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National culture and consumer trust in e-commerce
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6.3. Conclusion

The findings of our research lend support to earlier notions ac-
cording to which national culture and trust are interrelated. Schoorman

et al. (2007) suggest that national culture affects trust through dis-
position to trust, and results of the present study partly support this.
However, results of the current study indicate that not all the effects
between cultural dimensions and trustworthiness are mediated through
disposition to trust, but national culture may also directly influence the
context specific perception of an online store’s trustworthiness. Thus,
the interplay between national culture and trust seems to be manifold
and cultural orientations mirroring Hofstede’s cultural dimensions may
influence disposition to trust and trustworthiness differently.
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