach the 25 million by 2017. E-
commerce in Malaysia is growing in tandem with the growth of Internet users. 
Statista.com reported that, the e-commerce penetration in Malaysia was 37% in 
2014. According to internetworldstats.com Iran has the highest number of 
internet users (45%) in the middle-east countries.  Researching information 
(67%) was the top activity performed by Iranian user followed by reading news 
websites (65%), online banking (64%), downloading music (49%), social 
networking (44%), and shopping online (43%). (TFOUR.ME) 
 
Over the last decade, there has been a dramatic growth in e-commerce and online 
purchase. Likewise, this has sparked interest in academia as evident through the 
literature in this area. This is supported through using Scholar Google search and 
online purchase as article title that yields 1,740,000 hits (as at 22 March 2015). 
The notion of predicting online purchase behavior through intention has been 
well-recognized in research (Kim & Kim, 2004; Chen, Hsu & Lin, 2010; 
Delafrooz, Paim & Khatibi, 2011; Sin, Nor & Al-Agaga, 2012). Several concepts 
have been examined the factors that influence the online purchase intentions: cost 
(Kim & Kim, 2004; Delafrooz et al., 2011; Khare & Rakesh, 2011; Dabholkar & 
Sheng, 2012), gender differences (Gabriano & Strahilevitz, 2004; Jayawardhena, 
Wright & Dennis, 2007; Mee, Seng & Chai, 2010), trust and security (Chen et 
al., 2010; Ling, Chal & Piew, 2010; Delafrooz et al., 2011), ease of use and 
usefulness (Ramayah & Ignatius, 2009; Sin et al., 2012), saving time and money, 
the availability of information and wide range of alternatives (Harn, Khatibi & 
Ismail, 2006; Yi & Jiang, 2007; Hassan, Ghani & Said, 2009; Tudoran, Olsen & 
Dopico, 2009;  Gao, Zhang, Wang & Ba, 2012; Belanche, Casaló & Guinalíu, 
2012).    
 
Past studies on Malaysian and Iranian consumer’s online purchase intentions 
suggest that trust, Website quality and perceived Website privacy were 
conducted in isolation of each other. A gap exists for the integration of these 
factors and the effects on consumer online purchase intentions.  Several studies 
had recognized culture as an important factor to influence online purchase 
intention across countries (Smith, Deitz, Royne, Hansen, Grünhagen & Witte, 
2011; Park & Jun, 2003; Choi & Geistfeld, 2004; Linda, Ueltschy & Krampf, 
2004; Jin, Park & Kim, 2008; San Martin, Camarero & San José, 2011; Garcia, 
Romeo & Subira, 2013; Jarvenpaa, Tractinsky & Saarinen, 1999). In this study 
we used Hofstede’s (1997) work on national cultures as a theoretical basis to 
provide explanation of cultural differences in the hypothesis development. The 
focus of this study is to examine whether online consumers in Iran and Malaysia 
share similar intentions with regard to online purchasing. While there is a lot of 
research focusing on online purchase intentions in Western countries, little 
research has compared consumer intentions toward online purchasing across 
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nations. Therefore, this study examines the impact of Website trust, perceived 
Website privacy, and Website quality on online purchase intentions in Iran and 
Malaysia and to find out whether there are differences in the purchase intentions 
among these two countries. 
 
 
2. THEORETICAL BACKGROUNDS 
 
2.1 National Culture Differences 
 
Culture is an essential element of the social environment and it has been received 
in the marketing literature as an influential factor shaping consumer behavior. On 
a macro level, many studies have indicated that different cultures response 
differently to adopt online purchasing (Choi & Geistfeld, 2004; Fan, Lee & Kim, 
2013; Smith et al., 2011; Jin et al., 2008; Park & Jun, 2003; Linda C. et al., 2004; 
San Martin et al., 2011; Kim & Kim, 2010). While several cultural frameworks 
exist, we turn to Hofstede (1997), who have built the most widely accepted 
frameworks for understanding the existence of cultural differences among 
nations. This study uses Hofstede’s theory concerning international cultures in 
identifying the expected behavior of two different countries with two different 
cultures namely Iran and Malaysia towards purchasing online. 
 
In Hofstede’s theory, national culture has been defined by five dimensions of 
power distance, individualist vs. collectivist, masculinity vs. femininity, Long 
term vs. short-term and uncertainty avoidance. Power distance describes as: “the 
extent to which the less powerful members of institutions and organizations 
within a country expect and accept that power is distributed unequally” 
(Hofstede, 1997).  In cultures with large power distance, accepting the authority 
is expected and in cultures with low power distance, people feel they should be 
treated equally. Collectivism explains cultures with strong connection among 
individuals. In collectivist cultures, confrontation is avoided and harmony should 
be supported. Individualism demonstrates cultures with loosing connections 
between individuals. In individualistic cultures, individuals feel free to express 
their opinions and are often believed honest for doing so (Hofstede, 1997). Lower 
scores are signs of a collective culture and high scores are signs of an 
individualistic culture. 
 
Femininity implies to cultures that extended over the gender roles. In feminine 
cultures, men and women are equally treated in their life. However, in masculine 
cultures, the gender roles are clearly determined. Men are assumed to be tough, 
assertive, and concentrating on material success, whereas women are seen to be 
modest, tender, and focused on quality of life subjects. Higher scores are signs of 
a more masculine culture and lower scores are signs of a feminine culture 
(Hofstede, 1997). 
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The uncertainty avoidance is “the extent to which the members of a culture feel 
threatened by uncertain or unknown situations” (Hofstede, 1997). Lower scores 
are sings of weak levels of uncertainty avoidance and higher scores are sings of 
strong levels of uncertainty avoidance. In cultures with weak uncertainty 
avoidance, innovative ideas, deviant and behaviour are tolerated. In contrast, in 
cultures with strong uncertainty avoidance, “emotional need for rules” is needed. 
 
Long vs. short-term explains the degree a society accepts long-term faithfulness 
to traditional, forward thinking values. Societies with long-term values take a 
more pragmatic approach: they encourage thrift and efforts in modern education 
as a way to prepare for the future. While, short-term-oriented societies prefer to 
maintain time-honored traditions and norms while viewing societal change with 
suspicion. In this research, we seek to determine whether there are any 
differences in the intentions of two groups of respondents (one from Iran, the 
other from Malaysia) purchase online. On the basis of Hofstede’s cultural 
dimensions: Iranians score higher on individualism (41 vs. 26) and uncertainty 
avoidance (59 vs. 36) while Malaysians score higher on power distance (104 vs. 
58) and masculinity (50 vs. 43) (Hofstede, 1983).Therefore, based on the cultural 
differences summarized earlier, we would expect Malaysian and Iranian 
respondents to have different attitudes towards purchasing online. 
 
2.2 Perceived Website Trust and Cross-Cultural Online Purchase Intention 
 
In general, trust is clarified as the tendency of a party to be defenseless to the 
another party’s action on the basis of expectation that the other party will do an 
special action which is important to trustor, without regard to the ability to 
control or monitor the other party (Mayer, Davis &Schoorman 1995). For that 
reason the person who trusts might engage in actions which might involve risks 
(Gefen, 2000).  Hence, approving trust includes taking a particular extent of risk. 
The definition of trust in marketing is perceived reliability of a consumer on the 
brand, services, or products of a retailer (Flavian, Guinalíu & Gurrea, 2006). 
 
Many researchers found the relationship between Website trust and purchase 
intentions. Gefen (2000) have examined the customer’s behavior in an online 
bookstore and discovered that trust have influenced the customer’s intention to 
purchase from this online bookstore. Following research showed the same 
conclusions, revealing that the trust of customers in web vendor influenced their 
intention to buy from the Website and consequently their loyalty to that site (Wu 
& Chang, 2006; Salo & Karjaluoto, 2007; Chang & Chen, 2008). According to 
Yoon (2002) Website trust have significant impact on customers satisfaction and 
their purchase intentions. Similar findings have also been reported by the search 
of Wu and Chang (2006), they suggest that most of customers do not buy 
products from a web vendor regarding to the lack of trust in that site. (McKnight 
& Chervany, 2002) categorized the factors which are influencing the customer’s 
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trust in a site as structural guarantee of the Web, Website quality and the Website 
reputation, the same categorization also was found by (Salo & Karjaluoto, 2007; 
Chang & Chen, 2008).    
 
Chen et al. (2010) had completed research about attributes of Website that 
contribute consumer purchase intention.   In their foundation, security, usability, 
convenience, trust and delivery factors were the most valued between the groups. 
Hong and Cho (2011) have studied about the influence of consumer trust in 
loyalty and buying intention in B2C e-retailer in Korea. Their findings indicate 
that the three intermediary factors of benevolence, trustworthiness and integrity 
have a significant impact on customer trust. They also found that trust have 
impact on both purchase intention and attitudinal loyalty in a B2C e-retailing in 
an intermediary way.  According to Dabholkar and Sheng (2012) greater 
consumer participation in using recommendation agents for online product, leads 
to greater trust, more satisfaction and thus greater purchase intention. 
Mohammadian and Ghanbar (2014) examined factors affecting Iranian Web 
brand trust and have found that security, privacy, brand name, quality of 
information, word of mouth, Website design, navigation and past experiences 
positively influence online brand trust and purchase intention. According to 
Hanafizade, Behboudi, Ilani & Kalhor (2011) lack of information, lack of 
electronic guarantee/security, lack of reputation, and lack of trust have significant 
impact on avoidance of online shopping.  
 
Andalib and Danaee (2013) also claimed that three components of trust, 
efficiency and achievement play an important role on customer loyalty to 
purchase online. Delafrooz et al. (2011) had investigated the consumer’s online 
purchase intention between students of university in Malaysia. The results 
showed that only security, trust and self-efficacy were positively related to the 
online buying intention.  
 
Culture has also been found to influence how an individual responds to a 
potential risk (Yamagishi & Yamagishi, 1994, Weber & Hsee, 1998, Taylor, 
Franke & Maynard, 2000). Some researchers found the cultural differences in the 
impact of Website trust and purchase intention. Choi and Geistfeld (2004) 
studied how cultural values have impact on consumer decision-making with 
respect to e-commerce in Korea and the US. The findings suggest that perceived 
risk (security of credit card information, confidentiality of personal information, 
trust of online retailers, etc.) has a direct and negative effect on consumer’s 
intention to adopt online purchasing. Also the results showed the higher levels of 
uncertainty avoidance result in higher levels of perceived risk, which reduced the 
consumer’s intention to purchase online in Korea. San Martin et al. (2011) in a 
cross-national study from Spain and Japan found that online perceived risk (risk 
in the transaction, risk in the channel, social risk) has a positive effect on 
purchase intention. 
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However, there are some researches which didn’t find any cultural differences in 
the influence of Website trust on purchase intention. For examples, Jin et al. 
(2008) have found the cultural differences in the impact of firm reputation on 
online purchasing and have found cultural similarities in trust-loyalty and 
reputation-trust links between Korea and the USA. Also, Jarvenpaa, S.L. et al. 
(1999) in a cross-cultural study between Australia and Israel found no strong 
cultural impact regarding the antecedents of trust.  Therefore our research for 
distinct dimensions of Website trust begins with a framework of three categories: 
Website trust, trust of internet service provider, and trust of internet retailer. 
Table 1 shows the definition of constructs. Thus, it can be hypothesized that: 
 
H1a: Website trust will be positively associated with purchase intention for Iran, 
and Malaysian consumers. 
H1b: The strength of the relationship between Website trust dimensions to use 
online shopping will be different between Iran and Malaysian consumers. 
 

Table 1: The definition of Website trust dimensions 
 
Trust of internet 
retailer 

The overall consumer trust in 
the 
community of sellers in the 
e-marketplace 

Mayer et al. (1995) 
and Gefen (2000) 
 

 Website Trust The overall consumer trust in 
the Website 

Ling et al. (2010 

Trust in e-service 
provider 

The overall consumer trust in 
the Internet seller 

Featherman, Miyazaki et 
al. (2010) 

 
 
2.3 Perceived Website Privacy and Cross-Cultural Online Purchase 
Intention 
 
The privacy concept is in its own body not new and in a general manner has been 
clarified as an individual’s power to control the conditions by which his/her 
personal data is obtained and used (Galanxhi and Nah, 2004). In social practice 
theory, privacy is defined as “the right to be left alone” (Warren and Brandeis, 
1890). Pound (1915) defined privacy in terms of an extension of personhood or 
personality .The growth of new technologies capacity for data processing and its 
complexity has led privacy to be an increasingly essential issue (Kelly and 
Erickson, 2004).Therefore, individual distrust is growing due to how their 
personal information is being collected and processed. We frame online privacy 
concern as users’ perception of protection against security threats and control of 
their personal data information in an online environment (Lallmahamood, 2007). 
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Prior research established that majority of Internet users are not aware of the 
possible risks of their usual Web activities like their online purchasing, booking 
flights/hotels, visiting Websites of social networking and even file transferring. 
In these activities the user’s privacy is at risk. Personal information of users can 
be continuously changing hands or even in some situations in the servers, without 
the user’s permission or notice. This information may even be given to the other 
parties for market research or profit (Nguyen and Vu, 2011). Udo (2001) 
investigated the online IT user’s concerns so as to disconfirm or confirm the 
worries of data privacy. The findings shows that most of the online It users have 
worries about the security and their privacy while purchasing online. They had 
also concerns about the safety of their e-mails. Lallmahamood (2007) explored 
the influence of perceived privacy and security on the individual’s intention to 
use Internet banking in Malaysia. It was concluded that security and privacy have 
significant relationship with the individual’s intention in using Internet Banking. 
Brown et al., (2005) have studied concerns for privacy and online travel product 
purchase in the Australia. The study revealed that the confidential guarantees 
from online travel websites may not have any impact on consumer’s buying 
intentions. 
 
Park and Jun (2003) observed cross-cultural differences in consumers behavior 
among Korea and the U.S. The effects of perceived risks of Internet shopping 
and Internet usage were higher or even opposite in the American sample 
compared to the Korean sample. However, no significant differences found in 
online buying experience or Internet buying intentions among Korean and 
American consumers. Linda C. et al. (2004) explored perceived consumer risk 
(privacy, financial, etc.) with regard to online purchasing using a cross-national 
sample from U.K., the U.S. and Canada. The findings shows that the influence of 
online purchase experience in reducing perceived consumer risk is different 
significantly by product/service and across cultures. For instance, in the case of 
clothing, purchase experience had impact on perceived risk significantly only in 
Canada, not in the U.K. and U.S. In the case of computer purchase, experience 
reduced perceived risk in Canada and the U.K., but had no significant influence 
in the U.S.   In Japan the influence of risk on purchase intention is clearly higher 
than in the case of Spain.  Kim and Kim (2010) focused on a cross-cultural study 
between Korea and the USA. They found that the significant impact of privacy 
on e-satisfaction and e-service quality was equal in both countries. Therefore it is 
hypothesized that: 

H2a: Perceived Website privacy will be positively associated with purchase 
intention for Iran, and Malaysian consumers. 
 
H2b:The strength of the relationship between Perceived Website privacy and 
intention to use online shopping will be different between Iran and Malaysian 
consumers. 
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2.4 Website Quality and Cross-Cultural online purchase intention 
 
Aladwani and Palvia (2002) have described perception of customers of Website 
quality as evaluation of users about features in a website meeting their needs and 
impressing the total excellence of that Website. Website quality is the overall 
perceived quality of a Website according to the viewpoint of customer (Yoo and 
Donthu, 2001). In prior researches there are many Website quality dimensions 
that clarified and can be sorted into some categories like ease of use, enjoyment, 
security, information quality, and service quality (Yoo and Donthu, 2001; 
Aladiwani and Palvia, 2002; Wolfinbarger and Gilly, 2003; Hoffman and Novak, 
2009).  
 
Sin et al. (2012) reported that 3 factors of ease of use, subjective norm and 
perceived usefulness have positive impact on buying intention in online social 
media in Malaysia. 
 
In another study Bavarsad, Rahimi & Mennatyan (2013) found that the quality of 
web site content, perceived security and customer’s trust influence the e-
shopping positively and significantly. Webb and Webb (2004) argued that the 
union of quality factors obtained from data quality and service quality are 
required to assess both minimum and desired quality factors which are expected 
in a Website. Also, both data and service quality have positive relation to 
customer satisfaction in a B2C Website.   Hsu, Chang & Chen (2011) 
investigated the influence of Website quality on satisfaction and buying intention 
of travel products in Taiwan. They have researched three dimensions of Website 
quality which are information availability, service quality and system quality of 
Website. The results indicate that service quality has more important impact on 
decision making of customers than system quality and information. Similarly, 
Afshardost, Farahmandian & Es-haghi. (2013) studied the factors influencing 
online purchase intention among students in Malaysia. The results revealed that 
Website content quality has significant impact on student’s intention to purchase 
online. Hence, considering the multidimensional of Website quality we define 
Website quality dimensions as Website ease of use, Website entertainment and 
Website content quality. 
 
Smith et al. (2011) conducted a cross-cultural study of online shopping behavior 
in three countries: Norway, Germany and the US. The results indicated the 
differences in shopper’s behavior. The findings show that the full TAM model 
does not hold for the European samples. In addition, cognitive involvement has 
impact on perceived usefulness and perceived ease of use in all countries, but the 
relationship between behavioral intention and affective involvement does not 
hold in Germany.  Fanet al. (2013) observed a cross-cultural differences in the 
relationships among perceived risk, website quality (online retailer’s reputation) 
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and emotion from the samples of the US and Korea. The findings show that the 
links for reputation-perceived risk and reputation-emotion are stronger in Korea 
than in the US. The results also suggest that Korean consumers are more affected 
by the online retailer’s reputation than are US consumers. Fan et al. (2013) 
attempted to explore the relationships between web site quality, customer 
satisfaction, flow, and relationship intention in Korean and Chinese e-
marketplaces. The findings revealed that Web site quality had some impact on 
satisfaction and flow in both countries, but for the dimensions of web site quality 
different results were found between the countries. Flow positively influencing 
satisfaction, but the impact in China was greater than that in Korea. 
 
However, some researchers didn’t find the cultural differences in their studies. 
Garcia et al. (2013) compared the ways in which a web site’s content quality and 
content presentation can have impact on the purchase intentions in Spania and the 
U.S. The findings revealed no cultural differences in buyer’s preferences.   
Kassim and Abdullah (2010) studied the impact of perceived service quality 
dimensions on loyalty, satisfaction and trust in e-commerce settings in Qatar and 
Malaysia. They found no significant difference among the effects of satisfaction 
on loyalty, trust on loyalty, and perceived service quality on satisfaction among 
the Malaysian and Qatari customers showing that the relationships in the model 
did not hold between the two cultural groups because the respondents have 
similar cultural background. Hence, considering the multidimensional of Website 
quality we define Website quality dimensions as Website ease of use, Website 
entertainment and Website content quality. The definitions of constructs are 
explained in Table 2. Based on the discussed theory we can hypothesis that: 
 
H3a: Website quality will be positively associated with purchase intention for 
Iran, and Malaysian consumers. 
 
H3b: The strength of the relationship between Website quality dimensions to use 
online shopping will be different between Iran and Malaysian consumers. 
 

Table 2: The definition of Website Quality Dimensions 
 
Content 
quality 

Website attributes such as information 
usefulness, completeness,  accuracy and so 
on 

 Aladwani and 
Palvia (2002) 

Ease of use The ease of understanding of the Web pages 
and intuitive operations 

Loaicono et al. 
(2002) 

Entertainment Visual appeal, innovativeness, and 
emotional appeal of the Website 

Loaicono et al. 
(2002) 
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3. METHODS  
 
3.1 Sample and data collection procedures 
 
The survey data were conducted in Iran and Malaysia. The online survey was 
accomplished to people during a two-month period. A total of 1,100 e-mail 
accounts in Iran and 1,200 e-mail accounts in Malaysia were contacted for survey 
participation by using a convenience sampling method. A total of five online 
retailer companies in Iran and four online retailer companies in Malaysia were 
chosen.  
 
To ensure that the respondents had purchased any product online (or intended to 
buy), the following question was used: “I had an online purchasing (or wanted to 
purchase) from this store”. Only those respondents who said “yes” were included 
as acceptable data. Therefore, from 400 responses which returned from Iranian 
consumer, only 315 of them were usable, indicating a response rate of 28.6 
percent. Also, from 330 Malaysian respondents, only 276 of them were usable 
which represent a response rate of 27.5 percent. 
 
After deleting incomplete questionnaires, a total of 591 responses (315 from Iran 
and 276 from Malaysia) were gathered for further analyses. A low response rate 
in the research was not unexpected, due to the fact that the e-mails sent to people, 
did not grant any monetary incentives to encourage participation. However, the 
response rate of more than 10 percent is an accepted level for further analyses 
(Manfreda, Bosnjak, Berzelak, Haas & Vehovar, 2006). 
 
Regarding the gender ratio, the number of males were more in both Iranian and 
Malaysian sample (58.4 percent for Iran and 54.7 percent for Malaysia). In Iran, 
most respondents were between the ages of 20 and 29 (49.2 percent) and in 
Malaysia, most respondents were between the ages of 30 and 39 (43.8 percent). 
In total 62.7 percent of Iranian respondents had online shopping experience and 
67.4 percent of Malaysian respondents purchased a product online. Table 3 
shows the frequency distribution for the demographic variables. 
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Table 3: Frequency distributions for the demographic variables for Iraninan and 
Malaysian 

 

Variable Category 
Iran (n=315) 

Malaysia 
(n=276) 

n % n % 

gender 
Male 184 58.4 151 54.7 
female 131 41.6 125 45.3 

age 

<20 28 8.8 15 5.4 
20-29 155 49.2 99 35.8 
30-39 103 32.6 121 43.8 
40-49 22 6.9 36 13 
>50 7 2.2 5 1.8 

Online 
purchase 
experience 

Yes 229 62.7 186 67.4 

No 86 27.3 90 32.6 

 
3.2 Survey instruments 
 
A questionnaire was developed to measure the four constructs of the study as 
well as demographic information. The measures are mainly adopted from the 
previous researches (Mayer et al., 1995; Yoo and Donthu, 2001; Salisbury, 
Pearson, Pearson & Miller, 2001; Aladwani and Palvia, 2002; Loaicono, Watson 
& Goodhue, 2002; Mukherjee and Nath, 2007; Ling et al., 2010; Featherman, 
Miyazaki & Sprott, 2010). There are overall nine measures connected with the 
research model. The questionnaire consisted of two sections. The first section 
contains questions on the profile of respondents including age, gender and online 
purchase experience. The other sections contain Likert-scale questions with 1 
representing “strongly disagree” and 5 representing “strongly agree”. A Pilot 
study was conducted to check for the reliability of survey items. A total number 
of 40 survey questionnaires were distributed both in Iran and Malaysia. In fact, 
reliability analysis will help to determine how the questionnaire items must be 
designed (Malhotra and Groover, 1998). Scales reliability was estimated by using 
Coefficient Cronbach’s alpha (Cronbach, 1951). The reliability of all measures 
were greater than 0.70. Thus, the pilot test shows that all measures are reliable. 
This suggests that all items can be used in the final distribution of questionnaires.  
 
3.3. Data analyses  
 
Descriptive statistics were calculated in SPSS 22 and proposed hypotheses were 
examined through a structural equation modeling (SEM) in Amos 22. 
Eventually, a multi-group analysis was conducted to check if the proposed 
hypotheses are different based on nationality (Iranian vs. Malaysian samples). A 

comparison of 2  value was employed among constrained and unconstrained 
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models to estimate whether the two groups are statistically different. In addition, 
multi-group analyses were conducted to find out if there is any difference in the 
proposed relationships by comparing the coefficient of each path (Byrne, 2009). 
 
 
4. RESULTS 
 
4.1 Descriptive statistics 
 
Table 4 presents descriptive statistics for the all measurement items. Using the 
total data (N=591), mean score for Website quality was determined to be the 
highest. Malaysian sample showed higher mean scores in all constructs than 
Iranian sample. Furthermore, the normality of data was examined by 
Kolmogorov-Smirnov test statistic. Since the test statistic level is higher than 
0.05, the data was normal. Table 4 presents the descriptive statistics for 
measurement items. 

Table 4: Descriptive statistics for measurement items 
 
Construct Mean (SD) One-Sample Kolmogorov-

Smirnov Test statistics 
Combined 
(n=591) 

Iran 
(n=315) 

Malaysia 
(n=276) 

Combined 
(n=591) 

Iran 
(n=315) 

Malaysia 
(n=276) 

Purchase 
intention 

3.34 
(0.97) 

3.03 
(0.93) 

3.70 
(0.89) 

0.080 0.077 0.122 

Website 
trust 

3.25 
(0.88) 

3.20 
(1.00) 

3.30 
(0.71) 

0.064 0.075 0.065 

Perceived 
website 
privacy 

3.18 
(0.87) 

3.03 
(0.92) 

3.34 
(0.79) 

0.084 0.077 0.122 

Website 
quality 

3.36 
(0.81) 

3.07 
(0.85) 

3.69 
(0.62) 

0.060 0.056 0.061 

 

4.2 Structural model 
 
Structural Equation Modeling (SEM) was used to evaluate the structural model. 

The results revealed that the structural model fit the data well ( 2

(1977)
 =4659.228, 

p<0.000; CFI=0.93; RMSEA=0.065). The research model is shown in Figure 1.  
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Figure 1: Antecedents of online purchase intention 

 
 

Hypothesis 1 was accepted, indicating a significant relationship between trust 
and online purchase intention (H1, γ=0.19, p<0. 01). Hypothesis 2 was supported 
with a significant path from perceived Website privacy to online purchase 
intention (H2, γ=0.21, p<0. 01). Hypothesis 3 was supported, indicating a 
significant relationship between Website quality and online purchase intention 
(H3, γ=0.67, p<0. 01). 
 
4.3Multiple group analysis comparison between Iranian and Malaysian 
samples regarding intentions to purchase online  
 
A multiple group analysis was conducted to examine whether Iranians and 
Malaysians are different with respect to online purchase intention. The total data 
were divided into two groups: Iranian group and Malaysian group. The 
differential impact for the two groups was found by comparison of the chi-square 
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difference among unconstrained and constrained models (Hair, Black, Babin& 
Anderson, 2010). 
 
Afterwards, we checked whether the proposed model fit for both sample groups. 

The acceptable fit indices were obtained (Iranian: 2

(656)
 =3205.009, p<0.000; 

CFI=0.96; RMSEA=0.089; Malaysian: 2

(656)
 =3182.779, p<0.000; CFI=0.91; 

RMSEA=0.079). Each path coefficient was compared among the two groups to 
discover if the statistical differences among the two groups exist. At the same 
time, we constrained each path to be equal between Iranian and Malaysian and 
checked the differences in chi-square values among the constrained model and 
the freely estimated model. The results of the separate structural model 
estimations regarding path coefficients and chi-square values are presented in 
Table 5. 
 

Table 5: Comparison of Iranian and Malaysian differences in the relationships between 
trust, perceived website privacy, Website quality and online purchase intention. 

 

Path 

Standard 
Estimates 

 

Subgroup Comparison ( 

Unconstrained 2

(1977)


=11916.766) Result 

Iran 
(n=315) 

Malaysia 
(n=276) 

 
Constrained 

2

(1978)
  

2

(1)
  

T            
PI 

0.00ns 0.47**  11931.881 15.115** Malaysia>Iran 

PWP     
PI 

0.38** 0.14*  11922.295 5.529* Malaysia<Iran 

WQ       
PI 

0.85** 0.38**  11923.382 6.616* Malaysia<Iran 

Notes: T= Trust, PWP= Perceived Website Privacy, WQ= Website Quality, PI= 
Purchase Intention 
* p< 0.05 
** p< 0.01 
 

In H1a, we suppose that the relationship between trust and online purchase 
intention is different among Iranians and Malaysians. A chi-square difference test 
for the path coefficient between trust and online purchase intention resulted in 

statistical significance ( 2

(1)
 =15.115, p<0.01), indicating that this path among 

the two groups was significantly different. The coefficient path was larger in 
Malaysian group. Thus, the relationship between trust and online purchase 
intention in Malaysia is higher than Iran. 
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In H2a, we predicted that the relationship between perceived Website privacy 
and online purchase intention is different among Iranians and Malaysians. A chi-
square difference test for the path coefficient between perceived Website privacy 

and online purchase intention resulted in statistical significance ( 2

(1)
 =5.529, 

p<0.05), revealing that this path among the two groups was significantly 
different. The coefficient path was larger in Iranian group. Thus, the relationship 
between perceived Website privacy and online purchase intention in Iran is 
higher than Malaysia. 
 
In H3a, we predicted that the relationship between Website quality and online 
purchase intention is different among Iranian and Malaysian. A chi-square 
difference test for the path coefficient between Website quality and online 

purchase intention resulted in statistical significance ( 2

(1)
 =6.616, p<0.05), 

indicating that this path between the two groups was significantly different. The 
coefficient path was larger in Iranian group. Therefore, the relationship between 
Website quality and online purchase intention in Iran is greater than Malaysia. 
 
 
The research model for Iran and Malaysia is displayed in Figure 2 and 3. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2: Factors affecting online purchase intention in Malaysia 
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Figure 3: Factors affecting online purchase intention in Iran 
 
 
5. DISCUSSION AND IMPLICATION 
 
This study examined the impact of Website trust (H1), perceived Website privacy 
(H2) and Website quality (H3) on online purchase intentions. As we expected 
from our literature all three hypotheses were accepted in both countries. In 
addition, our cross-cultural comparison between the Iran (individualism, high 
uncertainty avoidance, low power distance, low masculinity) and Malaysia 
(collectivism, low uncertainty avoidance, high power distance and high 
masculinity) in relationships among Website trust, Website quality and perceived 
Website privacy in an online setting revealed that, as expected, the impact of all 
three factors on purchase intention was different among countries. The impact of 
Website trust (H1b) was greater in Malaysia than in the Iran. The findings affirm 
Hofstede’s theory (1997) that individualists are much more likely to trust others. 
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By contrast, members of collectivism society restrict themselves to the group 
relationships and restrain trusting others (Yamagishi and Yamagishi, 1994). Also 
according to Bhawuk & Brislin (1992) those high on the individualism scale are 
characterized as trusting of others, focused on utilitarian views of exchange and 
competence, competitive and self-reliant. However, our result is inconsistent with 
some previous researches. For example, Jarvenpaa, S.L. et al. (1999) have found 
no strong cultural effects regarding the antecedents of trust. Our study also shows 
that perceived Website privacy had stronger impact in Iran than in the Malaysia. 
A possible explanation to this may come from Hofstede (1991) theory regarding 
the impact of uncertainty avoidance (the extent to which the members of a 
culture feel threatened by uncertain or unknown situations) on the perceived risk. 
Lower scores are sings of weak levels of uncertainty avoidance and higher scores 
are sings of strong levels of uncertainty avoidance. In cultures with weak 
uncertainty avoidance, innovative ideas, deviant and behaviour are tolerated. In 
contrast, in cultures with strong uncertainty avoidance, “emotional need for 
rules” is needed. This may explain why Iranians have more concerns about their 
privacy than Malaysians towards purchasing online (H2b). This finding is also 
consistent with previous researches that found cultural difference in the impact of 
privacy risk on purchasing online (Kailani and Kumar, 2011; Choi and 
Geitsfield, 2004; Roth, 1995). As mentioned earlier Website quality significantly 
influenced purchase intention for the Iranian respondents but not significantly for 
the Malaysian. This is consistent with previous studies. Kim and Lee (2006) 
found that the relationship between website quality dimensions and purchase 
intention varied between the two countries (US and Korea). This may be 
explained by McCoy, Galletta & King (2006) work which found that cultures 
with high collectivism (Malaysia) seem to nullify the impact of Website quality 
(perceived usefulness and/or perceived ease of use) from accepting a technology.  
 
These findings offer that marketers can concentrate on improving certain 
dimensions to develop their shopper’s satisfaction but the outcome of these 
attempts may not necessarily is shopper’s decision to buy. For example, 
Malaysian shoppers generally tended to derive satisfaction from privacy and 
quality of a website but when deciding an actual purchase, it seemed to be trust 
that finally encouraged their decision to buy. So, Malaysian online shopping 
channel managers can focus on security concerns of their Websites. For the 
Iranian sample, it appeared to be Website privacy and Website quality that 
ultimately influenced shoppers to purchase from the site. These findings suggest 
that when entering a foreign market, e-marketers should make and evaluate their 
websites based on their research and understanding of how the target market 
shoppers perceive and respond to Website privacy and Website quality. 
 
The main limitation of this research is that we have chosen limited number of 
retail Website in both countries. Therefore, our results should not be generalized 
to other websites. In addition, this study did not investigate any product-specific 
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variables for either the Iran or Malaysian websites. Future research should 
observe product variables such as price, country-of-origin, product quality, brand 
recognition and other variables. Eventually, this study did not examine the 
impact of gender differences on purchase intention.  
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