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ABSTRACT:Thetopicoftrustininformationtechnology(IT)artifactshaspiquedinter-
estamongresearchers,butstudiesofthisformoftrustarenotdefinitiveregarding
whichfactorscontributetoitthemost.Ourstudyempiricallytestsamodeloftrust
inITartifactsthatincreasesourunderstandingintwoways.First,itsetsforthtwo
previouslyunexaminedsystemqualityconstructs—navigationalstructureandvisual
appeal.Wefoundthatbothofthesesystemqualityconstructssignificantlypredict
theextenttowhichusersplacetrustinmobilecommercetechnologies.Second,our
studyconsiderstheeffectofculturebycomparingthetrustofFrenchandAmerican
potentialusers inm-commerce technologies.Wefound thatnotonlydoesculture
directlyaffectusertrustinITartifactsbutitalsomoderatestheextenttowhichnavi-
gationalstructureaffectsthisformoftrust.Thesefindingsshowthatsystemquality
andculturesignificantlyaffecttrustintheITartifactandpointtorichpossibilities
forfutureresearchintheseareas.

KEY WORDS AND PHRASES: culture impacts, institution-based trust, m-commerce,
m-commerceportals,navigationalstructure,systemquality,systemsuse,trustinthe
ITartifact,visualappeal.

ALARGEANDGROWINGBODYOFRESEARCHhasexaminedtheroleoftrustine-commerce
transactions.Muchofthisresearchhaslookedatthenatureofconsumertrustplaced
ininstitutionssupportinge-commerce[29].Trustinsuppliersandcommunitieshas
alsobeenexplored[66,67].Whathasbeengenerallyabsentfromtheseinvestigations,
however,isafocusontheeffectsoftrustplacedintheinformationtechnology(IT)
artifacts.Recentresearchhasshownthatthephenomenonoftrustinvolvesnotonly
people[46,50,86]butalsoITartifacts—hardwareorsoftwarethatenablestasks[5].
UsersplacetrustinITartifactsby“relyingordependingoninfrastructuresystems
liketheWeborrelyingonspecificinformationsystemslikeMicrosoftExcelTM”[57,
p.330].OneexceptiontothelackofattentiontothetopicoftrustinITartifactsis
thatofWangandBenbasat[86],whoinaseminalstudyfoundthatconsumersplace
significantlevelsoftrustinITartifactswhentransactingbusinessonline.Because
thereislittleworkbeyondthis,WangandBenbasat[86]callforfurtherresearchto
extendtheconceptualizationoftrustinITartifactsandidentifyrelevantfactorsthat
contributetotheirformation.Thisstudyisaresponsetotheircall.

TheobjectiveofthisstudyistosuggestandempiricallytestamodeloftrustinIT
artifacts.Todoso,weexaminem-commerceportals[34],Internet-basedstorefronts
ofe-commercesitesspecificallytailoredformobiledevices[2,77,85].Webelieve
thatitisespeciallyinstructivetoexaminetrustinemergingITartifactswhere,from
acommercialpointofview,theeventualacceptanceorrejectionoftheartifactisstill
verymuchindoubt.Suchisthecasefortechnologiesrelatingtomobilecommerce,
whichcontinuetostruggletofindwidespreadconsumeradoption[2].Studiesthat
exploresuchartifactsmayhelptoexplainhowtrustmightaffectthediffusionofnew
technologies.
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Ourmodelbreaksnewgroundbyincorporatingsystemqualitycharacteristicsthought
tobeimportantinm-commercescenarios—navigationalstructureandvisualappeal
[47,75].Weempiricallytestourmodelbyconductingafreesimulationexperiment
involvingasimulatedm-commerceportal.Onecontributionofthisstudyisthefinding
thatsystemqualityattributessignificantlyinfluenceusers’trustinm-commerceportals.
Thesefindingshaverelevantimplicationsforpractitionersinthatmanufacturerssuch
asApple,Nokia,andSonyarecurrentlyseekingwaystodramaticallyimprovethe
userinterfaceofm-commercedevicesandthusspurm-commerceactivity[2].

OurmodeloftrustintheITartifactalsoincorporatescultureasanimportantcom-
ponent.Cultureisanimportantexplanatoryfactorintheuseofinformationsystems
(IS)andtheWeb.Ithas,forexample,beentiedtoanindividual’swillingnesstobe-
comecommittedtonewtechnologies[80].Buttheeffectofcultureonanindividual’s
trustinITartifactsisstillunexploredterritory.Consequently,followingthecallfrom
ZaheerandZaheer[91]formorecross-cultural,comparativeresearchtoexplorein
greaterdepththelinkagesbetweencultureandtrust,wealsoinvestigatethisaspect.
Ourmodeldemonstratesthatculturesignificantlyaffectsuserwillingnesstotrustin
anITartifact,suggestingseveralimplicationsforthedesignofmobileWebinterfaces
andITartifactsingeneral.

LiteratureReview,ResearchModel,andHypotheses

BEFOREREVIEWINGTHELITERATURERELEVANTTOTESTINGthenomologyoutlinedabove,
weforeshadowourviewsinFigure1,whichisthefullresearchmodeleventually
presentedforconsideration.Themodelshowsdirecteffectsviasolidlinesandmod-
eratingeffectsasdashedlinesaffectingpaths.

TrustinITArtifacts

Inrecentyears,trusthasbecomeincreasinglyrecognizedforitsessentialroleinen-
couragingconsumerstoadoptonlinemodesofcommerce[28,29,58,66].However,
apersistentgapinIStrustliteratureistheeffectoftheITartifactonconsumers.Most
trust-relatedISliteraturehasviewedtheITartifactsimplyasanenablingingredient
ofonlinetransactions,focusinginsteadonvendor-orinstitution-basedeffectsoftrust
[25,26,58,66].Theseextremelyvaluableinsightsnotwithstanding,recentworkhas
pointedtothemajorrolethattheITartifactcanassumeinengenderingconsumertrust.
Anumberofstudieshaveinvestigatedtheabilityofonlinesoftware-basedrecommen-
dationagentstoincreaseconsumertrustinonlineretailsites[71,87],demonstrating
indirectly,atleast,thatITartifactscanaffectconsumertrust.

However,asidefromtrustinrecommendationagents,littleempiricalresearchhas
examinedtrustinITartifacts.OneexceptionistheresearchofLippert[50],whoex-
aminedtrustplacedinvariousorganizationalISandfoundevidencethatpredictability,
reliability,andtechnicalutility(comprisedofperceivedusefulnessandperceivedease
ofuse[EOU])areeachpositivelycorrelatedwithtrustintheITartifact.Thepresent
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studyaimstoexploretheconceptualizationoftrustplacedintechnologybyexamin-
ingotherfactorsthatmaycontributetotrustinITartifactsandtoprovideempirical
evidencefortherelativestrengthsofthesefactorsontheengenderingoftrust.

TheEffectofTrustonIntentiontoUse

Trustresearchershavefoundastrongrelationshipbetweentrustingbeliefsandtrusting
intentions.AccordingtoFishbeinandAjzen’stheoryofreasonedaction(TRA)[20],
beliefsleadtoattitudes,whichinturnleadtointentionsand,ultimately,behaviors.The
processofprogressingfrombeliefstobehaviorshasbeenfoundtobehighlyamenable
totheformationoftrust.McKnightetal.[60],adaptingDavis’smoreparsimonious
versionofTRA[14],theorizedthattrustingbeliefs,trustingintentions,andtrusting
behaviorscomprisethecognitiveprocessbywhichatrusterdetermineswhetheror
nottoplacetrustinanunknowntrustee.Trustingbeliefisthebeliefthatthetrustee
hascharacteristicsthatwouldbenefitthetruster.Thesebeliefsleadtotrustinginten-
tion,whichisthewillingnessorintentionofthetrustertorelyonthetrustee.Finally,
trustingintentionleadstotrustingbehavior,whichistheactofthetrusterbecoming
vulnerabletothetrusteeinasituationofuncertainty.

Thiscognitiveprocessoftrustformationhasbeenshowntopositivelyinfluencea
person’sintentiontousee-commerceWebsites[28,29,58,90].Recently,researchers
haveshownthatthistrustformationprocessholdsevenwhenanITartifact,rather
thanabusinessororganization,istheobjectoftrust[46,50,86].Inthesestudies,it
wasfoundthatpeopleformtrustingbeliefstowardITartifacts(i.e.,whetherornot
peopleperceivedtheITartifacttopossessdependable/usefulcharacteristics).These
trustingbeliefsthenstronglypredictedtrustingintentions(i.e.,whetherornotpeople
werewillingtodependontheITartifact).Consistentwiththesefindings,ourfirst
hypothesisisasfollows:

Figure1.ResearchModelShowingtheSignificanceofRelationships
Notes:EOU=easeofuse;UA=uncertaintyavoidance.
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Hypothesis1:TrustingbeliefsintheITartifactwillpositivelyaffectintention
touse.

Institution-BasedTrustandTrustinITArtifacts

Anotherimportantelementoftrustisinstitution-basedtrust—aperson’sfeelingor
beliefthattheenvironmentinwhichheorshetransactshasappropriatesafeguards
andprotections[32,58].McKnightetal.definetwodimensionsofinstitution-based
trust—namely,structuralassurance,thebeliefthat“structuresareinplacetopromote
success”[58,p.339],andsituationalnormality,thebeliefthat“theenvironmentis
inproperorderandsuccessislikelybecausethesituationisnormalandfavourable”
[58,p.339].

McKnight et al. [60] theorized that institution-based trust significantly affects
bothtrustingbeliefsandtrustingintentions.Severalrecentstudieshavefoundthat
institution-basedtrustcanstronglyinfluencetrustinonlineenvironments[3,64,66].
McKnightetal.[58]suggestthatconsumers’perceptionsofhighsituationalnormality
contributetotrustplacedinonlinevendors.However,despiteitsformativerole,little
ISresearchhasexaminedinstitution-basedtrust.Gefenetal.[32]recentlycalledfor
ISresearchtoincludeinstitution-basedtrustinourmodels,specificallyasitrelates
totheITartifact.

Regarding its role in trust formation, theorists have explained that components
ofinstitution-basedtrust—structuralcharacteristicsofsafetyandsecurity—arejust
someofthemanycuesthatpeopleusewhendeterminingwhethertoplacetrustin
anotherparty[28].Inonlinecontextswhereothercuesareavailable,suchaspeer
endorsement[49]orrecommendationagents[46,86],institution-basedtrustmaybe
lesssalient.However,ine-commercesettingswhereavailablecuesareminimaland
peoplechieflytransactwithneworunknownentities, theroleofinstitution-based
trustbecomesmuchmoreimportant[32].Insuchcases,userstakeintoaccountthe
structuralcharacteristicsandnormalityoftheenvironmenttocounterbalancethelack
ofcuesneededtoformtrustingbeliefsinanonlineservice.Wethereforehypothesize
thataperson’sperceptionofinstitution-basedtrustintheInternetwillpositivelyaffect
hisorhertrustingbeliefsintheITartifact.

Hypothesis2:Institution-basedtrustwillpositivelyaffecttrustingbeliefsinthe
ITartifact.

EaseofUseLinkedtoTrust

WefurtherhypothesizethatgreaterperceivedEOUwillcorrespondtohigherlevels
oftrustingbeliefs.Thishypothesisisconsistentwiththeintegratedtrust–technology
acceptancemodeladvancedbyGefenetal. [29],whofoundstrongevidence that
EOU leads tohigher levelsof trust.More recently,WangandBenbasat [86]also
foundstrongsupportforthisrelationship.Thelogicforthisrelationshipisthatinthe
absenceofbetterinformation,peopleuseavailableinformationsuchasappearance
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asaheuristictojudgetrustworthiness[6].Gefenetal.[29]observethatperceived
EOUshouldalsoincreasetrustthroughtheperceptionthatthee-commercevendoris
investingintherelationship,and,insodoing,signalsacommitmenttothebusiness
relationship.Weformalizethishypothesisas

Hypothesis 3: Perceived EOU will positively affect trusting beliefs in the IT
artifact.

SystemQuality

Inordertoidentifyrelevantformativesubconstructsthatmapwelltotheconstructof
trustintheITartifact[8],thisresearchincorporatesconstructsfromsystemquality
literature.SystemqualityisamajorcomponentoftheDeLoneandMcLeanmodelfor
ISsuccessandlaterrespecifications[16,76].However,researchexaminingsystem
qualityanditscomponentshasbeensparseoverthelastdecade[62].Anexception
isliteratureonWebsitequality,whichhasdevelopedintoanactiveresearchstream
[19,52].Seddondefinessystemqualityas“whetherornot thereare‘bugs’inthe
system,theconsistencyoftheuserinterface,easeofuse,qualityofdocumentation,
andsometimes,qualityandmaintainabilityoftheprogramcode”[76,p.246].

SystemQualityandTrust

Systemqualityattributesarerelevanttotheconceptoftrustbecauserecentresearch
suggeststhattechnicalaspectsofITartifactsaffectusers’willingnesstotrust[32].For
instance,McKnightetal.[59]foundsitequalitytobeastrongerpredictoroftrusting
beliefs(0.51)thaneitherreputation(0.39)orstructuralassuranceoftheWeb(0.10).

However,beyondthisrecognitionofalinkbetweenqualityandtrust,priorWebsite
qualityresearchonlytacitlyincludestheconceptoftrust.Intwoextensiveandinde-
pendentliteraturereviewsofWebsitequality,bothFieldetal.[19]andWolfinbarger
andGilly[89]showthatriskandsecurityaremajorcomponentsofapluralityofWeb
sitequalitystudies.Onecanarguethatbecausesecurityandriskarecloselyrelated
totrust[10,18,65,74],trustis,infact,atacitcomponentofmanyWebsitequality
studies.ThistacitaccordancewithtrustresearchmakesWebsitequalityespecially
relevantandviableforintegrationintoconceptualtrustmodels.

WebSiteQuality/UserInterfaceMeasures

In theirextensivereviewofsystemquality inISresearch,Nelsonetal. identified
twoITdomainsrequiringfurtherinvestigationofrelevantsystemqualityconstructs:
“Web-basedapplicationsandmobileInternetservices”[62,p.220].Accordingly,we
selectedtwosystemqualityconstructsthatshouldstronglyrelatetotrustinmobile
commercetechnologies—navigationalstructureandvisualappeal[61].Eachofthese
attributesishighlycitedinm-commerceliteratureandrelateswelltothetechnological
qualitiesidentifiedaboveaslikelyaffectingtrustintheITartifact.
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NavigationalStructure

Navigationalstructureisdefinedas“theorganizationandhierarchicallayoutofthe
contentandpagesinaWebsite”[61,p.449]andinvolvestherelativeeffortrequired
forauser to traverseanITartifactuser interface[52].Navigationalstructure isa
commoncomponentofmanyWebsitequalitystudies[52,53,61,89].

AlthoughnavigationalstructureisrelatedtoEOU,botharedistinctconcepts.Nelson
etal.notethatsystemqualityconstructsareoftenequatedwithEOUbecause“ease
ofusemaybeaconsequenceofsystemquality”[62,p.205].However,theystress
thattheseconstructsare“notthesame”[62,p.205].Inourcase,whileEOUreflectsa
user’soverallperceptionoftheusabilityofinteractingwithanITartifact,navigational
structureisspecifictohowlogicallyorintuitivelyinformationisarrangedwithinan
m-commercesite.Nelsonetal.notethatnavigationalstructureisespeciallyvitalin
mobilecommercesitesbecauseoflimitedscreenspace.Instudiesofm-commerce,
navigationalstructureisfrequentlycitedbyusersasbeingcrucial[47,77].

VisualAppeal

VisualappealisanothercommonlycitedWebsitequalityattributeforonlineWebsites
[19,52,53,61,89].Visualappealisdefinedas“thetangibleaspectoftheonlineenvi-
ronmentthatreflectsthe‘lookandfeel’orperceivedattractivenessofaWebsite”[61,
p.450].VisualappealconnotestheattractivenessoftheWebsite,includinggraphics,
colors,andfonts[52,53].Thesegeneralaestheticscanbeanimportantdeterminantof
“surfacecredibility,”theextenttowhich“aperceiverbelievessomeoneorsomething
basedonsimpleinspection”[84,p.42].TsengandFoggexplainthat

withsurfacecredibility,peoplearejudgingabookbyitscover.Intheworldof
humanrelationships,wemakecredibilityjudgmentsofthistypenearlyautomati-
cally.Thewaypeopledressorthelanguagetheyuseimmediatelyinfluences
ourperceptionoftheircredibility.Thesameholdstrueforcomputersystems
andapplications.Forexample,aWebpagemayappearcrediblejustbecause
ofitsvisualdesign.[84,p.42]

KimandMoon[43]foundthatvisualelements,suchaslayoutandcolorselection,
affectedusers’perceptionofthetrustworthinessoftheWebsite.

RelationshipBetweenSystemQualityandEaseofUse

SystemqualityandEOUarecommonlyassociatedinISresearch.Infact,Nelsonetal.
observethatoften“easeofusemaybeaconsequenceofsystemquality”[62,p.205].
WixomandTodd[88]alsoassociatesystemqualitywithEOU,albeitindirectly.In
theirtheoreticalintegrationofusersatisfactionandtechnologyacceptanceliterature,
WixomandTodd[88]drawonattitudeliteraturetoshowhowusers’beliefsaboutthe
qualityofasystemleadtoattitudesofsatisfaction,whichinturnleadtosystemusage
behaviors.Intheirmodel,systemqualityandsatisfactionareobject-basedattitudes
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that“influencethebeliefsapersonholdsortherelativeimportanceheattachestoat-
titudinalandnormativeconsiderations”[1,p.9].Thus,attitudesaboutsystemquality
andsatisfactionaffectbeliefsofEOUandlaterintentiontoadoptthesystem.

WixomandTodd[88]usedsatisfactionasamediatingvariablebetweenthecon-
structsofsystemqualityandEOU,relyingonthecorrespondenceprinciple[20],which
statesthatbeliefsandattitudesthatarenearesttothebehaviorofinterestwillbethe
mostsignificantpredictorsofthatbehavior.Astheorized,WixomandTodd[88]found
satisfactiontobethemostimportantpredictorofEOU,buttheyalsofoundthatsystem
qualityhadasignificantdirecteffectonEOU(path=0.66,R2=0.55).Accordingly,
wepredicttherelationshipbetweensystemqualityattributesofnavigationalstructure
andvisualappealandEOUasfollows:

Hypothesis4a:Navigationalstructureperceptionswillpositivelyaffectperceived
EOU.

Hypothesis4b:VisualappealperceptionswillpositivelyaffectperceivedEOU.

RelationshipBetweenSystemQualityandTrustingBeliefs

Inadditiontothemediatedeffectofnavigationalstructureandvisualappealontrusting
beliefsthroughEOU,wealsohypothesizethattheseconstructswillhaveadirecteffect
ontrustingbeliefs.Severalresearchershavepointedtogooduserinterfacedesignasa
meansofbuildingtrustinanITartifact[57].Bartetal.[4]foundthatnavigabilityand
graphicalpresentationareimportantdriversforconsumertrustinaWebsiteandurged
managersto“gobeyondprivacyandsecurityandfocusonfactorssuchasnavigation
andpresentation”[4,p.148].Moreover,Bartelal.[4]foundthatbothnavigation
andpresentation,alongwithotherWebsitequalitymeasures,weremoresignificant
predictorsofconsumertrustinaWebsitethanprivacyandsecurityfeatures.

Consistentwiththeabovefindings,wehypothesizethatnavigationalstructureand
visualappealwilldirectlyaffecttrustingbeliefsintheITartifact.Duringthetrust
formationprocess,peopleobserveavailablecuestoformtrustingbeliefs[32].Inonline
environmentssuchasmobilecommercewhereavailablecuesarelimited,systemqual-
ityattributessuchasvisualaestheticscanstronglyinfluencetheformationoftrusting
beliefsand,indirectly,trustingintentionsandbehaviors.McKnightobserves:

Trustintechnologyisbuiltthesamewayastrustinpeople.Whenusersfirst
experiencetechnology,signalsofwell-doneuserinterfacesandgoodvendor
reputationswillbuildtrust.Reliable,dependable,qualityITperformanceisthe
keyovertime....Theentiresysteminfrastructureshoulddemonstratequality.
[57,p.330]

Accordingly,wehypothesizethatnavigationalstructureandvisualappealwillinflu-
encetrustingbeliefsasfollows:

Hypothesis5a:Navigationalstructureperceptionswillpositivelyaffecttrusting
beliefsintheITartifact.
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Hypothesis5b:Visualappealperceptionswillpositivelyaffecttrustingbeliefs
intheITartifact.

TrustandCulture

AnimportantgapinourunderstandingoftrustinITartifactsistheinfluenceofethnic
ornationalcultureonuserwillingnesstotrustanITartifact.Intheirreviewofsystem
qualityliterature,Nelsonetal.notethat“non-technicalcharacteristics,suchastask
typeoruserdemographics,mayplayimportantrolesinunderstandingquality”[62,
p.220].Moreover,intheirextensivereviewofcultureinISliterature,Leidnerand
Kayworth[48]foundthatnationalculturesignificantlyaffectsthedevelopment,imple-
mentation,adoption,usage,andmanagementofIS.AcrosstheseISdomains,national
culturewasshowntosubstantively influencehowsuccessfullyISwere integrated
intoorganizations.Despitetheseinsights,theinfluenceofethnicornationalculture
onuserwillingnesstotrustanITartifactisnotyetfullyinvestigated.Accordingly,
weinvestigatebothculture’sdirecteffectontrustinanITartifactanditsmoderating
effectontherelativesalienceofdesignattributesdescribedpreviously.

DirectEffectofCultureonTrustinITArtifacts

Culturedirectlyaffectstrustinartifactsinrelationtotechnologyadoption.Trustin
theITartifacthasbeenshowntobecloselyrelatedtoITadoption[86].Moreover,
muchofthecross-culturalITadoptionliteratureinvolvestrust(ordistrust)asapoint
ofdifferentiation,usingHofstede’sculturalvalueofuncertaintyavoidance,whichis
“thedegreetowhichmembersofasocietyfeeluncomfortablewithuncertaintyand
ambiguity”[37,p.83].Thisuncertaintyavoidancemeasureisriskbased,andhasbeen
showntobecloselyrelatedtotheconstructoftrust[17].InLeidnerandKayworth’s
review[48],nineoutof15studiesfoundconvincingevidenceforthisrelationship.
ThereasoningforthischoiceisthattheadoptionofnewITinvolvesrisk,and,there-
fore,newITshouldbelessreadilyadoptedincultureswithalowtoleranceforrisk.
Forexample,Thatcheretal.[83]showedhowpeopleofcountrieswithhighlevelsof
uncertaintyavoidancewerelesswillingtoexperimentwithandadoptnewtechnol-
ogy.SriteandKarahanna[78]foundthathighuncertaintyavoidanceindividualsare
moreinfluencedbytheirsocialnormstodeterminewhetherornottheyshoulduse
thetechnologythanarelowuncertaintyavoidanceindividuals.SimilareffectsonIS
researchmodelswerefoundbyHasanetal.[35],JarvenpaaandLeidner[40],Png
etal.[69],Straub[80],andStraubetal.[81].Theliteratureisthushighlysuggestive
thatindividualsfromuncertaintyavoidancecultureswilltendtoplacelesstrustin
theITartifact.Wethereforeposit:

Hypothesis6:Individualsfromhighuncertaintyavoidancecultureswillplace
lesstrustintheITartifactthanwillindividualsfromlowuncertaintyavoidance
cultures.
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ModeratingEffectofCultureonTrustinITArtifacts

Multiple cross-cultural studies have shown that various cultures exhibit different
preferencesinthedesignofITartifacts.Forexample,Cyretal.showedthataspects
ofWebsitedesignsuchasnavigability,layout,andgraphicalelementswerepreferred
differentlyacrossJapanese,Canadian,U.S.,andGermancultures[13].DelGaldo
andNielsen[15]andMarcusandGould[55]foundsimilarresults.Becauseculture
mayaffecttherelativeimportanceofWebsitedesigncharacteristicstoaconsumer,
weexpectculturetoinfluencetheextenttowhichsystemqualitydesignelements
contributetousertrustinanITartifact.

Giventheeffectofnationalcultureonthepreferencefordesignelements,weof-
fer the followingexploratoryhypotheses in relation tocultureandsystemquality
attributesofITartifacts:

Hypothesis7a:Navigationalstructureperceptionswillpositivelyaffecttrusting
beliefs in the ITartifact less for individuals fromhighuncertaintyavoidance
culturesthanforindividualsfromlowuncertaintyavoidancecultures.

Hypothesis7b:Visualappealperceptionswillpositivelyaffecttrustingbeliefsin
theITartifactlessforindividualsfromhighuncertaintyavoidanceculturesthan
forindividualsfromlowuncertaintyavoidancecultures.

ResearchDesign

ChoiceofM-CommercePortalsasResearchStimulus

TOEXAMINETRUSTPLACEDINTHEITARTIFACT,wechosem-commerceportals(viewable
bytheInternet-enabledmobiledevices)astheITartifactofinterest.Thistechnologyis
anespeciallygoodchoiceforissuesrelatingtotrustinITartifactsforseveralreasons.
First,trustissuesareontheforefrontwhenusersadoptnewtechnologies[23,24]or
participateinnewmodesofcommerce,suchase-commerce[25,29,58].Bothofthese
pointsareequallytrueofm-commerceportals,Web-orclient-server-basedstorefronts
designedtomakee-commerceservicesaccessibleformobiledevices[34,77,85].
Justase-commercehasmadetrustissuesinISespeciallyprominentinrecentyears
[32],wealsoexpectm-commercetoraisetheawarenessoftrustissuesasconsumers
begintopurchasethroughtheunfamiliarmethodofusinganm-commercephone,
PDA,orotherenhancedmobiledeviceandasconsumersarepersuadedtorelyonthe
relativelynewtechnologyofm-commerce[57].Thispointhasbeenmadeespecially
poignantwiththeintroductionofApple’siPhone.Thus,byselectingm-commerce
portals,weexpecttrust-relatedissuestobemoresalientthanmightotherwisebethe
casewithotherITartifacts.

Second,becauseofthesmall-formfactorofm-commercedevices,screenspaceis
muchmorelimitedvis-à-visacomputerworkstation.Thispresentsfewersurrogate
cuestotheuserforhumaninteractionthanwouldbeavailablewithfull-scalePC-sized
images,multimedia,orrecommendationagents.Intheabsenceofhuman-centrictrust
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attributessuchasintegrity,benevolence,andtrust[86,87],usersareforcedtoform
trustingbeliefsbasedonattributesofthem-commerceportalitself[50,57].Thus,we
expecttheuseofm-commerceportalstoshowstrongerrelationshipsbetweensystem
qualityattributesandtheformationoftrustintheITartifact.

Third,becausem-commerceisrapidlygainingimportanceinmanyareasoftheworld
[73],itisadvantageoustorecognizeandunderstandhowtrustissuesareapplicable
tom-commerceportals.Finally,toourknowledge,nostudyhasattemptedtoexam-
inetrustissuesspecifictom-commerce.Therefore,anunderstandingofhowtrustin
m-commerceportalscanbeincreasedbothfillsanimportantgapinourliteratureand
providespractitionersvaluableinformationforthedesignofm-commerceportals.

TwoDisparateCulturesRelativetoTrust:UnitedStatesandFrance

ToseehowculturemayhaveaparticularbearingontrustinITartifacts,ourstudy
was conducted in research sites in theUnitedStates andFrance.These countries
wereselectedbecauseofthelargedifferencebetweentheUnitedStatesandFrance
intrustingbeliefs.AsprofitablyappliedtoISresearch[24],Fukuyama[23]presents
historicalanalysisthatFranceisalow-trustsocietyandtheUnitedStatesisahigh-
trustsociety[31].Hofstede’sfindings[36]likewiseshowagapbetweenFranceand
theUnitedStatesonuncertaintyavoidance(France,86;UnitedStates,46),whichis
anindicatorofasociety’stoleranceforrisk[17].

Themorerecentcross-culturalgloballeadershipandorganizationalbehavioreffec-
tiveness(GLOBE)studybyHouseetal.[38]foundasimilardifferenceinuncertainty
avoidance.Intheiranalysisof17,300managersin62cultures,Houseetal.[38]ex-
amineduncertaintyavoidanceintermsofbothculturalpracticesandculturalvalues.
Francewasfoundtoexhibithigheruncertaintyavoidanceintermsofbothcultural
practices(France,4.43;UnitedStates,4.15)andculturalvalues(France,4.26;United
States,4.00).Inferringfromthisdata,alikelydifferenceintrustbetweenFranceand
theUnitedStatesmightbesmallerthaninHofstede’sstudy,butthedifferencewould
stillbesignificantinthatFranceexhibitshigheruncertaintyavoidancethandoesthe
UnitedStates.Giventheagreementamongtheseculturalanalysesinthelikelygap
intrustingvaluesbetweenFranceandtheUnitedStates,wechosethesetworesearch
sitestoembodythesedifferencesinculturalvaluesfortrust.

Instrumentation,ExperimentalProcedures,andSampling

ExperimentaltreatmentswereadministeredinFranceandtheUnitedStatestoprovidea
contrastbetweencultures.EachsubjectwasgivenapretestbasedonMcKnightetal.’s
[58]trustmeasurestogaugetheparticipant’sattitudestowardinstitution-basedtrust,
bothingeneralandspecificallyinrelationtoonlinecommerce.Next,afreesimulation
experimentwasadministereddepictingtheuseofanInternet-enabledmobilephone
toperformamobilecommercetransaction.Thefreesimulationconsistedofaseries
ofmobilephonescreenshotsshowingeachstepinthepurchaseprocessofanactual
mobilecommerceWebsite(seeFigure2).Finally,aposttest(consistingofmeasures
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fromMcKnightetal.[58],Montoya-Weissetal.[61],andWangandBenbasat[86])
wasusedtomeasuresystemqualityattributesoftheuserinterface,theleveloftrust
thateachparticipantplacedinthesimulatedITartifact,anduserintentionstoadopt
them-commerceportalasameansofpurchasing.

Totest thehypotheses,afreesimulationexperimentaldesignwasimplemented,
as noted above [22, 27]. In free simulation experiments, treatment levels are not
predetermined.Rather,levelsrangefreelyinaccordancewithhowparticipantsinter-
actnaturallywiththesimulation.Thesimulationconsistedofasetof12sequential
screenshotsthatdepictedeachstepofthepurchaseprocessforanm-commerceportal
usingacellularphone.Amazon.com’s“AmazonAnywhere”service(www.amazon.
com/mcommerce)waschosenasthem-commerceportalbecauseofitshighbrand
profilebothintheUnitedStatesandinEurope.Furthermore,theuseofanoperational
m-commerceportalcontributedtotherealismofthesimulation.Choosingahigh-
profilebrandhelpedtoensurethatparticipantsfrombothcountriesrecognizedthe
m-commerceseller.Thisbetterallowedustolookfordifferencesintheperceptions
ofFrenchandU.S.subjectsinsimilarsettings.

Aftercompletingthepretest,participantsviewedanumberedsequenceofscreenshots
showingeachstepoftheAmazonAnywherem-commerceportalpurchaseprocess(see
Figure2).TheAmazonAnywhereportalisanm-commercestorefrontforAmazon.
com’sretailofferings.Specificallydesignedforviewingusingasmallscreen, the
AmazonAnywhereportalinterfaceprovideslinkstoAmazon’smostpopularproduct
categoriesaswellasasimplesearch.Theinterfaceisdesignedsothatit iseasily
navigableusingthekeypadofamobiledevice.

Inthesimulatedpurchaseprocess,participantsviewedthestepsrequiredtosearch
foraparticularbookandthenselectanitembasedonthesearchresults.Searchre-
sultsdisplayedthumbnailimagesforeachmatchingitem,alongwithalinktomore

Figure2.ScreenshotsofAmazonAnywhere,M-CommerceSite
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information. Once a book is selected,AmazonAnywhere provides a streamlined
purchaseprocessinwhichauserlogsintoanexistingAmazonaccountandthenpays
usingapreselectedpaymentmethod.Shippingdetailsaresimilarlyspecifiedbefore-
hand.Thus,theAmazonAnywhereportaloffersastreamlinedstorefronttoAmazon.
comspecificallysuitedforbrowsingandpurchasingonamobiledevice.Theentire
purchasingprocessfromstarttofinishwascapturedinaseriesofscreenshotsand
reproducedincolorcopies.1

Becauseeachparticipanthadhisorherownsetofscreenshots,participantsviewed
thescreenshotsindependentlyfromotherparticipants.Inaddition,participantswere
notrestrictedfromreviewingpreviouslyexaminedscreenshots.Thislackofprocedural
controlsisconsistentwiththedesignofafreesimulationexperiment,whichallows
participantstointeractwiththesimulationinanunrestrictedmanner.

Oncetheyhadviewedthescreenshots,participantstookaposttestbasedonmeasures
usedbyWangandBenbasat[86].Thisposttest,basedonthemeasuresofMcKnightet
al.[58],wasspecificallydesignedtogaugeparticipantlevelsoftrustinanITartifact.
However,becauseWangandBenbasat[86]weremeasuringadifferentformofIT
artifact(thatis,Web-basedrecommendationagents),minorchangesweremadeto
adapttheposttestmeasurestom-commerceportals.Theposttestalsoincludedsystem
qualitymeasuresfromMontoya-Weissetal.[61]fornavigationalstructureandvisual
appeal.Attachedtotheposttestwasashortdemographicalquestionnairetoallowfor
thecomparisonofcontroldatabetweenresearchsites.

ParticipantRecruitment

Theexperimentswereconductedat twomajoruniversities—oneatGeorgiaState
University,Atlanta,Georgia,andtheotheratUniversitéParis–Dauphine,Paris,France.
ParticipantswererecruitedfromMBAandothergraduate-levelbusinesscoursesat
bothresearchsites.Oneoftheresearchersvisitedstudentcoursestoadministerthe
experiment.Atotalof116participantstookpartinthestudyinFranceand135par-
ticipantstookpartintheUnitedStates.

Participantswerenotofferedrewardsfortakingpartinthestudy;however,nearly
allstudentsintheclassesvisitedchosetovolunteerandparticipateratherthantakea
breakorcompleteanalternativeactivity.Whileofferingextrinsicrewardsiscommon
inbusinessresearch,severalresearcherssuggestthatincentivesarenegativelyrelated
totheintrinsicinterestandmotivationofstudents[44,45].Thereisnoconsensuson
thispoint,butwebelievethatofferingalternativeactivitieshelpedtoensurethatonly
motivatedstudentstookpartinthestudy.

DataAnalysis

FORDATAANALYSIS,WEUSEDSmartPLS2.0[72].SmartPLSisacomponent-basedpath
modelingsoftwareapplicationbasedonthepartialleastsquares(PSL)method.Smart-
PLSiscomparabletoPLS-Graph;itisbasedonthesamemethodandofferssimilar
featureswithanimprovedgraphicalinterface.Whilecovariance-basedsoftwaresuch
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asLISRELismainlydesignedtoperformanalysesinvolvingreflectiveconstructs,
PLS-basedapplicationssuchasSmartPLSorPLS-Graphcanreadilyhandlebothre-
flectiveandformativeconstructs[30].Therefore,wefeltSmartPLSwasappropriate
inthatthemodelincludesbothreflectiveandformativeconstructs.Marcoulidesand
Saunders[54]critiquedstudiesthatusePLSwithinsufficientsamplesizesandsowe
werecognizantoftheneedforsufficientlylargegroupsofsubjects.

MeasurementValidation

Thefirststage indataanalysisshouldevaluate themeasurementpropertiesof the
instrumentation.Typical analyses include reliability and convergent/discriminant
validity.Giventhepresenceofbothformativeandreflectiveconstructsinourmodel,
weimplementedmeasuresconsistentwiththenatureoftheconstructs.Analysessuit-
ableforreflectiveconstructsdonotapplytoformativeones[7,30,79].Validationof
reflectiveconstructsiswelldocumentedintheliterature[68],butthereisstilllittle
guidanceforvalidatingformativeconstructs.Wethereforerelieduponpriorstudies
thatusedformativeconstructsandstillassessedthemeasurementproperties.Table1
showsdetailsofconstructsandmeasuressubjectedtoinstrumentvalidation.Table2
detailstheindividualmeasurementitemsoftheinstrument.

ValidationofReflectiveConstructsand
Subconstructs

ConsistentwithWangandBenbasat[86],wemodeledtrustasasecond-orderconstruct.
Ourconceptualizationof trust followsMcKnightetal. [59]andso includes three
subdimensions—competence,benevolence,andintegrity.Followingtheguidelines
providedbyJarvisetal.[41],wemodeledtrustasasecond-orderformativeconstruct.
Indeed,webelievetrustisbetterdefinedasaformativeconstructthanareflectiveone.
WhileWangandBenbasatseemtoacknowledgetheformativenatureoftrust[86],
theydecidedtomodelitasasecond-orderreflectiveconstructbecausemeasureswere
foundtocorrelatehighly[59].Furthermore,theyfoundnosignificantdifferencesin
pathcoefficientsignificancedependingonthechoiceofmodelingthetrustconstruct
asformativeorreflective.

However, because modeling formative constructs as reflective ones can lead to
specificationerrorsandheightenedlevelsofTypeIandIIerrors[68],wedecidedto
modeltrustasasecond-orderformativeconstruct.Similarly,asshowninTable1,
wemodeledinstitution-basedtrustasasecond-orderformativeconstruct.Weused
preexistingmeasureswithaseven-pointLikertscalerangingfrom“stronglydisagree
to“stronglyagree”(refertotheonlineappendicesforinstrumentationdetails;http://
anthonyvance.com/appendices/Trust-JMIS-2008.pdf).We first analyzed measure-
mentpropertiesofthereflectiveconstructandsubconstructsoftheinstrument.Then
wereplacedfirst-orderreflectiveconstructswiththeirlatentvariablescoresgivenin
SmartPLS,assuggestedbyWangandBenbasat[86].Thisallowedustotestforthe
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validityofsecond-orderformativeconstructsandtheanalysisofthestructuralpaths.
InternalconsistencyofsubconstructswasassessedviaCronbach’salphas.Thesewere
calculatedforboththeU.S.andFrenchsamples,aswellasfortheoverallsample.
Mostvalueswereabove0.80,andallweregreater than theaccepted thresholdof
0.70recommendedintheliterature[63].Overall, theseresultsindicateacceptable
measurementpropertiesforallreflectiveconstructs.

Discriminantvaliditycanbeassessedwhenitemsofoneparticularconstructcor-
relatepoorlywithitemsofallotherconstructswhilecorrelatinghighlywiththeirown
construct.Inordertoassessdiscriminantvalidityofreflectiveconstructsandsubcon-
structs,weexaminedfactorandcross-loadings,andtheaveragevarianceextracted
(AVE)matrix.Thefactorstructureshowsthattheitemsloadhigherontheirintended
constructthanonanyotherconstruct.2Moreover,theyloadtogetherwithveryhigh
values.Whilesomeitemsalsoloadreasonablyhighonunintendedconstructs,mostof
thesevaluesarebelowthe0.60recommendedcutoff[21].Therefore,wecanconclude
thatthereflectiveconstructsdiffer.

InternalconsistencywasassessedbycompositereliabilityandCronbach’salphas.3
Withvaluesrangingfrom0.80to0.95forcompositereliabilityandfrom0.77to0.90
forallCronbach’salphasbutone(at0.63forinstitution-basedtrust–benevolence),
wecanconcludethatthescalesarereliable.

ValidationofFormativeConstructs

Thisstudyhadtwoformativeconstructs.Theseconstructsareinstitution-basedtrust
andtrustintheITartifact.Becauseofthenatureofformativeconstructs,different
analysesneedtobeconductedfortestingreliabilityandvalidity.Inordertoassess
convergentanddiscriminantvalidityfortheseconstructs,weemployedthemodified
multitrait–multimethod(MTMM)techniquedescribedbyLochetal.[51].4Suffice
ittosaythatthetestsfollowedtherecommendedproceduresinLochetal.[51]and
examinationof themodifiedMTMMindicates that the instrumenthas acceptable
measurementproperties.Bothconvergentanddiscriminantvalidityweredemonstrated
inouranalyses.

CommonMethodsVariance

Totestforcommonmethodsvariance(CMV),wefirstconductedHarman’ssingle-
factortest[70].Podsakoffetal.arguethatifthereisadetrimentallevelofcommon
methodbias,“(a)asinglefactorwillemergefromexploratoryfactoranalysis(unro-
tated)or(b)onegeneralfactorwillaccountforthemajorityofthecovarianceamongthe
measures”[70,p.889].Becausemorethanonefactoremergedtoexplainthevariance
inouranalysis,weinferthatcommonmethodsbiasinthiscaseisnothigh.Thesecond
testwastoexamineacontrolfortheeffectsofanunmeasuredlatentmethodsfactor
[70,p.891].Inthisanalysis,ofthe23pathsfromCMVtosingle-indicatorconstructs,
onlysevenweresignificant,indicatingarelativelysmallamountofCMV.5
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HypothesisTesting

AfterassessingmeasurementpropertiesandCMVoftheinstrument,wetestedour
hypothesesthroughthePLSstructuralmodel(seeFigure3).Thesampleconsisted
of 136 U.S. and 116 French business students. In order to analyze the influence
ofculture,wecodedcultureasabinaryvariablewith thevalueof0 for theU.S.
subsample,and1fortheFrenchsubsample.Assuggestedabove,subjectsfromthe
Frenchsubsampleareconsideredtobemoreuncertaintyavoidantthansubjectsofthe
U.S.subsample.Suchananalysiscouldbecriticizedfornotdirectlymeasuringthe
levelsofuncertaintyavoidance.However,wereliedonpreviousworkthatindicates
thatHofstede’sdetecteddifferencesstillexistbetweenFranceandtheUnitedStates,
althoughpossiblyatalowerlevel[39,42,81].Wemeasuredcultureinourstudyin
awayconsistentwithmanyotherstudiesinvolvingtheeffectsofculture,whichare
largelybasedonHofstede,andwhichconsidercultureatthenation–statelevel[48,78,
82].Othercompetingconceptualizationssuggestavalue-basedapproachofcultureat
anindividuallevel[78].AnotherconceptualizationisthatofLeidnerandKayworth
[48],whodevelopamodelintegratingvalues,IT,andconflictandofferanapproach
fordealingwithbothnationalandorganizationalculture.

TheaverageageintheU.S.samplewas31.6and22.8intheFrenchsample.6Also,
theAmericansubjectsspentanaverageof6.3yearsincollegestudiesascompared
to4.4yearsfor theFrenchsubjects. Inorder tocontrol thoseparameters,wefirst
includedthemascontrolvariablesintheanalysis.Becausewefoundnosignificant
effectofageoroftimespentincollegestudiesonthemodel,welaterdroppedthem
fromtheanalysesofhypotheses.Regardingthenationalityofparticipants,subjectsin
theFrenchuniversityweremostlyFrenchcitizens,andsubjectsintheU.S.university
weremostlyAmericancitizens,thusimplyingsomehomogeneityinoursampleat
thenational-culturelevel.

EvaluatingModeratingEffects

Testingmoderatingeffectsinvolvescomparinga“maineffect”modelandamoderat-
ingeffectmodel[9,11]andmeetingnineconditionsthatindicatethatnoerrorsof
commissionhavebeenmade.Ourdetailedanalysisconcludesthatwehavenoerrors
ofcommission.7Theinteractiontermswerecalculatedbymultiplyingthemoderator
(culture)bythepredictorvariables(navigationalstructureandvisualappeal).The
moderatingeffectsmodelincludedtheseinteractionvariables,whilethemaineffects
modeldidnot.However,becausethemoderatingeffectofcultureontheinfluence
ofvisualappealontrustingbeliefsintheITartifact(TRUST)wasinsignificant,we
decided to testonlyfor theeffectof the interactionofnavigationalstructurewith
culture.TheR2ofTRUSTforthemaineffectmodelwasR2=0.471.Wheninclud-
ingtheinteractionterm,theR2forTRUSTis0.488.Wethencalculatedtheeffect
sizeapplyingthefollowingformulasuggestedbyCohen[12],asinChinetal.[11]:
F2=[R2(interactionmodel)–R2(maineffectmodel)]/[1–R2(maineffectmodel)].
Wethusobtainedaneffectsize(F2)of0.03.Then,wemultipliedF2by(n–k–1),
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wherenequalssamplesize(251)andkequalsthenumberofindependentvariables
(4).ThisenabledustoconductapseudoF-testforthechangeintheR2with1and
n–kdegreesoffreedom,similarlytoMathiesonetal.[56].Theresultofthepseudo
F-testwas7.90(p<0.005).Aneffectsizeof0.02issmall,0.15ismoderate,and0.35
islarge[12].Thereforewecanconcludethattheeffectsizeforcultureinourmodel
issmall(0.03)yetsignificant.

Positingthatinstitution-basedtrustwillpositivelyaffecttrustintheITartifact,H1
wassupported.H4a,hypothesizingthatnavigationalstructurepositivelyinfluences
perceivedEOU,isstronglysupported(β=0.37,p<0.005).Similarly,H4b,which
statesthatvisualappealpositivelyaffectsperceivedEOU,isalsowellsupported(β=
0.37,p<0.005).Ourstudythereforeprovidessupportfortheinfluenceofsystem
qualityonperceivedEOU.H5a,positingthatnavigationalstructurepositivelyinflu-
encestrust,issupported(β=0.29,p<0.005),andH5b,proposingthatvisualappeal
positivelyinfluencestrust,isalsosupported(β=0.21,p<0.025).H3,whichstates
thatperceivedEOUispositivelyrelatedwith trust, is likewisestronglysupported
(β=0.33,p<0.005),asshowninpriorstudies[29,86].Consistentwithpriorstudies
[11],H1,whichstatesthattrustwillpositivelyaffectintendeduse,wasalsostrongly
supported(β=0.49,p<0.005).

Regarding the influence of culture in our model, two of our hypotheses were
validated.H6,whicharguesthatcultureinfluencestrust,issupported(β=0.47,p<
0.025).Asposited,Frenchpeople,whohavelongbeensaidtobemoreuncertainty
avoidantthanAmericanpeople,hadlesspropensitytotrustintheITartifact.Stating
thatculturehasamoderatingeffectontherelationbetweennavigationalstructureand
trust,H7awassupported(β=–0.61,p<0.01),andH7b,statingthemoderatingeffect
ofcultureontherelationbetweenvisualappealandtrust,wasnot.

Explainedvarianceinourmodelwassubstantialwith49.2percentofthevariance
inITtrustexplainedbyantecedentsand24.4percentofintentiontouseexplained
bytrustintheITartifact.

Figure3.ResearchModelShowingtheSignificanceofRelationships
Notes:EOU=easeofuse;UA=uncertaintyavoidance.**p<0.01;***p<0.005.
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Discussion

THERESULTSOFOURANALYSISCONFIRMthattheextenttowhichtrust(orlackoftrust)in
theITartifactmanifestsitselfwilllikelyaffectusers’intentiontoadopttheITartifact
(seeTable3).Thisresultlendsfurthersupporttopriorliteraturethatcametosimilar
conclusions[86,p.90].However,beyondconfirmingpriorresearchresultsinthis
nascentresearcharea,thisstudyelucidatesseveralpossiblerelevantantecedentstothe
conceptualizationoftrustintheITartifact.OurresultsdemonstratethattrustintheIT
artifactisdirectlyinfluencedbysystemqualitycharacteristics—thatis,navigational
structureandvisualappeal.Thisisanimportantconclusionbecauseitidentifiesaspects
oftrustintheITartifactthatareuniqueanddifferentfromattributesrelatedtotrust
inpeople.Thus,thisresearchaddressesthecallforresearchinWangandBenbasatto
“examinewhethertheconceptualizationoftrustinITartifactsshouldbeextendedto
includeotherrelevantbeliefs”[86,p.90].Usingthesefindings,researchersoftrust
inITartifactsshouldbebetterabletoconceptualizeandmodeltrustinITartifacts.
These results demonstrate to designers of IT artifacts that user trust placed in IT
artifactscanbeenhancedbygivingproperconsiderationtodesignelementssuchas
navigabilityandvisualaesthetics.

Table3.ResultsofHypothesesTests

Hypothesis Supported?

H1 TrustingbeliefsintheITartifactwillpositivelyaffectintention Yes
 touse.

H2 Institution-basedtrustwillpositivelyaffecttrustingbeliefsin Yes
 theITartifact.

H3 PerceivedEOUwillpositivelyaffecttrustingbeliefsinthe Yes
 ITartifact.

H4a Navigationalstructureperceptionswillpositivelyaffect Yes
 perceivedEOU.

H4b VisualappealperceptionswillpositivelyaffectperceivedEOU. Yes
H5a Navigationalstructureperceptionswillpositivelyaffecttrusting Yes
 beliefsintheITartifact.

H5b Visualappealperceptionswillpositivelyaffecttrustingbeliefs Yes
 intheITartifact.

H6 Individualsfromhighuncertaintyavoidancecultureswillplace Yes
 lesstrustintheITartifactthanwillindividualsfromlowuncertainty
 avoidancecultures.

H7a Navigationalstructureperceptionswillpositivelyaffecttrusting Yes
 beliefsintheITartifactlessforindividualsfromhighuncertainty
 avoidanceculturesthanforindividualsfromlowuncertainty
 avoidancecultures.

H7b Visualappealperceptionswillpositivelyaffecttrustingbeliefs No
 intheITartifactlessforindividualsfromhighuncertainty
 avoidanceculturesthanforindividualsfromlowuncertainty
 avoidancecultures.
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ArelatedcontributionofourstudyisthetheoreticallinkagebetweentrustinIT
artifacts and system quality streams of research.This research highlights several
areasofoverlapbetweenbothstreamsofresearchandoffersempiricalevidencethat
significantoverlapbetweenthetworesearchstreamsmayexist.Othersystemquality
measuresmaylikelyberelatedtotrustintheITartifact.Byleveragingsystemquality
researchalreadyperformedinmarketingandIS,researchersoftrustinITartifacts
maybeabletoadvanceknowledgeinthisdomainmuchmorerapidlythanifresearch
intrustinITartifactswasperformedinisolation.

Ourresultsalsoshowthatculturecanaffectthedegreetowhichusersplacetrust
intheITartifact.Thepositedcontrastbetweenthelow-trustFrenchcultureandthe
higher-trustU.S.cultureprovedoutinourfindings.Thishasimportantimplications
forresearchersoftrustinITartifactsbecauseitdemonstratesthatITartifactsarenot
culturallyneutral.Rather,individualsofdifferentculturesmayexhibitmarkedlydif-
ferentattitudestowardplacingtrustinanITartifact,whichmay,inturn,translateinto
varyinglevelsofintentiontoadopttheITartifact.Therefore,researchersoftrustinIT
artifactsshouldbemindfulofpossibleculturalinteractionsintheirresearch,evenif
cultureisnotexplicitlyincludedintheresearchmodel.Furthermore,designersofIT
artifactsmaybeadvisedtoconsiderwhichculturesaremostlikelytouseITartifacts
andmakeappropriatedesigndecisionsaccordingly.Suchanapproachmayengender
trustinITartifactsandleadtogreateradoptionoftechnologiesinvolved.

Finally,ourresearchcontributestoresearchinm-commercebecauseitdemonstrates
toresearchersandpractitionersalikethatadoptionofm-commercecanbeincreased
by improvingdesignaspectsofm-commerceportals.Evensimpledetailssuchas
navigationalstructure,layout,andgraphicalelements,ifproperlydesigned,canen-
hanceusertrustinm-commerceportalsandleadtogreateradoptionofm-commerce
ingeneral.Further,ourresearchprovidesevidencethattheacceptanceofm-commerce
portalshasaculturaldimensionthatshouldnotbeignored.Managerswhointendto
deploym-commercedevicesinlow-trustculturesmaythereforeconsidertakingextra
measurestoensurethatm-commerceportalsarebestdesignedtoengendertrustin
thecontextofthatculture.Theseveralimportantcontributionsofthecurrentstudy
arepresentedinTable4.

LimitationsandFutureResearch

SEVERALLIMITATIONSOFTHISSTUDYSHOULDBErecognized.First,theuseoftheAmazon.
combrandintheexperimentmayhaveincreasedreportedlevelsoftrustduetoits
highbrandfamiliarity[4].Thus,levelsoftrustplacedinthem-commerceportal,as
wellasthestrengthoftherelationshipsbetweenvariablesinthemodel,mighthave
beenaffectedbyAmazon’sbrandappeal.Acomparativeunknownbrandtreatment
wouldhaveallowedustocontrolfortheeffectofbrandappeal.However,wewould
arguethatit isunlikelythateitherthedirectionalityofthoserelationshipsortheir
significancewasaffectedbythispotentialbias,andthustheaddedrealismgained
fromusinganoperationalm-commerceportalwasareasonabletrade-off.
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Second,subjectsinteractedwithcolorscreenshotsratherthanwithactualmobile
devices, thusweakeningexternalvalidity.In thiscase,webelievethescreenshots
wereappropriatesurrogatesofrealdevicesgiventhatoursystemqualityconstructs
of interest—navigational structure and visual appeal—are both visual in nature.
Moreover,theuseofscreenshotsdepictingtheflowofthem-commercetransaction
helpedtoprovideauniformexperience,lesseningvarianceduetoparticipants’varying
competencewithm-commerceportalsandmobiledevicesingeneral.

Third,becauseourstudyusedgraduatebusinessstudentsasparticipantsintheex-
periments,theresultsofthisstudymightbethoughttobelessgeneralizabletoother
populations[33].Whereasgraduatestudentsmightbeseenastheveryconsumersof
bothm-commercetechnologiesandofbookswewereseeking,thereisagoodargu-
mentthatgraduatebusinessstudentsarerepresentativeofthosepeoplewhoaremost
likelytoadoptm-commercerelativelyearly.Nevertheless,wemustacknowledgethe
possibilityofthislimitationtoexternalvalidityandurgefutureresearchtoconsider
othersitesforgatheringdata,sitessuchasshoppingmalls.

Fourth,thereisapossibilityofcommonmethodsbiasinthatsubjectswerepolled
usingthesameinstrumentationastotheirtrustbeliefsandtheirintentionstousethe
technology.Wetestedforthiseffectanddidnotfindittobepresent,butcommon
methodsbiasisalwaysapotentialproblem.Strongerdesignswouldgatherthedepen-
dentvariableseveralweeksafterthestimulation,aconditionthatwewerenotableto
implementinthisstudy.Manytruststudiessharethissamelimitation,however,and

Table4.ResearchContributions

Elementofresearch Contributions

TrustintheITartifact Addstothepresentlysparsebodyofworkthatfocuses
 onthisimportantperspectiveontrustinsystems.

Systemquality Enhancesthestandardmodeloftrustleadingto
 intentiontousesystemsbyexploringtheeffectoftwo
 keydimensionsofsystemqualityontrustintheIT
 artifact;thesedimensionsarenavigationalstructure
 andvisualappeal.

PerceivedEOU ShowsthatperceivedEOUpartiallymediatestheeffect
 ofsystemqualityconstructsontrustintheITartifact.

Culture Considerstheimpactoflow-trustversushigh-trust
 culturalvaluesandpredispositiontotrustontrustin
 theITartifact.

Moderatingeffects Examinesthepossibleinteractionormultiplyingeffects
 ofcultureonelementsofsystemqualityandthe
 graphicaluserinterface.

Emergingtechnology Embedsthestudyinm-commerce,specificallythe
 “smart”phone,anewtechnologythatutilizesa
 Web-basedinterface.
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sothereissomesmallmeasureofdefenseinhavingthisweaknessincommonwith
thebulkofthetrustliterature.

Last,weinvestigatedcultureviaFranceandtheUnitedStates,whichtheliterature
indicates are low-trust and high-trust cultures, respectively.We know that direct
measuresofculturalvaluesarehighlydesirableandfutureresearchinthisdomain
should consider measuring culture directly [78].Whereas we did find significant
differencesinattitudestowardinstitution-basedtrustbetweentheFrenchandU.S.
subjects,amoredeterminedattempttoshowecologicalvaliditywouldemploydirect
measuresofculture.

Conclusion

THEOBJECTIVEOFTHISSTUDYWASTOFORMULATEandempiricallytestamodeloftrustin
theITartifact,directlyapplicabletom-commercedevices.Thismodelincludessystem
qualityconstructsofnavigationalstructureandvisualappeal,EOU,andculture.Each
oftheseconstructshasbeenidentifiedasrelevanttom-commerceportals.Ourfindings
showthatalloftheseconstructsaresignificantantecedentstotrustinITartifacts.
Together,ourresultsindicatethattheinfluenceoftheITartifactonusers’trusting
beliefsissubstantial.Assuch,thecharacteristicsanddesignoftheITartifactshould
notbeoverlookedinstudiesoftrust,especiallythoseinvolvingnewtechnologies.
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NOTES

1.Forthecompletesetofscreenshotsusedintheexperimentalsimulation,seeAppendix
F,availableathttp://anthonyvance.com/appendices/Trust-JMIS-2008.pdf.

2.The factor structure is reported inTable B3 of the appendices, available at http://
anthonyvance.com/appendices/Trust-JMIS-2008.pdf.

3.RefertoTableB4oftheappendicesathttp://anthonyvance.com/appendices/Trust-JMIS-
2008.pdf.

4. Detailed discussion of these tests may be found inAppendixA, available at http://
anthonyvance.com/appendices/Trust-JMIS-2008.pdf.

5.BothtestsaredescribedingreaterdetailinAppendixD,availableathttp://anthonyvance.
com/appendices/Trust-JMIS-2008.pdf.

6.A summaryof sample characteristics is provided inAppendixB, available at http://
anthonyvance.com/appendices/Trust-JMIS-2008.pdf.

7.Formore information, seeAppendixCathttp://anthonyvance.com/appendices/Trust-
JMIS-2008.pdf.
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