The EFFECT OF CULTURE ON CONSUMER E-COMMERCE ADOPTION
James Reardon, Monfort College of Business, University of Northern Colorado, Campus Box 128, Greeley CO 80639, 970-351-1251, james.reardon@unco.edu
Denny McCorkle, Monfort College of Business, University of Northern Colorado, Campus Box 128, Greeley CO 80639, 970-351-1140, denny.mccorkle@unco.edu
Vilte Auruskeviciene, University of Management and Economics, Kaunas, Lithuania, 370 37 320 417, vilte.auruskeviciene@ism.lt
Vida Skudiene, University of Management and Economics, Kaunas, Lithuania, 370 37 302 410, vida.skudiene@ism.lt
ABSTRACT

This research integrates current knowledge and theory to develop a model to explain the consumer decision with regard to the effect of culture on the propensity to use the internet to make purchases.  A basic decision model was adapted from Johansson’s Global Marketing textbook (2006, p. 213), suggesting that e-commerce choices are a function of both personal and cultural issues.  Specifically, in this instance the personal attitudes/believes of Channel Convenience, Channel Risk; as well as the respondents’ Human Capital (i.e., the ability to use the internet) are proposed to affect the decision to purchase through the internet instead of more traditional channels (e.g., retail stores).  In addition, culture, specifically Uncertainty Avoidance (UA), is proposed to have both a direct effect on channel choice as well as an indirect effect through each of the above constructs.  
Theory and models from both Marketing and Economics are adopted to define the specific constructs within the model.  More specifically, models of Channel Choice, Store Choice and Risk all propose that the consumers’ perception of channel risk will play a major impact in the adoption of a new or direct marketing channel.  In addition, models or store choice and retail gravitation models suggest that convenience – both in terms of consumers’ time and energy/effort, will play a significant role in determining consumer channel choice.  From the economics literature, the Theory of Time Allocation suggests that both resources such as time (captured here as a subpart of convenience) as well as household capital  are integrated into household decision processes.  Specifically, here we propose that significant differentials of human capital (the ability to use the internet) are available internationally, and significantly affect the adoption of e-commerce.
One thousand seven hundred and twenty five consumers from seven countries (Belgium, Estonia, India, Lithuania, Serbia, Slovenia and UK) are compared to examine the effect of Uncertainty Avoidance on the propensity purchase from the internet.   Examination of the measurement model indicates good construct validity – reliabilities of .724, .805, .821 and .841 and a good fit of the CFA.  The dependent variable was operationalized as the channel used to purchase the respondents’ most recent textbook (Store or Internet).  Given the binary nature of the dependent variable, a combination of Logistic Regression and GLM was used to analyze the model.
The results indicate that Channel Convenience, Channel Risk, and Human Capital all have significant effects on channel choice.  As expected, Channel Convenience and Human Capital had positive effects and Channel Risk a negative effect.  In addition, UA had both a strong direct negative effect on channel choice, as well as an indirect effect through all but the Channel Convenience construct.
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