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Abstract 

This research analyzed the factors influencing Swedish users' purchase intent in cross-
border e-commerce, including culture, institutional factors, marketing promotions, 
perceived risks, and trust. The study was conducted within a positivist paradigm and a 
deductive quantitative approach, using survey data from 112 respondents in Sweden. 
Descriptive statistics, reliability analysis, correlation analysis, and multiple regression 
were then used to analyze the data. 

The results showed that trust and marketing promotions were the most critical factors 
influencing purchase intent. Culture, institutional factors, and perceived risks did not 
have a statistically significant direct impact on intent to purchase. In addition, based on 
the scenarios used in this study, the respondents had a strong preference for Swedish- 
or EU-based platforms over platforms based outside the EU. 

This study provides a significant contribution to the literature by stressing that trust is 
an important element of cross-border e-commerce. The results suggest that other 
contextual influences on purchase behavior operate more indirectly than was previously 
assumed. From a management perspective, this study shows the importance of 
transparent platforms, high-quality information, and strategies that build consumer trust. 
Although the study has limitations regarding the sample and data collection, it provides 
valuable insight into how consumers interact with the digital world and cross-border e-
commerce. 
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1. Introduction  

_____________________________________________________________________  

This chapter lays out the background, relevance, and problem, then proceeds to the 

research questions, purpose, and delimitation of the study.   

_____________________________________________________________________  

1.1 Research Background   

The adaptation of e-commerce has changed the way consumers search for information, 

compare offers, and make their purchasing decisions (OECD, 2025). The rise of cross-

border e-commerce stands to be one of the most visible effects of the new changes, 

where the consumer has the possibility of acquiring a product or a service from a 

company established outside their national borders (Mirzaye & Mohiuddin, 2025). 

Shifts in digital platforms, logistics infrastructure, and online payment systems have 

made cross-border purchasing easier and more pervasive in consumers' daily lives 

(UNCTAD 2022). Domestic online retailers no longer limit the online consumer. They 

are no longer bound to purchase from sites hosted in their national territory. They have 

access to sites hosted all around the world, with wider catalogs of goods and services 

to choose from, more competitive prices, and even different forms of consumption. 

Therefore, cross-border transactions are becoming increasingly important to the current 

retail environment (and changing how consumers make purchase decisions on the 

Internet) (Dong, 2026; Chen et al., 2023).   

To make these trends tangible at the national level, we focus on Sweden, an EU country 

characterized by high e-commerce adoption and digital maturity. Statistics from a 

survey in 2024 indicate that most of the Swedish population regularly shops online. For 

instance, Statistics Sweden reported that during the first quarter of 2024, 75 percent of 

those aged 16 or older had purchased or ordered goods or services over the Internet, of 
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whom almost 95 % were female (Statistikmyndigheten SCB, 2024). This becomes even 

more concrete when it comes to the Generation Z young adults who use the internet as 

part of their everyday life. Generation Z, according to Slepian et al (2024), is a 

generation of people born between 1997 and 2012. Because they are digital natives in 

the sense that they have grown up with technology (Creighton, 2018). Also, according 

to smartphone usage research on Generation Z conducted by Vogel et al. (2024), about 

95% own a smartphone. Among these smartphone users, most of them (97%) use the 

internet in their daily lives. Hence, they may be familiar with e-commerce platforms. 

More fundamentally, e-commerce in Sweden remains healthy, thanks to the high levels 

of digital infrastructure and digital skills in the country (European Commission, 2023; 

2024; Svensk Handel, 2026).   

However, behind this wider accessibility, foreign online companies put consumers at 

greater risk than domestic e-commerce (Liu et al., 2025; Zhang et al., 2024). Indeed, 

not knowing the seller of the goods is the usual circumstance when a consumer 

purchases from foreign websites, and the consumer must settle the transaction in 

unknown regulatory and institutional environments. Such risks are, in general, 

multiplied because of differences in consumer protection norms and rules of legal 

liability and enforcement, and the consumer often cannot tell where possible risks are 

and may not anticipate possible negative outcomes. Because of this uncertainty, 

perceived risk is the primary concern for cross-border e-commerce purchases, including 

commodity quality, payment security, privacy protection, delivery reliability, and return 

policies (Wang et al., 2025; Yan, 2024). Data protection & security, and concerns about 

private data processing such as identity theft, malware, phishing attacks, etc., are among 

the primary components of the perceived risk of e-commerce. Consumers might be 

unwilling to browse foreign platforms because they may believe the website could carry 

malware that attacks their devices and steals their personal information, undermining 

consumer trust and hindering purchase intention (Riek et al., 2016). This is more 

significant when it comes to cross-border e-commerce, where consumers must conduct 
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their transactions in a foreign circumstance across the border without the existence of 

familiar regulatory scope. Customers might assume that these transactions are valuable 

from a security risk perspective. Thus, those are a part of the uncertainty that influences 

customers’ evaluation. Those are high risks to customers’ evaluation of cross-border e-

commerce.  

Uncertainty can occur in e-commerce of both practical and psychological nature 

(Horváth et al., 2021; Lăzăroiu et al., 2020). When shopping online, due to the lack of 

physical and direct face to face contact between consumer and seller, without any 

information, i.e. objective information, obtained directly, such as experience of buying 

from a particular company, the customer have to rely on either an assessed information, 

e.g. evaluating the web-page design, or on a subjective information, e.g. opinion of a 

friend/family, in order to decide if a business can be trusted or not. Hence, risk 

evaluation becomes part of the e-commerce decision-making process. E-commerce 

consumers may be more cautious when comparing products, searching for information, 

and assessing the legitimacy of a foreign e-commerce seller. Trust is needed to ensure 

that they can carry out transactions online despite the uncertain environment. Many 

studies agree that trust is the critical factor in determining whether consumers transact 

when they feel at risk, particularly in online shopping, where consumers cannot 

physically interact with or examine a product (Han & Han, 2023; Liu et al., 2025; Mou 

et al., 2017). Trust can also be perceived as reducing uncertainty for e-commerce 

consumers, helping them finalize their purchase, even though it cannot eliminate all 

risk in the transaction.  

The Swedish marketplace is a particularly natural environment to examine this dynamic, 

as Sweden is recognized for its high level of digitalization and for being protective of 

consumers and, by and large, trusting of institutions (OECD, 2019; Regeringskansliet, 

2024). Swedish consumers are accustomed to expecting companies to operate 

transparently, provide secure payment methods, and clearly delineate consumer rights 
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(Sveriges Riksbank, 2025; Svea Bank, 2024). The previous two reports from the 

Riksbank also show that digital payment methods are becoming increasingly common 

in Sweden. This suggests a high level of general trust in digital and mobile payment 

methods. Not only do such conditions make online purchasing practically possible, but 

they also create expectations that e-commerce should be secure, transparent, and 

trustworthy. Such levels of expectation are shaped, among other factors, by the 

institutional context in which Swedish e-commerce is situated. Cultural norms and 

values related to how markets ‘should be acted upon’, and what makes sellers 

‘trustworthy’ might also influence how consumers in practice perceive and act in e-

commerce settings (Pratesi et al., 2021; Tikhomirova et al., 2021; Zimu, 2023). 

Cultural backgrounds are contended to affect perceptions of trust, fairness, transparency, 

and risk (Zimu, 2023). They are potentially highly important in shaping how the foreign 

experience of online shopping is perceived by consumers engaging with the online 

marketplaces of foreign e-commerce websites, compared with the domestic online 

marketplaces of domestic e-commerce websites. The cultural and institutional context 

in which consumers are embedded provides them with points of reference, which they 

use to judge the cross-border e-commerce platforms they are engaging with (Huang, 

2022; Pratesi et al., 2021). In other words, it is reasonable to assume that Swedish 

consumers assess the foreign e-commerce platform on how trustworthy the experience 

is, against the reference of the online shopping experience they are used to in the 

Swedish domestic online marketplace, as compared to how trustworthy the online 

shopping experience is in comparison to the norms that the institutions within Sweden 

advocate. This is especially true because today’s Swedish consumers are accustomed to 

efficient logistics chains, safe and familiar digital payment methods, and easily 

accessible ways to get complaints resolved and other problems addressed. In unfamiliar 

territory, where a foreign platform does not seem to match those familiar standards, the 

consumer may find their feelings more uncertain and be quicker to err on the side of 

caution when navigating the situation. A foreign e-commerce platform that fails to 
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correspond to what Swedish consumers expect will potentially be perceived as a greater 

risk and therefore less trustworthy than one that does meet those expectations, 

regardless of price/ discount range or selection. Consequently, understanding how 

Swedish consumers perceive risk and trust in foreign e-commerce platforms is central 

to understanding consumer behavior in cross-border digital markets. It forms the basis 

of this study's framework. 

1.2 Relevance  

Both trust and perceived risk in cross-border e-commerce deserve more attention as the 

proliferation of digital marketplaces creates more opportunities for consumers to shop 

in other countries. While technology and global platforms have eliminated the physical 

distance between buyers and sellers, making it more convenient for customers to engage 

in cross-border trade, other psychological and institutional barriers still play a 

significant role in customers' willingness to engage in cross-border e-commerce. In 

other words, the concepts of trust and perceived risk lie at the core of customers' 

decisions to use foreign e-commerce platforms or to avoid buying from other countries 

altogether (Han & Han, 2023; Tikhomirova et al., 2021). Trust is a topic of interest to 

both researchers and practitioners because customers must make sense of often 

ambiguous and uncertain information in the market, as well as they need to rely on 

forming subjective judgments about the trustworthiness of an e-commerce platform and 

on using available cues to build trust in an online shopping experience.  

However, trust is not built merely by firm-driven strategies or by a system's technical 

features, but also by consumers' own interpretation of their online shopping experience. 

Previous studies have repeatedly emphasized trust as a major contributor to online 

transactions amid uncertainty and to consumer decision-making amid perceived risk 

(Han & Han, 2023; Liu et al., 2025; Tikhomirova et al., 2021). Cross-border e-

commerce creates challenges for consumers, as there are less familiarity and 

institutional security when assessing and, consequently, using foreign platforms for 
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transactions than with domestic ones. Consequently, a consumer's real evaluation of a 

foreign platform will depend not only on the platform's visible features but also on 

whether it has fulfilled consumers' expectations regarding regulatory protection, 

transparency, accountability, and data handling. For instance, a normal Swedish 

consumer's perception of sites like Amazon, Zalando, Temu, and AliExpress may 

depend not only on the products offered but also on the image of the company behind 

the platform and its country. Therefore, an EU-based site may be perceived as having a 

familiar regulatory environment, and a US-based site may be perceived as being large, 

efficient, and having familiar brand names. In contrast, a site perceived as Chinese may 

trigger apprehensions about whether the product is genuine, whether data and payment 

information will be safe, whether customer service will be good, whether the consumer 

will struggle to resolve any complaints, etc. Some of these perceptions are likely to be 

based on prior experience; others may be stereotypical and assumptions about the 

country where a product comes from. A few country-of-origin studies on e-retailers 

have also found that e-retailers' country-of-origin perceptions can influence consumers' 

privacy concerns, trust, and purchase intention (Bhattacharya et al., 2023). 

In other words, the research can inform us about how consumers build trust in cross-

border e-commerce as a function of their experience and the context of that experience, 

rather than being built automatically into marketing and technology. In particular, the 

research can inform us as to how consumers may make country-of-origin judgments, 

form expectations about institutions, and have culturally patterned perceptions of risk 

in relation to foreignness that will help in explaining why two competing platforms that 

have very similar prices, product assortments, and technology operate in the same 

Swedish market with very different levels of trust.  

1.3 Research problem  

It is nevertheless worth highlighting here that the consumers do not only judge the 

cross-border e-commerce websites based on the tangible technological characteristics 
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and objective features of the e-commerce website, but also on their expectations related 

to how an e-commerce marketplace ought to work that are anchored on the cultural and 

institutional arrangements of the domestic marketplace of the consumers (Han & Han, 

2023). That is, consumers' experience in the domestic marketplace forms their 

expectations, and these expectations, in turn, form the implicit norms and standards 

regarding transparency, consumer protection, and trustworthiness. Consequently, when 

consumers observe that foreign e-commerce websites do not adhere to these taken-for-

granted practices, it likely changes their perceptions of trust (and the perceived risk) 

towards those foreign websites.  

While the majority of the current trust and perceived risk-related research is addressing 

firms' activities in establishing trust through strategies, technology, and website features, 

most of the research from the general e-commerce-related literature has examined 

general perceptions of trust in all types of online shopping environments, rather than 

considering the perception of trust specifically in the cross-border e-commerce-related 

environment. Yet relatively little research has examined how consumers understand and 

interpret foreign e-commerce platforms in terms of the institutional and cultural 

expectations they carry over from their domestic markets. To be more precise, most of 

the existing work considers trust as mostly generated by the features of the e-commerce 

platform or managerial efforts, rather than the way that consumers themselves evaluate 

foreign e-commerce platforms based on their domestic context/expectations/references 

(Hallikainen et al., 2018; Yan, 2024; Zhu & Deng, 2020). As a result, we still lack 

contextual knowledge of how consumers assess foreign e-commerce platforms not only 

on their features but also on how they are perceived relative to the consumer's domestic 

institutional context.  

The issue is particularly salient in Sweden, as the Swedish consumer has an institutional 

environment of well-developed consumer protection laws and other legislation, 

regulatory transparency, and, in general, reliable marketplace practices to fall back on. 
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Correspondingly, Swedish consumers are likely to have relatively well-developed 

expectations of which types of e-commerce services are legitimate and trustworthy 

(Wahlberg, 2015). Thus, when foreign e-commerce websites fail to meet these 

expectations, consumers interpret these discrepancies as signals of increased risk and/or 

diminished trust towards the e-commerce website. Even though these deviations might 

involve consumers' evaluation of problems and flaws in products, they will, in a broader 

sense, refer to concern about other aspects of business practice, such as transparency to 

customers, complaint handling, data protection, or simply the general capacity of a 

consumer to get redress. In other words, consumers' judgments about foreign e-

commerce sites originate not only from any consumer evaluation of the technical 

qualities of a website, but also from how far such a website offers consumers the 

perceived sense that the institutional expectations consumers have of any consumer 

transaction, as built in the Swedish marketplace, have been fulfilled. However, so far, 

there is little empirical evidence concerning how institutional expectations influence 

consumers' evaluations of foreign e-commerce sites in Sweden.  

Hence, the main research problem to be resolved within the scope of this thesis can be 

formulated as the limited empirical understanding of how culturally and institutionally 

embedded expectations affect Swedish consumers' evaluations of foreign e-commerce 

platforms and their cross-border purchasing intentions.  

1.4 Research questions 

From the above research problem, this work aims to answer the following research 

questions:  

1. How high is the evaluation of foreign e-commerce platforms by Swedish 

consumers in terms of trust and perceived risk?  

2. To what extent do cultural and institutional expectations of the Swedish 

consumers influence the consumers' trust, perceived risk, and intention towards 

purchase from foreign e-commerce sites?  
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1.5 Purpose  

The aim of this work is to investigate how associations between culture and institutional 

expectations among Swedish consumers affect perceptions of risk and trust towards a 

foreign e-commerce platform, and how these perceptions affect purchase intention, also 

considering how, e.g., platform communication and marketing-related cues are 

interpreted within that evaluation process.  

1.6 Delimitation  

The paper then focuses on Swedish consumers' views of cross-border e-commerce 

platforms. It is not a cross-country comparison of consumers, nor does the paper 

examine institutional differences in the field across national markets at the macro level. 

On the contrary, the paper examines how Swedish consumers perceive foreign e-

commerce platforms in relation to cultural and institutional expectations established in 

the Swedish market. Even if addressed, for example, in considering the case when the 

platforms have a strong association with countries or regions of origin, the scenario-

based assessment is only to reveal how Swedish consumers respond to different 

platform-origin contexts and not as a country comparison. The study also follows a 

consumer-based approach; it does not analyze the company's marketing strategy or the 

design features of its platforms from a managerial perspective. The marketing, 

communication, and design aspects were incorporated into our study only to the extent 

that they would be integrated into the construction of consumer risk and trust. The 

primary constructs of this research model are perceived risk, trust, and purchasing 

intentions. Other constructs that may affect our primary constructs, such as price 

sensitivity or product category differences, will not be incorporated. Since the aim of 

this study is, however, to identify general patterns in consumer perception rather than 

an individual qualitative analysis, a survey with quantitative data collection was used 

as the research method. Further, a limitation of the study arises from the sample's 

composition, which consists mainly of younger, digitally active respondents. Findings 
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should therefore be interpreted with caution when generalized to Swedish consumers.  

  

 

2. Theoretical Framework and Method  

____________________________________________________________________  

This chapter first presents how the articles were selected and the method used; second, 

it examines consumer behavior in cross-border e-commerce, which serves as a baseline 

for demonstrating the process consumers follow prior to making a purchase on foreign 

platforms. Subsequently, the theoretical and conceptual frameworks and the hypotheses 

were developed.  

_____________________________________________________________________  

2.1 Method  

This theoretical framework used literature collected from various professional 

academic search portals and databases, including Jönköping University Library’s Primo, 

ScienceDirect, Scopus, and Google Scholar. These sources mentioned above were 

selected because they produce reliable sources of peer-reviewed journal articles or high-

quality scholarly papers in marketing, consumer behavior, information systems, and 

cross-border e-commerce.   

The use of these databases ensured that the selected articles were academically credible 

and aligned with the theoretical focus of our study. To find relevant literature, we 

searched for keywords including “cross-border e-commerce", “consumer trust”, 

“perceived risk”, “online consumer behavior”, "consumer culture”, “institutional trust”, 

and “purchase intention”. We used these keywords in combination and alone using 
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Boolean operators such as OR and AND to select articles that investigate, among other 

things, consumer decision-making in online and cross-border e-commerce 

environments. The following criteria were used to select studies to ensure their 

relevance, quality, and theoretical suitability, guided by the framework. First and 

foremost, we decided to prioritize peer-reviewed articles published in marketing, 

information systems, and consumer behavior journals, as these disciplines have 

contributed to the theoretical foundations for understanding online consumer decision-

making. Secondly, we focused on studies that examine trust and perceived risk in digital 

settings, given the prominence of these concepts in the research questions. Finally, 

papers on cross-border e-commerce and international online marketplaces were also 

considered, as these form the empirical and conceptual grounds of the study.   

The framework is primarily built on studies published within the last decade, as the goal 

was to make the paper cover the state of the art in digital commerce, however, several 

seminal works from earlier studies were also chosen to be included, as they were 

considered to be of significant importance for the fields of perceived risk, repeat online 

purchase behaviour, and trust theory, and they are still utilised in recent studies.  The 

body of literature listed above was revised and organized into a series of theoretical 

themes: cross-border e-commerce, e-commerce in general, frameworks, consumer 

behavior, perceived risk, consumer trust, cultural influences, institutional context, and 

purchase intentions. These themes served as the conceptual guide for synthesizing prior 

work and identifying the constructs most relevant to the study's theoretical framework.  

2.2 Consumer Behavior in Cross-Border E-Commerce  

Purchase intention in cross-border e-commerce is best understood by investigating 

factors that influence consumer behavior when making choices in an environment of 

uncertainty. Because consumers cannot physically touch, feel, or engage with products 

or sellers, most evaluations of online platforms are based on mediated cues. These 

evaluations are frequently driven by perception, experience, and engagement.  
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1) Perception is the process by which consumers interpret the reviews, product 

information, and platform reputation as signals to estimate credibility and reduce 

uncertainty (Chen et al., 2022; Shan et al., 2024). 2) Experience is the prior consumers’ 

interaction with an online platform, and experience influences perceptions and future 

evaluations. (Peña-García et al., 2024; Hajli, 2015). 3) Engagement with an online 

platform is a process that incorporates information search, comparison of alternatives, 

and evaluation of options before the purchase decision.  

Such processes become even more pertinent in cross-border e-commerce environments, 

where both unfamiliarity and institutional distance are greater. It provides some insight 

into how consumers evaluate foreign e-commerce portals and make decisions amid 

uncertainty.  

2.3 Theoretical Framework  

2.3.1 Perceived Risk and Consumer Trust in Cross-Border E-Commerce.  

As widely discussed in the literature, perceived risk and consumer trust are two primary 

factors influencing online purchasing behavior in a digital environment (Ariffin et al., 

2018; Alrawad et al., 2023). Perceived risk is the extent to which consumers' concerns 

about the outcome of their purchase decision are less than desired. Trust influences the 

consumer's willingness to transact (Kim et al., 2008). In cross-border e-commerce, 

these are two crucial issues because customers must make decisions under uncertainty 

and with limited information.  

The perceived risk in cross-border e-commerce may include risks associated with 

product authenticity, payment security, data privacy, delivery reliability, and returns 

(Ariffin et al., 2018; Yan, 2024). Existing works have confirmed that higher perceived 

risk tends to diminish purchase intention, particularly when consumers deal with 

unknown online sellers or foreign websites (Kim et al., 2008; Pavlou, 2003). 

Nonetheless, research also indicates that the influence of perceived risk is not always 

stable across various consumers and settings. Customers may continue making online 
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purchases when platforms are adequate in terms of information, transparency, and value 

in the eyes of customers, or when the benefits of lower prices are significant enough to 

outweigh the potential risks (Kim et al., 2008; Qalati et al., 2021).   

On the contrary, trust is a mechanism to reduce uncertainty in the online environment. 

It is described as consumers’ perceived belief that an online platform/seller will perform 

in a reliable manner and will treat consumers in a trustworthy manner (Soleimani, 2022; 

Singh et al., 2024). Studies generally supported that trust has a positive impact on online 

purchase intentions and long-term customer commitment (Qalati et al., 2021; Pappas, 

2016). In cross-border e-commerce, trust may be enhanced by the good reputation of 

online platforms, customer reviews, clear policies, and secure payment systems, which 

help consumers recognize the credibility of the platforms and reduce uncertainty 

(Chong et al., 2018; Lin et al., 2019). At the same time, trust is not always effective at 

eliminating perceived risk. Finally, it is acknowledged that consumers might still be 

hesitant if they are unfamiliar with foreign sellers, legal protections, or delivery systems 

(Ladhari & Michaud, 2015). In certain circumstances, operational factors such as how 

reliable logistics are or the delivery performance may be a more convincing factor to 

purchase than trust (Giuffrida et al., 2021).  

In addition, the way consumers respond to perceived risk and trust in the cross-border 

e-commerce marketplace may differ across generations. Consumers who are 

accustomed to or familiar with online environments may appear to have a high level of 

confidence when transacting online, due to their frequent use of digital technology in 

their daily lives (Efendioğlu, 2024; Degefa & Werke, 2025). However, studies have 

shown that consumers with extensive experience with technology remain prone to 

various risks associated with cross-border e-commerce. Therefore, even among 

digitally native consumers, trust is still needed to reduce uncertainties associated with 

cross-border e-commerce and elevate purchase intentions.  

In general, the literature in consumer behavior research indicates that perceived risk 



   

 

 20  

 

and trust are closely related and serve as mechanisms influencing consumer purchase 

intention in cross-border e-commerce. That means high perceived risk tends to diminish 

purchase intention, whereas trust helps reduce uncertainty and motivate and persuade 

consumers to purchase online. Correspondingly, in this study, we consider perceived 

risk and trust as our key mechanisms influencing Swedish consumers' evaluations of 

foreign e-commerce websites and their purchase intention.  

2.3.2 Cultural Influences in Cross-Border E-Commerce  

E-commerce platforms can also be judged by consumers not only on distinct platform 

characteristics, but also on the cultural context in which consumers are embedded. 

Cultural values, for example, can influence the overall trust of consumers and shape the 

way consumers make sense of their online transactions with the seller. Cultural norms 

have been shown to influence the expectations of consumers and sellers of what trust, 

fairness, and acceptable behavior in a marketplace are, and to affect the overall trust of 

consumers, as well as the way they make sense of online interactions with sellers 

(Hallikainen et al., 2018; Tikhomirova et al., 2021). Consumer judgments of a 

platform's transparency, reliability, and believability in a digital environment can be 

influenced by cultural norms, which can affect how consumers evaluate the platform 

overall. Hence, consumers in two very different cultural settings might perceive similar 

online signals in completely different ways. For example, how consumers perceive the 

platform's credibility and associated risks will depend, among other factors, on cultural 

norms for uncertainty avoidance, transparency, and trust. Hence, as in previous research 

on cross-border e-commerce, it has also been established that different cultural settings 

may change consumers' perceptions of platform trustworthiness and, consequently, 

their willingness to become international online buyers (Hallikainen et al., 2018).  

The phenomenon of interest to the present research is thus the function of cultural 

expectations in conditioning consumers' interaction with e-commerce platforms, and 

therefore the perception of the culture of the platform itself. Cultural expectations, in 
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other words, represent the filter through which Swedes perceive transparency, 

trustworthiness, fairness, reliability, etc., when shopping on e-commerce sites, for 

instance. Cultural expectations, therefore, explain why, while in some locations 

particular practices are considered unproblematic, in others they might be considered 

ambiguous or risky.  

Cultural expectations may also shape a consumer's preconceptions about the e-

commerce platform's source before they have any prior experience with the seller or 

platform. Consumers may rely on heuristics when they lack sufficient information 

about the platform in which they are participating, using country-of-origin and seller-

of-origin evaluations as a mechanism to assess credibility. While these may not always 

accurately assess the quality or trustworthiness of the e-commerce site, they will affect 

how a consumer processes signals from the platform, evaluates the platform's credibility, 

and assesses its risk level. For example, a consumer is likely to associate a different set 

of expectations with a foreign seller versus a domestic seller, depending on past 

experiences the consumer has had with their home market; when considering the e-

commerce site of a foreign market, the consumer will compare the platform to the 

norms and standards they believe are acceptable in their home market.  

Culturally based expectations can be thought of as the interpretive lens that consumers 

use to judge an e-commerce platform that originates from a foreign country. Thus, 

culturally based expectations will impact the way that consumers evaluate the 

information gathered from a platform and their reaction to uncertainty induced by 

unfamiliarity stemming from assumptions based on perceived foreignness and country-

of-origin, when shopping across countries online. As such, the cultural lens may be an 

answer to the question of why consumers seem to react differently to platforms selling 

the same quality products, at the same prices, and with the same technical 

characteristics, and provides a basis for us to make inferences about the role of culture 

in e-commerce.  
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2.3.3 Institutional Influence in Cross-Border E-Commerce  

Consumer behavior is heavily influenced by the institutional environment, especially 

in uncertain market contexts such as e-commerce. Institutional theory assumes that 

economic activities and decision-making are influenced not only by the market setting 

but also by broader structures of regulation, norms, and formal and informal rules. 

These institutional structures create frameworks of rules under which consumers 

decode market signals and decide whether to trust firms or platforms. However, in 

consumer markets, the choice to purchase one thing or the other is not simply based on 

the features of a product and the related promotional material, but choices can be made 

on the basis of expectations about how the market is going to work in a particular 

institutional environment (Meyer & Peng, 2016; Yan, 2024). Such expectations are 

constructed based on the experiences consumers have had with institutions, rules, and 

regular market practices in a domestic environment, and they impact the way they 

perceive and respond to market players in a different environment, namely, in online 

digital form.  

In the context of digital commerce, institutional structures, such as regulations, 

consumer protection policies, and enforcement mechanisms, are also features that 

directly affect consumers' perceptions of risk and trust. Well-defined institutional 

safeguards can help mitigate consumer uncertainty by fostering transparency and 

accountability, while also providing legal recourse in the event of disputes. Consumers 

who believe that they are sufficiently regulated, that their rights are being enforced, etc., 

are more likely to feel that their online transactions are safe and trustworthy. On the 

contrary, when the institutional safeguards of a market are weak or poorly articulated 

in the eyes of the consumer, they may be expected to experience less certainty and 

therefore risk in their online purchase choice. For example, work studying trust 

formation in e-commerce studies have found much convincing evidence to conclude 

that at the level of market-specific institutional condition or the extent of perceived 
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regulatory support across the online transaction process, the institutional context of a 

market plays a significant role in trust formation; especially in the context of digital 

markets where the entity they are transacting with, i.e. the seller, cannot be physically 

verified (Fang et al., 2016; Zhu & Deng, 2020; Yan, 2024). Such institutional processes 

and practices, moreover, shape consumer expectations of core characteristics such as 

transparency, reliability, and fairness levels, which form the foundation of how 

consumers evaluate online market actors such as online sellers and online platforms. In 

this sense, the institutional context not only lowers uncertainty once a problem has 

emerged. But it also shapes the expectations consumers bring to the transaction prior to 

any purchase decision.  

In the Swedish marketplace, the high degree of trust, the strong institutional regulatory 

setup, and robust consumer protection norms have fostered a reputation for a highly 

trustworthy, reliable environment, and, consequently, a strong digital infrastructure to 

support digital trade has been put in place. Consequently, Swedes, as consumers, 

generally have high expectations that any business they shop with online will have a 

high degree of transparency, reliable delivery, secure payment, and a returns policy. The 

widespread reports on the evolution of the digital economy indicate that countries with 

well-established and trusted institutions, and, in general, with known and recognized 

consumer protection systems, show a clear correlation with high levels of trust in online 

markets (OECD, 2022a; Zhu & Deng, 2020; Yan, 2024). These expectations are not 

only a matter of individual preferences but are also embedded in the institutional 

conditions that consumers repeatedly confront in their national market environment. 

That is, when Swedish consumers purchase from foreign e-commerce websites that 

operate in different legislative or institutional settings, they compare such online 

platforms with the institutions they know and trust in their national market environment. 

In this sense, the institutional context influences how trust signals are interpreted by 

Swedish consumers, whether they find e-commerce platforms credible, and whether 

they assess cross-border e-commerce situations as risky.  
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2.3.4 Marketing Signals and Platform Communication  

The consumers then often rely on the signals that they can observe to gauge the 

credibility and trustworthiness of the seller - and the e-commerce platform. Compared 

with the traditional retail environment, there is greater information asymmetry in online 

transactions, i.e., sellers have more information about the product/service and the 

transaction conditions than consumers. Therefore, consumers often take advantage of 

signals provided by e-commerce platforms to reduce uncertainty and gauge sellers' 

reliability (Chong et al., 2018; Lăzăroiu et al., 2020). Previous research also found that 

consumers perceive online signals differently depending on the level and category of 

uncertainty, as well as the information provided online (Li et al., 2015).  

Marketing and platform signals. These signals could include customer reviews and 

seller ratings, product details, payment security features, shipping information, and 

return policies. Informational signals such as detailed product information, clear pricing, 

and policies regarding the return process enable potential customers to evaluate the 

trustworthiness of the transaction and reduce their uncertainty. Social signals such as 

reviews, ratings, and eWOM contribute to social proof, which can increase trust and 

reduce perceived risk when perceived as credible (Hajli, 2015; Handoyo et al., 2024). 

Security-related signals, such as a secure payment system, a privacy statement, or easy-

to-contact customer service, could also reassure consumers and increase their 

confidence in transacting online (OECD, 2022b; Hipolito et al., 2025). All these signals 

are needed for cross-border e-commerce, where consumers could have less knowledge 

about foreign sellers and institutional environments. In such an environment, 

consumers may rely more heavily on the platform's visible signals to evaluate 

credibility and reduce uncertainty in transactions. Clear policies regarding returns, 

secure payment processes, comprehensive product information, and favorable previous 

customer reviews may therefore increase trust and reduce perceived risk. Hesitant or 

incomplete information may increase uncertainty and lower consumers' willingness to 
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complete a transaction.  

For Swedish consumers, transparency, payment security, and post-purchase support 

signals might be of particular interest, as these expectations may be shaped by the 

domestic e-commerce context. From this perspective, how consumers perceive e-

commerce signals is relevant for explaining how trust and perceived risk affect purchase 

intention under cross-border e-commerce (Alrawad et al., 2023; Peña-García et al., 

2024).  

2.3.5 Purchase Intention in Online Shopping  

Purchase intention refers to the possibility or willingness of a consumer to purchase a 

good or service in the future (Ghosh, 2024; Kim, 2020; Tilahun et al., 2023). Similarly, 

purchase intention in electronic commerce (e-commerce) environments reflects 

consumers' willingness to complete a purchase transaction on e-commerce websites. 

Since a consumer cannot physically inspect a good or engage in face-to-face 

communication with a seller, the consumer's purchase intention may be affected by her 

overall evaluation of an internet shopping context, such as the believability, 

trustworthiness, and security perception of a shopping website. In this study, purchase 

intention is considered as dependent because it is the outcome of consumers' 

evaluations of foreign e-commerce platforms.  

In cross-border e-commerce, trust and perceived risk are of particular interest as factors 

affecting purchase intention. The former enhances consumers’ confidence that the 

platform and their transactions will be completed successfully, whereas the latter 

captures consumers’ concerns about potential negative consequences, such as payment 

issues, product quality problems, or delivery failures. Results from previous research 

indicate that higher trust typically leads to higher purchase intention, while higher 

perceived risk usually diminishes consumers’ propensity to purchase online (Lăzăroiu 

et al., 2020). For this reason, trust and perceived risk were considered the primary 

consumer-level mechanisms affecting purchase intention in this study.  



   

 

 26  

 

Purchase intention is especially relevant to cross-border e-commerce, where consumers 

need to evaluate unfamiliar foreign sites, the institutional environment, and 

transactional risks prior to making a purchasing decision. Potential customers often 

evaluate a site's trustworthiness and the confidence they have in the information 

presented before deciding whether to finalize a purchase. It demonstrates that higher 

trust and lower perceived risk significantly increase the propensity of consumers to 

purchase from foreign e-commerce sites (Alrawad et al., 2023). Cultural expectations, 

institutional expectations, and site-related signals are considered background factors 

that indirectly influence purchase intention through the trust and perceived risk 

variables, respectively. 

2.3.6 Conceptual Framework  

All the theoretical viewpoints presented in the previous sections are combined in this 

study’s conceptual framework. The framework suggests that consumers’ cross-border 

e-commerce behavior is determined by a combination of contextual, information-

related, and psychological factors. The cultural and institutional contexts influence 

consumers' expectations of online markets, while marketing and platform 

communication signals serve as observable cues consumers use to assess the platform's 

credibility. These factors affect consumers’ overall feelings of trust and perceived risk, 

which in turn impact their purchase intention.  

In this paper, cultural and institutional expectations are seen as background constructs 

that influence how consumers perceive foreign e-commerce platforms. Marketing cues 

conveyed by customer reviews on the platform, the way products are presented and 

described payment and return options, etc., serve as informational stimuli that 

consumers take in as an evaluation of the platform's trustworthiness. Trust and 

perceived risk are considered the primary psychological processes by which the 

previously mentioned factors influence consumers' actions. The former limits the 

uncertainty associated with the online purchase, and the latter represents concern 
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regarding an undesirable payoff. Taken together, all the variables play a role in 

determining consumers' propensity to make cross-border e-commerce purchases.  

From the literature survey presented in this chapter, a conceptual model was established 

to show how cultural expectations, institutional expectations, marketing signals, 

perceived risk, trust, and purchase intention relate to one another. In this model, 

purchase intention was considered the dependent variable, whereas trust and perceived 

risk were considered the primary psychological factors affecting consumers' decision-

making process.  

 

Figure 1: Conceptual framework of the study. 

Source: Illustrated by the authors of this study. 
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As shown in Figure 1, this work applies a combined theoretical lens to consumers' 

perceptions of foreign e-commerce platforms in an uncertain environment. The lens is 

a hybrid of concepts and principles from Institutional Theory, Hofstede’s Cultural 

dimensions, and Signaling theory, examining the roles of trust and perceived risk in a 

consumer's purchase intention in cross-border e-commerce. Institutional and cultural 

expectations influence how consumers perceive marketing signals provided by e-

commerce platforms. Meanwhile, marketing signals change consumers’ perceptions of 

e-commerce trust and perceived risk.  

The general framework identifies a set of antecedent variables, a set of evaluative 

mechanisms, and the outcome variable. Cultural expectations, institutional expectations, 

and marketing signals are considered as antecedent variables. Trust and perceived risk 

are conceived as key evaluative mechanisms. Purchase intention is considered the 

ultimate behavioral outcome. Although the framework primarily presumes indirect 

relationships via trust and perceived risk, the empirical analysis also considers direct 

statistical relationships among the key constructs.  

In sum, the framework posits that consumers interpret the signals sent by the platforms 

based on expectations and standards established in their domestic market. Trust and 

subjective risk drive the consumers’ propensity to cross the border for online purchases. 

The framework provides the theoretical background for the empirical analysis in the 

subsequent chapters.  

2.4 Hypotheses Development  

Use of the conceptual framework and other contributions in this chapter. A few 

hypotheses are outlined below concerning how Swedish consumers assess foreign e-

commerce sites. The conceptual framework represents many variables that can be 

indirectly linked to trust and perceived risk. Here, we will test only the direct impact of 

each variable on purchase intention.  
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H1: Cultural expectations have a positive relationship with the purchase intention for 

foreign e-commerce platforms by Swedish consumers.  

H2: Institutional expectations have a positive relationship with Swedish consumers' 

purchase intention for foreign e-commerce platforms.  

H3: Marketing signals have a positive relationship with purchase intention for the 

foreign e-commerce platforms by Swedish consumers.  

H4: Trust has a positive relationship with Swedish consumers' purchase intention for 

foreign e-commerce platforms.  

H5: Perceived risk has a negative relationship with the purchase intention for foreign 

e-commerce platforms by Swedish consumers.  

These hypotheses motivate the empirical analysis presented in the subsequent chapters.  

  

 

3. Methodology and Data Collection  

_____________________________________________________________________  

In this chapter, the methodology used, data sampling, data collection methods, ethical 

considerations, and the study's limitations are discussed.  

_____________________________________________________________________  

3.1 Methodology  

3.1.1 Research Paradigm  

The present study is based on a positivist research paradigm. Positivism assumes that 
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reality is objective and can be quantitatively observed through empirical means 

(Saunders et al., 2019). Positivism has been selected for this study because it aims to 

establish causal relationships between variables and produce generalizable results. Our 

study shares this aim and seeks to analyze the relationship among trust, perceived risk, 

and purchase intention in cross-border e-commerce. By defining the constructs as 

quantitatively observable variables, we will test theoretical hypotheses using 

quantitative methods.   

While there are other philosophies we could utilize here, for example, if we take an 

interpretivist view where social reality is not seen as independent of the researcher but 

is socially constructed and subjective rather than objective (Collis & Hussey, 2021). As 

this approach involves considering subjective and individual meanings, it will not be 

suitable for our studies, which aim to understand the links between pre-specified 

constructs rather than more individual and in-depth meanings. Hence, as well as being 

more positivist, this suits our research aim better. A hybrid version also exists, but is 

unsuited for our study, as it would require us to conduct a subjective, in-depth study, 

which is not aligned with the objective direction of our study.   

3.1.2 Research Approach  

A deductive quantitative approach will be used in the research. The deductive approach 

on which the research is based is grounded in relevant theories of consumer behavior, 

perceived risk when shopping online, trust in e-commerce, and purchase intention for 

shopping abroad in a digital environment. These theories and concepts will be used to 

construct the survey instrument and to determine the main constructs (cultural and 

institutional expectations, marketing signals, perceived risk, trust, and purchase 

intentions), which will be tested in the research. The induction approach, which is the 

reverse of deduction, is not considered for our research since induction approach studies 

are based on new theoretical relationships to be discovered rather than existing theories. 

Since our study aims to measure relations between clearly defined constructs, a 
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quantitative approach is suitable. Thus, the survey tool has been designed to 

operationalize the constructs as measurable items and to empirically assess their 

relations. The use of Likert-scale items and scenario-based questions in the study allows 

respondents to rate e-commerce platforms across different countries/regions (Sweden, 

EU countries, and non-EU countries). The scenarios are not intended to compare 

consumers across countries, but rather to gauge how a person from Sweden, for 

example, will respond to an e-commerce platform depending on the platform's level of 

foreignness. In this way, a deductive approach would enable us to check whether the 

relations in the theory also hold in the specific case of cross-border e-commerce.  

3.1.3 Research Design  

Quantitative research design was chosen for this study because quantitative research 

entails acquiring numerical data and using statistical tools to quantify the relationships 

among variables (Collis & Hussey, 2021; Saunders et al., 2019). Quantitative research 

design was the appropriate choice for this study, as it explores the relationships among 

cultural/institutional factors, perceived risk, trust, and purchase intention in a cross-

border e-commerce environment. The constructs identified in the conceptual 

framework were operationalized using structured survey questions as measurable items 

for the constructs; most of the questions were based on a five-point Likert scale to 

obtain homogeneous answers. The survey also included scenario-based questions to 

provide respondents with examples of different types of e-commerce platforms. The 

purpose of these scenario-based questions was to determine the extent to which 

Swedish consumers would react differently to the various types of platform owners (for 

example, Sweden vs other EU and non-EU countries). Scenario-based questions offer 

additional insight into how respondents assess an online purchase and the extent to 

which the platform context may affect their decisions.  

3.1.4 Research Method  

Surveys, as the research method, have been used in the present study. Research method 
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refers to the techniques that the researcher uses to gather and analyze information 

(Collis & Hussey, 2021). A survey is a research method commonly used in quantitative 

research. It is widely used in research studies because it is the most popular system for 

collecting information from a relatively large number of people in a convenient way 

(Saunders et al., 2019). The survey consists of closed-ended questions (such as Likert-

scale and multiple-choice questions on consumer behavior, etc.). Likert-scale questions 

were used to collect data on key constructs (cultural expectations, institutional 

expectations, marketing signals, perceived risk, trust, and purchase intention). The 

structured measurement helps collect comparable, measurable data from respondents. 

The scenario-based questions are therefore a supplement to the measurement approach, 

enabling researchers to identify how consumers react to hypothetical cross-border e-

commerce scenarios. The overall purpose of this survey is to identify patterns and 

connections between Swedish consumers' perception and decision-making.  

3.2 Sampling  

Sampling is the process by which researchers select a subset of individuals from a 

population to collect and analyze data and draw conclusions (Saunders et al., 2019). 

Non-probability sampling, known as convenience sampling, has been chosen for the 

purposes of this research. In convenience sampling, individuals who are readily 

accessible and willing to participate in the study are selected (Collis & Hussey, 2021).  

The authors used an accessible population sample for this study, i.e., respondents were 

current student cohorts in Sweden and digitally engaged individuals. In other words, 

this sampling method could easily contact respondents who have a reasonable level of 

online shopping experience and would thus be more relevant for cross-border e-

commerce. The samples are composed mostly of Swedes who have previously or 

currently shopped via e-commerce. Many of the respondents were recruited from 

Jönköping University. Additional sampling was conducted via digital spread and 

personal connections outside the university to broaden the sample size.  
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Consequently, this research might be considered dedicated to a sub-demographic or 

consumer group living in Sweden, but not to the whole Swedish population. And, based 

on the chosen sampling approach, the sample contained more young consumers and 

digitally active ones. As the two groups were more closely related to the study, it stands 

to reason that these were the most likely to have some prior knowledge of what cross-

border e-commerce is.  

The sampling strategy imposes certain limitations, to the extent that the results from the 

study cannot be generalized, since the share of younger respondents is overrepresented, 

and the number of female respondents is higher than if the population of consumers in 

question had been sampled randomly (probability-based sampling methods). Thus, the 

results from the study should not be interpreted as findings from, say, all Swedes who 

are consumers, but rather as information for a far younger and more digitally 

experienced part of the total consumer population who are citizens of Sweden. While 

survey data was also circulated outside the university via online and personal 

connections, due to the use of non-probability sampling, it is not possible to remove all 

sources of sampling bias.  

3.3 Method of Data Collection  

3.3.1 Data Collection  

The researchers utilized an electronic survey as a data collection method. Data 

collection is the procedure of gathering responses from the participants to fulfill 

research objectives (Saunders et al., 2019). An electronic survey was used for data 

collection. The researchers sent out the survey via e-mail and electronic networks, as 

well as distributed it through the university networks. Most of the respondents were 

from the Jönköping University community due to the accessibility of that population; 

however, to diversify the sample, the survey was also distributed through personal 

networks and via electronic networks to those outside the university through online 

channels. The survey consisted of four sections. In the first section, some screening 
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questions were asked to assess whether the respondent met the preconditions for 

participating in the survey (e.g., resided in Sweden, had made online purchases, and 

was aware of cross-border purchases). The second section contained demographic items 

(age, gender, frequency of online purchases).  

The third part of the survey consisted of multiple-item Likert-scale measures with five-

point response options ranging from strongly disagree to strongly agree, used to 

measure the study's key variables: cultural expectation, institutional expectation, 

marketing signal, perceived risk, trust, and purchase intention. Multiple-item measures 

were employed for each key variable to enhance scale reliability and to ensure adequate 

coverage of the variable. Although in the conceptual framework the purchase intention 

has been indicated as the dependent variable, the key variables are cultural expectation, 

institutional expectation, marketing signal, perceived risk, and trust, which were 

adopted to measure the dependent variable in the empirical analysis. Scenario-based 

items were also developed by the research group. Scenario-based items introduced 

respondents to sample purchasing situations in various e-commerce platforms and were 

formulated to obtain how respondents perceived platform-origin contexts. Together 

with the scenario-based items, the Likert-scale measures provided more insights into 

consumers' perceptions and decision processes towards cross-border e-commerce.  

3.3.2 Survey Design and Operationalization  

The survey tool was designed to elicit the core constructs of the conceptual framework: 

cultural expectations, institutional expectations, marketing signals, trust, perceived risk, 

and purchase intention. Four items were used to measure each construct on a five-point 

Likert scale from strongly disagree to strongly agree. We also included a series of 

scenario-style questions to assess whether and how respondents judge different 

platforms associated with different platform-origin contexts. Full versions of the full 

survey and individual measurement items are available in Appendix 1.  
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3.3.3 Data Analysis  

1. Quantitative statistical methods were adopted to analyze the data gathered. Data 

analysis is the process of inspecting and interpreting data to identify patterns and 

relationships among variables (Saunders et al., 2019). Statistical analysis was 

conducted using SPSS, which offers a systematic and reliable platform for data analysis.   

2. Descriptive statistical analysis was applied to introduce the sample characteristics, 

for example, demographic information, or the general trend of responses. Through 

those, we presented a general picture of the respondents’ characteristics and their 

overall attitudes towards cross-border e-commerce platforms.   

3. Reliability analysis. Cronbach’s alpha was also calculated as a way to estimate the 

level of internal consistency of multi-item constructs in the survey. There were six 

multi-item constructs measured in our survey, i.e., cultural expectations, institutional 

expectations, marketing signals, perceived risk, trust, and purchase intention. 

Cronbach’s alpha level of 0.70 or above is usually regarded as acceptable.   

4. Correlation analysis was employed for inferences about the relationship between the 

major constructs of the research. It ascertained whether there existed a significant 

relationship between cultural expectations, institutional expectations, marketing signals, 

perceived risk, trust, and purchase intention.   

5. Regression analysis was then used to explore the extent to which cultural 

expectations, institutional expectations, marketing signals, perceived risk, and trust 

were associated with purchase intention. Statistical significance was assessed at the 

usual levels (p<0.05 and p<0.01), with smaller p-values indicating stronger evidence of 

a relationship. This allowed the researchers to establish the direction and the relative 

strength of relationships and test them against the conceptual framework. Because of 

the cross-sectional nature of the experiment, the regression analysis could be employed 

only to explore associations between the variables, not to derive causation.  
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In this study, multiple regression analysis, rather than structural equation modeling, was 

employed because the empirical analysis was primarily focused on testing direct 

relationships with purchase intention and did not estimate indirect or direct effects 

within a broader system of simultaneous relationships. Multiple regression analysis was 

considered more suitable than SEM for this study, given the relatively small sample of 

112 respondents (typically, a much larger sample would be required for SEM when 

working with several constructs and paths). For this reason, multiple regression analysis 

was the more adequate analytical strategy for the purpose and scope of the present study.  

6. To create realistic decision-making situations, scenario-based items were also 

included in the survey. The scenarios allowed respondents to compare e-commerce 

platforms but under varying contextual conditions. This enabled us, for example, to 

gain more insight into whether the platform's origin influenced consumer preferences 

beyond Sweden versus outside the European Union. Further, frequency analysis and 

graphical representations (bar charts) were employed to compare respondents' 

preferences when choosing among platforms with ties to Sweden, other EU countries, 

and non-EU countries. It was not a comparison between consumers from different 

countries that was conducted for this, but rather a different way of seeing how Swedish 

respondents weighed in on the various platform-origin contexts.  

3.4 Ethics  

Conducting research ethics is one of the most crucial aspects of any research study. This 

research adheres to ethical principles such as informed consent, voluntary participation, 

anonymity, and confidentiality (Bryman & Bell, 2015). The study also familiarized all 

the participants with the study before the last screen of the survey, and they were free 

to decide whether to participate in the study before the last screen of the survey. The 

participation in the survey was not mandatory, and no monetary or any other 

compensation was given. None of the survey data collected contained any personally 

identifiable information, and hence, the anonymity of all the participants in the survey 
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was guaranteed. All data collected in this research study will be used solely for 

academic purposes and kept secure. Following these ethical principles ensures that the 

rights and privacy of the participants are in safe hands throughout the study.  

3.5 Study Limitations  

There are, however, several weaknesses associated with this study. First, most 

respondents were students at Jönköping University, with a strong skew in the 20-29 

years age range. It is therefore more accurate to say that the results represent a more 

specifically defined sub-demographic of younger, more digitally engaged consumers 

living in Sweden, rather than the population of Sweden itself. This type of group was 

suitable for the intended study of cross-border e-commerce, but the results should not 

be generalized to all Swedish consumers.  

Second, researchers gathered data through self-reports using the questionnaire; thus, 

there was potential for participants to provide socially desirable responses or to answer 

questions in ways that reflected what they believed was their actual behavior. In 

addition, because participants may have had different understandings of certain 

questions, the data collected might not always be consistent.   

Third, the survey included scenarios to elicit participants' purchases; however, these 

scenarios may not be representative of real-world e-commerce purchases. For instance, 

consumers may make different choices depending on whether they are time-constrained, 

whether the brand is familiar, whether there is a promotional offer, or on the setting in 

which they are.   

Lastly, the cross-sectional nature of this study also hinders the possibility of detecting 

how consumers' perceptions change over time or of making causal inferences about the 

relationships of the variables examined.  

Despite these limitations, the research study provides insight into a younger, more 

digitally oriented part of the population in Sweden, evaluating trust, risk, and purchase 
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intentions regarding cross-border e-commerce opportunities. Thus, we add a piece to 

the puzzle of consumers' decision-making in cross-border e-commerce. 

  

 

4. Results and Data Analysis  

_____________________________________________________________________  

This Chapter describes the results, their analysis, and a summary of the data that was 

gathered.  

_____________________________________________________________________  

4.1 Introduction to the Results  

In this chapter, the empirical results of the research study will be presented. The data 

collection process involved a survey questionnaire, which was analyzed using IBM 

SPSS version 25. The goal of the data analysis is to answer the study's research 

questions and further identify how the cultural and institutional expectations of Swedish 

consumers influence their perceptions of trust, perceived risk, and purchase intentions 

towards foreign e-commerce sites. To fulfill this research goal, descriptive statistics, 

reliability analysis, correlation analysis, regression analysis, and scenario-based results 

were included. The application of descriptive statistics has provided an overview of the 

sample and the key constructs of the research study, and the other analyses have 

illustrated the relationships among the key variables. The findings of the analyses are 

going to be reported in this chapter as it is without any analysis, and the implications of 

the findings are going to be addressed later in the next chapter of this thesis.  
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4.2 Sample Characteristics  

These data were gathered from individuals living in Sweden, with the majority from 

Jönköping University. Respondents were contacted through various channels, such as 

e-mail and social media, to reach as many respondents as possible (gross). Of the 112 

responses received, the following demographic distribution shows that the majority of 

respondents are younger (and thus align with the objective of digitally active consumers, 

who are more likely to purchase goods through electronic means). More females than 

males participated in the survey, resulting in a gender-dominated sample. This may be 

because most of our respondents were recruited through the university network, online 

surveys, and friends. This may also be due to self-selection bias, that is, people who are 

interested in online shopping or cross-border E-commerce tend to participate in the 

survey.  

It is also apparent that we do not generalize the sample in any way to the entire 

population of Swedish consumers. The respondent’s gender and age may also have 

influenced the answers that were given. Young, digitally active consumers were in the 

sample, apparently more aware of online shopping and more willing to buy in cross-

border E-Commerce, even if it was deemed risky. Despite the limitations mentioned 

above, the material can still be considered suitable for studying general patterns in how 

digitally active consumers in Sweden trust, perceive risk, and intend to purchase in 

cross-border E-Commerce.  
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4.2.1 Age Distribution  

 

Figure 2: Age distribution of respondents 

The distribution of the respondents by age is shown in Figure 2. Most respondents are 

in the 20–29 age group, which accounts for 72.3% of the sample. This age group is 

followed by the 30–39 age group (13.4%) and those under 20 (8.9%). Finally, the 

proportion of respondents aged 40 and over was low; they constituted only a small 

percentage of the sample. The results show that the sample was dominated by young 

adults, as expected, given that the sampling approach initially emphasized university 

students.  

4.2.2 Gender  

 

Figure 3: Gender distribution of respondents 



   

 

 41  

 

Figure 3 presents the gender distribution of the respondents. The sample consists of 

59.8% female and 36.6% male participants. A small proportion of respondents 

identified as non-binary or preferred not to disclose their gender. Overall, the sample 

shows a slight predominance of female respondents. It may also reflect general patterns 

observed in prior studies, where female consumers tend to be more active in e-

commerce contexts.  

4.2.3 Online shopping frequency  

 

Figure 4: Frequency of online shopping among respondents  

The frequency with which respondents shop online is shown in Figure 4. Many of the 

respondents indicated that they shop online “often” (30.4%), “sometimes” (21.4%), and 

“occasionally” (20.5%). Fewer respondents shop “very often” (17%) or “very rarely” 

(10.7%). As can be seen, many of the respondents are relatively active online shoppers.  
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4.2.4 Cross-border shopping experience  

 

Figure 5: Frequency of purchasing from foreign e-commerce platforms 

Figure 5 shows how frequently respondents have purchased from foreign e-commerce 
platforms. Nearly half of the respondents (49.1%) reported purchasing from foreign 
platforms “occasionally.” Additionally, 19.6% reported purchasing “once or twice,” 
while 13.4% indicated that they do so “often.” A smaller proportion reported “very often” 
(9.8%) or “never” (8%). These results indicate that most respondents have some level 
of experience with cross-border e-commerce, making them suitable for this study.  

4.3 Descriptive Statistics  

Descriptive statistics were also calculated for the study's main variables. The results are 

presented in Table 1, where mean values and the standard deviations of each construct 

are reported.  

  

Table 1: Descriptive statistics of key variables 

The results show that respondents self-reported relatively high levels of (M = 4.04, SD 

= 0.93) and (M = 4.05, SD = 0.90). This suggests that respondents place significant 

importance on regulatory frameworks, platform transparency, information availability, 
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and related factors when considering foreign e-commerce platforms. Cultural 

expectations also had a relatively high mean value (M = 3.80, SD = 0.88). Trust was 

found to be at a moderate level (M = 3.48, SD = 0.97), indicating neither strong trust 

nor complete distrust of foreign e-commerce platforms among respondents. Also, 

perceived risk was at a moderate level (M = 3.55, SD = 0.96). This implies that 

respondents continue to associate cross-border platforms with uncertainties.  

Purchase intention had a relatively high mean score (M = 3.88, SD = 0.84), which 

indicates respondents were generally willing to purchase from foreign e-commerce sites 

even if moderate level of trust and perceived risk. The above results provide us with a 

general picture of the respondents' perceptions, which form the basis for further 

statistical tests.  

4.4 Reliability Analysis (Cronbach Alpha）  

Internal Consistency Reliability Analysis (ICRA) was conducted to check the reliability 

of the measurement scales that were used to measure the constructs we are interested 

in this paper. The total number of constructs was six, and four items measured each 

construct. The six constructs included Cultural Expectations, Institutional Expectations, 

Marketing Signals, Trust, Perceived Risk, and Purchase Intention. Each construct was 

measured with four items.  

  

Table 2: Reliability analysis of measurement scales 

The level of internal consistency reliability (ICR) was calculated for each construct. 

That is, Cronbach’s alpha (α) was calculated for each of the six constructs. The 

calculations indicated that the ICR for all six constructs fell above the acceptable limit 



   

 

 44  

 

of 0.70 (Shiau et al., 2019). In other words, all constructs are internally consistent and 

have acceptable ICR levels. In other words, the internal consistency of the scales is 

acceptable and can therefore be used for statistical purposes. Indeed, there were some 

constructs with relatively high values of α, which may suggest redundancy/overlapping 

in response to some items of the scales. Thus, the results should be interpreted with 

caution. Although the scales used to measure the constructs exhibit ICR, the redundancy 

could suggest some degree of similarity among the items measuring them. The results 

also suggest that the measurement scales used to measure the construct of interest in 

this paper are sufficiently reliable and will be used to further statistical analysis.  

4.5 Correlation Analysis  

Correlation analysis was performed to examine the relationships among the study's 

main variables. Results are summarized in Table 3.  

  

Table 3: Correlation matrix of key variables 

Note: ** p < 0.01(Stars indicate significant relationships at the level of 0.01; that is, 

statistical significance is assessed at the probability level equal to 0.01).  

The result reveals that trust is positively correlated with purchase intention (r = 0.579, 

p < 0.01). This means that the greater the trust, the greater the propensity to purchase 

from foreign e-commerce.  

Perceived risk was also positively related to purchase intention (r = 0.468, p < 0.01). 

From a theoretical point of view, this finding is counterintuitive, since the perceived 

risk should decrease a consumer’s intention to purchase from foreign e-commerce. 

Given this, we should be cautious when interpreting it. One explanation may lie with 
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the coding direction or operationalization of the perceived risk scale. If the items ask 

about perceived safety, risk minimization, or confidence rather than the actual risk, they 

will most likely be scored higher (lower perceived risk). Another potential explanation 

comes from this sample. Many of those interviewed were young, had some experience 

buying online, and may have considered the risks of buying from a foreign website, but 

would still proceed if they had some trust in the website, good information on the 

platform, etc.  

Marketing signals indicate a positive and significant relationship with purchase 

intention (r = 0.676, p < 0.01) and trust (r = 0.554, p < 0.01), which means that the 

presence of information about the platform significantly influences consumer trust and 

purchasing behavior.  

Institutional expectations are also highly correlated with marketing signal (r =0.823, 

p<0.01) and purchase intention (r=0.649, p<0.01), which indicates that regulatory and 

institutional factors are highly related to consumers' perceptions about the platforms.  

Finally, correlation is only the beginning of evidence for a relationship between the 

major variables, but correlation alone does not establish cause and effect. To truly 

understand the behavior of each variable, you should look at both correlation and 

regression analyses.  

4.6 Regression Analysis  

  

Table 4: Regression analysis results 

Note: * p < 0.05 (Statistical significance evaluated at 0.05 significance level, and p-

values less than 0.05 suggest the relation is statistically significant).  
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Regression analysis has been conducted to determine the extent to which they 

significantly predict purchase intention, with the independent variables being cultural 

expectation, institutional expectation, marketing signal, trust, and perceived risk. This 

analysis also determines whether the independent variable simultaneously significantly 

predicts purchase intention.  

Based on the results, the model is statistically significant (F=26.238, p<0.001), 

indicating that the set of independent variables, considered as a unified construct, can 

significantly account for variance in purchase intention. The results also show that the 

model explains 55.3% of the variance in purchase intent (R² = 0.553), which indicates 

moderate-to-high explanatory power.  

Furthermore, marketing signals (β=0.308, p=0.011) and trust (β=0.254, p=0.002) also 

emerged with significant association to purchase intention prediction. The output 

suggests that the more consumers feel clear and trusted about their platform-related 

information, the more they engage in purchasing. Otherwise, cultural expectations 

(p=0.093), institution (p=0.570), and perceived risk (p=0.285) are not statistically 

significantly associated with purchase intention in the regression model, so this is not 

an indicator of irrelevance. Rather than that, their impact could be indirect, mediated 

by other variables of the model, such as trust and marketing signals.  

Many variables were significantly associated with purchase intention. Not all of these 

variables, however, remained significant in the regression model. Such an outcome may 

suggest that there is conceptual or statistical overlap between predictors, or that some 

variables only impact the purchase intention indirectly rather than directly. Marketing 

signals and trust in the platform, rather than general contextual conditions or risk 

conditions, appear to be the strongest direct indicators of purchase intention in this 

regression analysis.  

From the regression analysis, we observe high correlation between the institutions, as 
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the VIF (Variance Inflation Factor) is computed to quantify the severity of 

multicollinearity, and all the VIFs range from 1.478 to 4.262, with the highest 

VIF=4.262 for the institution expectation variable and VIFs less than 5 for the 

remaining variables. The VIF values indicate mild to severe level of multicollinearity 

in the regression models, high VIF scores of independent and dependent variable show 

synchrony and coherence of these variables as marketing signal and institutional 

expectations. Consequently, the interpretation of the results of the regression analysis 

must be done with caution.  

4.7 Scenario-Based Results  

In order to dig deeper into the decision-making process of the consumers, scenario-

based questions were also added to the survey. In Figure 6, respondents were asked to 

select the criteria that they would rely on when deciding between e-commerce platforms 

based in Sweden, the European Union (EU) and non-EU countries.  

 

Figure 6: Platform preference by country of origin (N = 112) 

The result indicates that most of the respondents (68.8%) prefer the platforms that are 

based in Sweden. Hence, respondents highly prefer domestic platforms. Also, the 

platforms that are based in other countries in the EU are reasonably preferred (36.6%). 

Only a small percentage of the respondents (3.6%) prefer the platforms that are based 

outside the EU.  
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Further, 25% responded that it would not influence their decision at all, regardless of 

the country/region the platform originated from. These results show that platform-

origin effects are a consideration for many respondents, but not the deciding factor for 

all consumers. These results should not be seen as a comparison between consumers 

but as a difference in how respondents in Sweden assess platform-origin categories.  

An additional scenario-based question was included to further explore consumer 

preferences in a practical purchasing situation. Respondents were asked which platform 

they would choose if product quality, price, and delivery time were identical across 

alternatives. The results showed a strong preference for Swedish-based platforms, 

followed by platforms located in other EU countries, while very few respondents 

preferred platforms outside the EU. 

Although this question was not included in the regression analysis, the findings provide 

supplementary support for the importance of trust and perceived risk in cross-border e-

commerce. When all other factors were held constant, respondents still demonstrated a 

clear preference for geographically closer platforms. This suggests that country location 

may serve as an indirect signal of trustworthiness and lower perceived risk, influencing 

consumers’ purchase decisions even when objective product attributes remain 

unchanged. 

4.8 Summary of Results  

For the descriptive analysis, we found reasonably high levels of cultural expectation. 

The respondents reported institutional expectation, marketing signals, and purchase 

intention, and trust and perceived risk were somewhat average.  

The results from the reliability analysis showed that all measurement scales had 

acceptable levels of internal consistency with some very high Cronbach’s alpha scores, 

which may be due to item overlap.  

From the correlation analyses, we can observe that the variables of interest for our 
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research, i.e., trust and signals, were positively related to the purchase intention. The 

perceived risk was positively related to purchase intention, which, from a theoretical 

point of view, runs counter to expectations and therefore should be interpreted with 

caution.  

Marketing signals and trust were two positive predictors of purchase intent, both 

statistically significant after the regression. Culture, institution, and perceived risk were 

not selected as significant direct predictors. This should not be interpreted as any of 

these things being unimportant, but perhaps these constructs are operating indirectly by 

having some influence as partial measures of trust and signals. An initial test for 

multicollinearity revealed that multicollinearity is not a major concern, though there is 

some cross-correlation between institutional expectations and signals.  

The results from scenario-based questions showed that respondents clearly prefer 

Swedish and EU-based platforms to non-EU ones and that they trust related factors are 

an important platform choice factor.  

On a general level, the results presented here allow achieving a global view of the 

relations between the main variables, and they constitute the backdrop for the 

discussion of the next chapter.  

 

 

5. Interpretation of Analysis  

_____________________________________________________________________  

In this chapter, we give the interpretation of the data analysis.  

_____________________________________________________________________  
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5.1 Introduction to the Analysis  

This chapter provides the analysis of the empirical data (Chapter 4) and the theoretical 

underpinnings and the research questions of the paper. The results examine 

relationships between cultural expectations, institutional expectations, marketing 

signals, trust, and perceived risk, on the one hand, and the intention to purchase via a 

foreign e-commerce portal from the perspective of Swedish consumers, on the other 

hand.  

The results revealed that trust and marketing signals had the strongest direct effects on 

purchase intention. However, cultural expectations, institutional expectations, and 

perceived risk were not statistically significant as direct predictors in the regression 

model. This does not mean these factors can never have an impact. Rather, they may 

indirectly influence consumers’ purchase intention by shaping how consumers interpret 

signals of the platform's reliability, transparency, risk, and trustworthiness.  

5.2 Analysis of Key Findings  

5.2.1 H1 - Cultural Expectations and Purchase Intention  

Based on the results from this study, the direct influence of cultural expectations on 

purchase intention is not statistically significant. Hence, H1 is rejected in the regression 

model.  

This contrasts with the theoretical prediction of Chapter Two that cultural determinants 

should impact how consumers appraise the goods bought in a cross-border online 

purchase. In the literature, there is even evidence that consumers respond to trust, 

uncertainty, and platform credence differently depending on their cultural environment, 

particularly when buying from foreign retailers or producers (Tikhomirova et al., 2021; 

Dong, 2026).  

Although culture influenced how consumers made sense of foreign platforms to some 

extent, the stronger predictors were often more immediate, tangible factors related to 



   

 

 51  

 

purchasing on a platform, such as trust, information clarity, and platform reliability. 

These results imply that cultural expectations may only play a role indirectly, through 

consumers' interpretations of the platforms’ trustworthiness and reliability.  

One potential explanation for the results could be that the sample of survey participants 

consisted mostly of younger, tech-savvy users, who have more exposure to global e-

commerce on the Internet and were therefore more accustomed to and at ease using it. 

Also, these participants might have been less aware of cultural differences when 

purchasing on foreign platforms. In summary, based on our findings and the reasons 

mentioned above, we conclude that although cultural expectations could influence an 

individual's interpretation of foreign-based e-commerce platforms, they did not have 

strong, direct effects on purchase intention in our study.  

5.2.2 H2 - Institutional Expectations and Purchase Intention  

The results of this study show that institutional expectations did not have a statistically 

significant direct effect on purchase intention, according to the regression model. Thus, 

H2 was not supported in its direct relationship.  

The original hypothesis and theoretical development of the study conducted and 

reported in Chapter 2 predicted that the institutional factors, namely consumer 

protection legislation, security of payments, and legal standards, would have a cross-

border influence upon consumers’ trust and purchase intention when dealing with e-

commerce platforms online. This is in line with comparable studies that also identified 

institutions as playing a part in reducing uncertainty and increasing consumer trust 

when making an online purchase (Fang et al., 2016; Gefen et al., 2016; Zhu & Deng, 

2020).  

Institutional expectations may also not be associated with the actual purchase of 

likelihood. Instead, they may contribute to establishing general trust in the online 

shopping platform. Similarly, consumers may use certain features to evaluate the 
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overall trustworthiness of e-commerce platforms, depending on which features 

influence their purchase intentions. That is, institutional elements may be more likely 

to appear as contextual variables to characterize the level of trust, rather than actual 

determinants of purchase intention. Moreover, as supported by the relatively high 

association between institutional expectations and marketing signals, it may be the case 

that many consumers put little effort, or do not even bother, in attempting to recognize 

any potential differences between institutional reliability and the more visible and 

normal marketing signals — like return policy, secure payment options, and clear 

information about how the platform operates.  

Another potential explanation for the results of this research could be grounded in the 

characteristics of the sample. The great majority of the respondents in this sample were 

young adults who have been exposed to digital technologies throughout their life cycle 

and are therefore accustomed to developing a high level of comfort and familiarity 

when using different e-commerce platforms. In other words, when using e-commerce 

platforms, the members of the sample took for granted the presence of certain attributes, 

such as secure payment/return policies, which therefore reduced the impact that these 

institutional aspects had on their purchase intentions.  

To conclude, institutional expectations may matter in the big picture of e-commerce, 

but they did not have a strong direct effect on respondents’ purchase intent. Their 

indirect impact on the salience of trust and platform credibility is likely to be significant.  

5.2.3 H3 - Marketing Signals and Purchase Intention  

The results of this study show that marketing signals have a positive influence on 

purchase intention in a statistically significant way. Hence, H3 is confirmed.  

The results of the current study have also validated the use of the theoretical framework, 

discussed in Chapter 2, which was developed to explain the relationship between 

product information, consumer feedback, the quality of the communication and 
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transparency of the platform, and how this is related to consumer appraisal and 

decision-making in an online environment. Meanwhile, according to signaling theory 

(Spence, 1973), in the presence of informational asymmetry, consumers will use visible 

signals to appraise the quality and credibility of a seller or platform. Especially in the 

cross-border e-commerce context, where it is likely that a foreign seller or platform is 

hard for a consumer to check, and where marketing signals may play an even larger 

role in purchase decisions.  

Therefore, based on the findings in this research, the information gathered by the 

customer from marketing can positively suggest a customer's purchase intention. For 

example, a well-explained product, where all the information the customer considers 

necessary for decision making regarding purchase is available, feedback and comments 

from other customers that are visible and convincing, escrow payment options, return 

policy, ease of communication with the firm, etc., can indicate trustworthiness and 

credibility of the platform and can prompt consumers to be more inclined to participate 

in cross-border commerce. Moreover, most of the sample consisted of young, digitally 

inclined individuals, and customers likely make decisions based almost solely on 

online-sourced information. Furthermore, the relatively high number of females in the 

current study might have contributed to the results, as some studies have found that 

female shoppers rely more on product cues in online purchase decisions (Garbarino & 

Strahilevitz, 2004).  

In conclusion, the results of the present study indicate that marketing signals are at the 

top of the list for defining consumption patterns in the cross-border e-commerce 

ecosystem and are one of the best direct predictors of purchase intention.  

5.2.4 H4 - Trust and Purchase Intention  

According to the results of this study, the effect of trust on purchase intention is positive 

and statistically significant; accordingly, the data support H4.  
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Also, the results obtained during the study support the theoretical framework presented 

in Chapter 2, which posits trust as the primary driver of consumer behavior in online 

environments. Indeed, trust has long been recognized in literature as a key element in 

reducing uncertainty for a consumer engaged in e-commerce (especially with unknown 

sellers or platforms) (Gefen et al., 2003; Pavlou, 2003). When a cross-border 

transaction is involved, where uncertainty is usually higher than in a domestic 

transaction, trust can have even more concrete effects on purchase behavior on foreign 

e-commerce platforms.  

From a theoretical point of view, consumers will continue to conduct their transactions 

even after perceiving risk because the consumer trusts each platform. Consumers can 

rely on their overall assessment of the platform's trustworthiness rather than assessing 

uncertainties one by one. The results of this study confirm that trust is the primary 

heuristic consumers use in their cross-border e-commerce decisions.  

Perhaps the strength of the relationship between trust and purchase intention lies in the 

fact that trust is the primary mechanism by which other variables influence purchase 

intention. Cultural and institutional factors in previous literature did not directly affect 

purchase intentions; they could have an indirect effect on consumers' overall assessment 

of trust in the platform. Trust is also correlated with marketing signals. Marketing 

signals such as good communication, transparent information, and visible customer 

input will enhance perceptions of a platform's trustworthiness and, in turn, purchase 

intention. In this way, marketing signals and trust may complement each other: the 

former builds trust; the latter gives consumers the confidence to buy.  

Even the sample itself might explain the high dependence between trust and purchase 

intention. The survey respondents were mainly young and frequently used technology. 

This implies that they should be more familiar with e-commerce. A significant number 

of the respondents were female. Previously, researchers have shown that female 

consumers are more dependent on trust signals and the platform's credibility than male 
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consumers (Garbarino & Strahilevitz, 2004).  

Further, the intensity of the relationship between trust and purchase intention may also 

explain the absence of a direct effect of perceived risk on purchase intention in the 

regression model. The negative relationship between perceived risk and purchase 

intention will be weaker when trust is high than when it is low, as there is greater 

confidence in the decision to purchase; the effect of perceived risk will be smaller than 

in the absence of trust.  

All in all, the results indicate that trust is a key factor in cross-border e-commerce and, 

in this study, a very strong predictor of purchase intention.  

5.2.5 H5 - Perceived Risk and Purchase Intention  

The results of this study suggest that perceived risk has no statistically significant direct 

effect on purchase intention in the regression model. Thus, H5 is not supported in the 

hypothesized direction.  

Nevertheless, the findings of this section are contrary to the definition of perceived risk 

in Chapter 2, which was expected to influence consumers' online purchase intentions 

negatively. In previous literature, it was shown that an increase in the perceived risk, 

e.g., for the safety of payment, the quality of products or service offered, or the 

reliability of delivery service, reduces the reluctance of consumers to purchase from the 

company (Pavlou, 2003; Featherman & Pavlou, 2003).  

One possible explanation for the contrary results is that trust acts as a mediator between 

perceived risk and purchase intention. In the results of section 5.2.4, trust turned out to 

be positively related to purchase intention, so one could argue that the risk effects on 

purchase intention are smaller because trust makes the subject feel confident about 

completing the purchase.  

Another aspect one might consider could be the sample demographics. Our sample 



   

 

 56  

 

included mostly younger digitally literate participants with some experience in online 

shopping including cross-border e-commerce. If, previously, people have bought digital 

goods, perceived risk is not likely to be a high influencer, as people have been to digital 

purchasing web sites, and there is less uncertainty for them.  

Furthermore, it is worth noting that the construct of perceived risk may also be present 

during evaluation but be inferred through other constructs that we have already proven, 

i.e., trust, and marketing signals. It is not infeasible that perceived risk is not evaluated 

by consumers individually, but that consumers make inferences of the perceived risk 

based on visible properties of the platform, for example, through reviews, product 

descriptions, secure payment processes, return policy, and transparency in 

communication. Thus, if there is perceived risk, the relationship would likely not be 

direct but rather inferred in a regression model.  

Further, in the correlation analysis, a positive relationship between perceived risk and 

purchase intention was observed, which runs counter to theory; hence, this positive 

relationship must be taken with a pinch of salt. The positive relationship might be due 

to the operationalization of the perceived risk scale and/or sampling characteristics. The 

findings do not suggest that consumers are more likely to purchase with perceived risk.  

In conclusion, while the notion of perceived risk will remain a relevant aspect of e-

commerce research, this work suggests that in this sample, perceived risk was not a 

strong direct predictor of purchase intention. However, its effects may have been 

weakened, absorbed, or mediated by other constructs (particularly trust and marketing 

signals) in a cross-border e-commerce context among digitally experienced consumers.  

5.3 Integrated Analysis  

Findings from individual investigations detailed in Section 5.2 offer clues regarding 

several key results on factors that are expected to motivate consumers' purchase 

intention in cross-border e-commerce. Taken together, the results that we obtained in 
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this study indicate that, if consumer decision making was driven at all (to a large degree), 

it was at the level of the platform, and specifically through trust and marketing signals, 

but not by high-level context, e.g., cultural and institutional expectations. Specifically, 

trust was among the main drivers of consumers' purchase intentions. Furthermore, 

marketing signals had a direct positive impact on purchase intention and presumably 

also reinforced trust by conveying transparent, trustworthy information about the 

platform. This suggests a complementarity between marketing signals and trust: 

marketing signals reduce information asymmetries and enhance the platform's 

perceived credibility, while trust is a robust mechanism that influences consumer 

purchase intentions.  

In contrast, cultural and institutional expectations did not have statistically significant 

direct effects on purchase intention in the regression model. This suggests that the 

respondents may not have considered these broader contextual factors as strong or 

immediate influences on their purchase intentions. In addition, the impact of perceived 

risk was surprisingly limited given previous findings. One explanation is that as 

consumers believe a platform is credible and trustworthy, the impact of perceived risk 

is mitigated by trust. Hence, it is possible that even if perceived risk still matters, this 

impact will be mediated by trust and other, more platform-specific signals, rather than 

serving as an independent predictor.  

The sample's demographic variables may also partially explain these results. The 

respondents were generally younger, digitally active consumers who may have been 

more likely to have prior experience shopping online in general, as well as shopping 

across borders. These factors may make them less susceptible to cultural and 

institutional differences and more reliant on pragmatic, observable signals: for instance, 

platform transparency, platform reviews, and the quality of communication with the 

platform.  

In addition, it could be that the preponderance of female respondents over male 
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respondents led to the reported findings (Garbarino & Strahilevitz, 2004). Studies have 

found that female consumers generally care more about trust and other factors, such as 

the quality and credibility of the information provided by the platform they are buying 

from, than male consumers. Thus, it may not be entirely surprising that trust and 

marketing signals will be more pronounced in the case of the study's preponderance of 

female respondents.  

The overall picture of the results presented in this study is that Swedish consumers 

assess foreign e-commerce platforms based on signals at both the specific-context and 

platform levels. However, their purchase intention is most affected by trust and 

marketing cues.  

5.4 Scenario-Based Analysis  

Scenario-based results provide complementary information on how Swedish consumers 

perceive the use of foreign e-commerce platforms. The respondents rate the use of 

Swedish- and EU-based platforms higher than that of non-EU-based platforms; hence, 

it seems reasonable to conclude that the location of platforms will be important to 

consumers.  

This finding seems to clarify the results of the regression analysis. Neither cultural nor 

institutional expectations had a direct influence on purchase intention in the regression 

analysis. However, the scenario-based analysis suggests that when consumers are 

assessing platforms in a more narrowly defined purchase decision-making situation, 

more generally defined contextual familiarity still plays some role. Moreover, 

consumers themselves may not define culturally or institutionally specific expectations 

as direct drivers of purchase intention. However, they do conceptualize platform origin 

as an indicator of credibility, legitimacy, and expected consumer protection.  

Perhaps it is the case that, as perceived by consumers, Swedish and EU-based platforms 

are more established or institutionally credible. Consumers compare Swedish and EU-
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based platforms with other platforms for better regulation, stronger consumer 

protection, safer payment options, and easier ways to file complaints or returns. On the 

other hand, we could argue that platforms outside the EU are viewed as less predictable 

or uncertain by consumers, even though consumers are not reporting this as part of the 

regression variables.  

Taken together, the scenario-based results also provide evidence for the research-wide 

argument proposed in this study that foreign-based e-commerce platforms are judged 

by Swedish consumers not only on product- or technology-related characteristics, but 

also as a result of contextual judgments or understandings of, for instance, the platform 

of origin and institutional familiarity. Another implication of the scenario analysis is 

that contextual characteristics may still affect consumer evaluation, even if they are not 

identified as strong direct predictors in the regression analysis.  

  

  

6. Discussion  

_____________________________________________________________________  

The answers to the research questions of the study are provided in this chapter.  

_____________________________________________________________________  

Overall, this study has revealed several interesting findings on consumer behavior in 

the context of purchasing a product through cross-border e-commerce. Arguably, the 

most meaningful finding of the current study is that trust plays a decisive role in shaping 

individuals' purchase intentions. Other studies have demonstrated the dynamic impact 

of trust on an online shopping environment. However, the findings presented in this 
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work lead us to believe that the role of trust in cross-border e-commerce is by far more 

important than previously thought. Not only is trust a direct antecedent of purchase 

intention, but it is also the process by which consumers attempt to make sense of the 

other variables that surround their purchase decision. With this analysis, we also 

broaden the scope of trust to include contextual aspects, such as institutional and 

cultural expectations, within the global assessment that a consumer makes of an alien 

e-commerce platform.  

The results also demonstrate the relevance of marketing signals in a consumer’s 

purchase decision-making process. Signals that constitute a marketing platform, 

including product information, transparency of the purchasing platform, secure 

payment, returns policy, and customer reviews, all contribute to the formation of a 

consumer's purchase intention and hence the development of trust. The results show 

that, in the presence of information asymmetry, buyers use observable signals to assess 

the appropriateness and/or credibility of the purchasing platform. In short, this paper 

supports signaling theory in cross-border e-commerce and highlights the importance of 

high-quality information for consumers' purchasing behavior.  

One important finding is that neither cultural expectations nor institutional expectations 

were direct predictors of a consumer's purchase intention. While previous research 

suggests that cultural and institutional expectations affect consumer purchasing 

decisions, the evidence provided here indicates that either their effect is more indirect 

than previously thought or that they are entangled with platform-level signals. Hence, 

the weak direct impact of cultural and institutional expectations might partially explain 

why they were not important in the regression model.  

The most surprising result of this study is that perceived risk had no direct impact on 

customers' intention to purchase. Previous literature suggests that perceived risk 

negatively impacts consumers' intention to purchase; this study reveals a more complex 

relationship, in which trust is well established among consumers who adapt to such an 
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online environment. Trust can and most likely, in this context, diminish or overtake the 

effect of perceived risk for consumers that already have a well-established level of 

familiarity with the digital environment, which contributes to the most relevant results 

discussed in literature concerning the complexity of the trust-perceived risk relationship, 

which is more than a simple one-way negative relationship.  

The scenario-based results of interest further substantiate this. Respondents clearly 

expressed more positive preferences for either European- or Swedish-based platforms 

than for those outside the EU, suggesting that, despite the free movement of goods and 

services in the EU, context still matters in consumers' assessments of purchasing 

platforms. In this context, consumers may still be guided by cultural and institutional 

expectations, though in ways that we cannot measure as significant in the regression 

model.  

The composition of the sample is worth bearing in mind when interpreting the results. 

As well as being digitally experienced, the typical respondent was fairly young, and so 

was likely to have experience of both online retailing and cross-border e-commerce. 

Familiarity with globalized digital marketplaces may have made all other markers of 

cultural and institutional difference appear less important. However, these digitally-

savvy consumers may have relied more heavily on markers of difference at the platform 

level – regarding aspects such as trustworthiness, transparency, and information quality. 

In addition, the relatively larger fraction of female respondents might have provided an 

additional boost to the role and relevance of trust and marketing signals, given previous 

work suggesting that female consumers rely more on information quality, transparency, 

and credibility when making online purchases. Finally, our results also suggest a shift 

in how younger, digitally experienced consumers evaluate cross-border e-commerce 

platforms. It seems reasonable to infer that digitally experienced younger consumers 

have been increasingly moving away from relying primarily on broader context factors 

towards putting greater weight on features that are instantly observable, salient, and 
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platform specific as determinants of whether to buy. We would thus expect that trust 

and communication are issues of specific concern to consumers in the digital 

marketplace.  

  

 

7. Conclusion  

_____________________________________________________________________  

In this chapter, the implications of the study are discussed, and the limitations and 

recommendations for future work are also stated.  

_____________________________________________________________________  

This study aimed to measure the extent to which Swedish consumers have appraised 

foreign e-commerce platforms through the lens of trust, perceived risk, cultural 

expectations, institutional expectations, and marketing signals. The result suggests that, 

for this sample of Swedish consumers, trust and marketing signals are the most 

straightforward predictors of purchase intention. Perceptions of the platform's 

trustworthiness and the presence of honest, unambiguous, and transparent information 

about the platform convinced Swedish consumers to purchase from foreign e-

commerce platforms.  

None of the cultural expectations, institutional expectations, or perceived risk variables 

had a significant direct relationship with the purchase intention variables in the 

regression analysis. Nevertheless, none of these variables is irrelevant. They are likely 

to impact more indirectly by influencing the consumer's interpretation of the platform 

of credibility and trustworthiness or the platform of origin. An indication of this 
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conclusion can also be obtained from the scenario-based results, as participants chose, 

in a greater proportion, to purchase from the Swedish- and EU-based platforms 

compared to the non-EU-based platforms.  

In summary, while contextual expectations and platform-level cues provide information 

that facilitates Swedish consumers' evaluations of foreign e-commerce platforms, in 

this sample, marketing signals and trust played the most significant role in purchase 

intention.  

7.1 Theoretical Implications  

There are several theoretical implications for future research on cross-border e-

commerce. Firstly, trust was amongst the most prominent direct predictors of purchase 

intention; hence, this study shows that, not only in the general online environment but 

also in cross-border e-commerce, where customers have relatively greater uncertainty 

towards foreign platforms than towards domestic platforms due to low familiarity, trust 

matters. Secondly, by demonstrating that marketing signals also directly predicted 

purchase intention, this study provides more supporting evidence for the signaling 

theory: consumers pay relatively much more attention to the salient platform-level 

signals, such as product information, reviews, secure payment options, return policies, 

responsiveness, clear communications, and so on; and as consumers perceive foreign 

business credible, the perceived risk of cross-border shopping is reduced.  

Third, this study suggests evidence that the impact of cultural and institutional 

expectations still applies in principle, but may not apply in practice as direct predictors 

of purchase intention, and could instead have indirect effects through their impact on 

the consumers' interpretation of the platform's credibility, validity, and trustworthiness 

via platform-level assessments that are more direct than those perceived to have longer-

lasting impacts. Finally, there may be a more complex relationship between perceived 

risk and purchase intention than is assumed in the literature, as perceived risk did not 

emerge as a significant direct predictor in this study, but could be absorbed, mediated, 
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or even reduced by other stronger constructs such as trust and marketing signals, 

particularly among younger digitally savvy consumer segments.  

7.2 Managerial Implications  

Further, this research has managerial implications for foreign e-commerce websites that 

market products to Swedish consumers. For example, pay more attention to building 

trust to affect purchase intention, as trust was the predictor with the strongest 

relationship to purchase intentions. Hence, managers should pay more attention to the 

website's cues to be perceived as reliable, trustworthy, and secure.  

The second is that marketing signals matter for purchase intention; accordingly, 

managers should pay attention to give good descriptions of their products, to make 

customer reviews easy to find, to make the payment options seem secure, to make return 

policies easy to read, and to make communication from their websites open and honest. 

These relatively observable cues could also lower uncertainty, making consumers more 

willing to purchase from foreign websites.  

Thirdly, like the scenario-based results, the preference of Swedish consumers is 

stronger for Swedish- and EU-based sites and weaker for non-EU websites, so further 

reassurance might also be needed for managers of non-EU-based websites. To address 

consumers' lack of knowledge about website concerns, foreign e-commerce companies, 

among others, can highlight the rules and regulations with which they comply, as they 

do business in the Swedish and the EU market; provide customer support; provide 

secure payment and delivery, and explain how customers can return a product.   

Finally, the results of the study indicate that younger people and those with greater 

experience of digital purchase are likely to have based their decision to purchase on 

immediate and visible cues from the website: hence the importance for managers, 

besides offering a competitive price and variety of products, also to invest in the quality 

of communications and to create trust in their consumers by ensuring that the website 
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is clearly signaled as credible and reliable.  

7.3 Limitations  

The investigation performed here has several limitations that need to be kept in mind 

when interpreting the findings. First, the investigation has followed a convenience 

sampling approach by recruiting many subjects via university networks, digital 

platforms, and social networking platforms through their personal networks. Thus, the 

recruitment of the subjects has led to a strongly biased sample towards young digital 

users and is not representative of the population in Sweden at large. Second, the 

proportion of females in the sample has been greater than the proportion of males, and 

this might most likely have affected the outcome of the investigation; according to the 

literature reviewed, females evaluate the purchase environment as more reliable than 

males, they care more about the quality of information, and they care more about the 

trustworthiness of the platform on which they purchase. Given the sample composition, 

this paper may have placed greater emphasis on the role of trust and marketing signals 

in purchase decisions.  

Lastly, this was a cross-sectional study, meaning relationships between variables will 

only account for some of the data points in each variable and will not prove cause and 

effect. Results from this study should be taken as indicative of general trends, not as 

solid evidence.  

7.4 Future Research  

There are also areas for further research that could be conducted beyond this study. One 

further research area would be to conduct this study again, but with a larger sample of 

Swedish consumers, to improve generalizability and increase the number of 

demographic and age groups studied. Another area of possible further research could 

be to examine if consumers perceive foreign e-commerce platforms differently, 

depending on their characteristics, for example, their age, gender, or their level of 

experience with the internet and other digital services. This would enable getting a 
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clearer view of how consumers perceive foreign e-commerce websites. In the future, 

other work could, for example, further investigate the indirect relationships established 

in this work to explore whether cultural expectations, institutional expectations, and 

perceptions of risk have a more indirect impact on purchase intention via trust, 

marketing signals, or other platform-specific mechanisms.  

Last, examine mediation effects between the key variables. While this study focused on 

the direct effects of trust and perceived risk on purchase intention, future studies could 

investigate whether trust indirectly influences purchase intention through reducing 

perceived risk. Exploring such relationships may provide a more comprehensive 

understanding of consumer decision-making in cross-border e-commerce, future work 

with a qualitative or mixed-methods approach could shed more light into how 

consumers perceive trust, risk, institutional familiarity, and platform credibility aspects 

in the context of cross-border e-commerce, when the direct relations among these 

elements are less evident.  
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Appendix A. Survey Questionnaire 

Title: Factors Influencing Trust and Risk Perceptions in Foreign E-Commerce 
Platforms 

This survey aims to understand how consumers perceive trust and risk when using 
foreign e-commerce platforms. 

Participant Information and Consent 

This survey is part of a bachelor’s thesis research project. The purpose of this study is 
to understand how consumers in Sweden perceive trust and risk when using foreign e-
commerce platforms. 

Participation in this survey is voluntary. Participants may choose not to answer any 
question or withdraw at any time. All responses are anonymous and will only be used 
for academic purposes. The survey takes approximately 3–5 minutes to complete. 

 

Consent Question: 

Do you agree to participate in this survey? 

Response options: 

- Yes 
- No 

 

Section 1: Demographic Information and Online Shopping Experience 

1. Age 
Response options: 
- Under 20 
- 20–29 
- 30–39 
- 40+ 

 

2.Gender 
Response options: 
-Female 
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- Male 
- Non-binary 
- Prefer not to say 

 

3. How often do you shop online? 
Response options: 
- Very rarely 
- Occasionally 
- Sometimes 
- Often 
- Very often 

 

4. How often have you purchased from foreign e-commerce platforms? 
Response options: 
- Never 
- Once or twice 
- Occasionally 
- Often 
- Very often 

 

5. Are you currently living in Sweden? 
Response options: 
- Yes 
- No 

 

6. Have you ever purchased from a foreign e-commerce platform, such as Amazon, 
Shein, or Temu? 
Response options: 
- Yes, several times 
- Yes, once or twice 
- No, but I have considered it 
- No, never 

 

Section 2: Expectations of Foreign E-Commerce Platforms 
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For Questions 7–12, respondents were asked to indicate their level of agreement using 
a five-point Likert scale: 
1 = Strongly disagree   
2 = Disagree   
3 = Neutral   
4 = Agree   
5 = Strongly agree 

 

7. Expectations about how e-commerce platforms should operate 

Items: 
- Communicate clearly and transparently 
- Provide detailed and accurate product information 
- Treat consumers fairly 
- Operate similar to Sweden 

 

8. Expectations about rules, policies, and consumer protection 
Items: 
- Clear return and refund policies 
- Strong consumer protection 
- Secure payment and data protection 
- Compliance with legal regulations 

 

9. Information that influences your trust in a platform 
Items: 
- Positive customer reviews and ratings 
- Clear delivery information 
- Detailed product descriptions 
- Visible secure payment indicators 

 

10. Your level of trust in foreign e-commerce platforms 
Items: 
- Trust in foreign e-commerce platforms 
- Confidence in platform reliability 
- Belief in honest business practices 
- Trust in transparent and secure services 
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11. Your perceived risks when using foreign e-commerce platforms 
Items: 
- Higher risk than Swedish platforms 
- Concern about product quality 
- Concern about delivery and returns 
- Concern about data and payment security 

 

12. Your willingness to purchase from foreign e-commerce platforms 
Items: 
- Willingness to purchase in the future 
- Purchase if the platform is trustworthy 
- Purchase if the risk is low 
- Comfort in purchasing from the platform 

 

Section 3: Platform Choice and Country-of-Origin Influence 

Please imagine the following situation: 

You want to buy a product online. Two e-commerce platforms offer the same product 
at similar prices and delivery times. 

13. If the product, price, and delivery time are similar, which platform would you be 
more likely to choose? 
Response options: 
- A platform based in Sweden 
- A platform based in another EU country 
- A platform based outside the EU 
- The country of the platform would not influence my decision 

 

14. Imagine the following situation: 
Platform A: Based in Sweden   
Platform B: Based outside the EU   

 

Both platforms offer the same product at a similar price. Which platform would you be 
more likely to choose? 
Response options: 
- Platform A (Sweden) 
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- Platform B (outside the EU) 
- I would need more information before deciding 

 

15. Which factors would influence your decision the most when choosing between 
two e-commerce platforms?  
Respondents could select up to three options. 
- Trust in the platform 
- Clear return and refund policies 
- Secure payment and data protection 
- Positive customer reviews 
- Faster delivery 
- Lower perceived risk 
- Familiarity with the platform 
- Country of origin of the platform 

 

16. To what extent does the country where an e-commerce platform is based influence 
how trustworthy you think it is? 
Response scale: 
1 = Not at all   
2 = Slightly   
3 = Moderately   
4 = Strongly   
5 = Very strongly 

 


