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ABSTRACT

Thepurposeofthisarticleistoempiricallyexaminetheroleofonlineretailer’swebsitereputationon
tabletcommerceandtocomparethetrustarbitrationbetweenreputationandloyaltyintwocultures
-FinlandandNigeria.DatawascollectedfromFinlandandNigeria,usingpurposiveandsnowball
samplingmethods.ThisarticleusesStructuralEquationModellingandmediationanalysis.Theresults
revealthatthereputationofonlineretailer’swebsiteisnotadirectdeterminantofloyaltyforonline
shoppingwhiletrustcolligateswitheaseofuse.Theeffectofanonlineretailer’swebsitereputation
isstrongerinNigeriathaninFinlandandtrustisastrongpredictorofeaseofuseinFinlandthan
Nigeria.Furthermore,trustfullymediatestheeffectofreputationonloyaltyinFinlandandpartially
mediatestheeffectofreputationandloyaltyinNigeria.Theimplicationoftheresultonexistingand
futuremanagerswerediscussedwithfuturedirection.

KEywoRdS
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1. INTRodUCTIoN

Tablet,acontentconsumptiondeviceemergedwithasurgeadoptiontosubstitutelaptops,complement
smartphonesandplayanadditionalsupplementaryroleinmobilecommerceglobally(Lee,Leeand
Chan-Olmsted2017).Conversionofconsumerstoonlineshoppersisoneofthetacticsofonline
retailerstoengagecustomersanddrivemoresaleswhileshoppersareontheirwebsites.Tohavea
consistentconversionofonlinevisitortoapotentiallyloyalcustomer,thereisaneedtoknowthe
traitandculturaldifferencesofonlineshopperswithatablet.Chen,(2013)studyrevealshowculture
impacttabletsharingacrossindividualisticandcollectivisticculturebasedondomesticationapproach
anddiscoveredages,locations,andsituationsasthekeythemesthatdrivehowpeopleinteractwith
atablet.Thespeedofthechangeinthemobiletechnologyindustryiscreatinganopportunityfor
onlineretailerstousetrendycomputerdevicestotrackcustomer’schangingpurchasingbehaviour
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andtoenhanceonlineretailer’sstrategyandbusinessmodel.Advancedtechnologylikethetabletis
impactingmobilecommercelifecyclefrompre-purchase,purchasetopost-purchaseactivities,thus,
andmakingm-commerceascalablebusiness(Shankar,Kleijnen,Ramanathan,Rizley,Holland,and
Morrissey,2016).

Tabletcommerceisnowanoffshootofm-commerce,anditis“anytransactioncompletedona
tabletdeviceinwhichapaymentisrenderedthroughthedeviceeitherthrougharetailer’swebsite,
throughaproprietary‘app’,or throughsomeswipedeviceattached toa tablet” (Forrester2011,
pp.15).Thereisalimitationtothisdefinition,andtheconceptualizationoftabletcommerceisstillat
itsformativestage.Thisstudydefinesatabletdeviceinthecontextofm-commerceasamultitasking
devicethatemergedtosubstitutetheobsoletetechnology,complementexistingmobiledeviceand
supplementthem-commercestrategyofanonlineretailer.

Tothebestofourknowledge,studiesarescarceoncross-culturalcontexts inthedomainof
tabletresearch,however,extantstudiesonlycovercross-nationalstudywithindevelopedcountries
(Jin,ParkandKim(2008).Otherrelatedstudiesaretheimpactofatabletonhumanbehaviorwith
ethnographyforcommunities-interpretiveresearchmethod(BurfordandPark2014).Alsostudied
istabletuseprediction–focusingonthegratificationoftabletusewithtelephonesurvey(Leung
andZhang2016)and impactofa tabletondigital commercewithexperiment (Xuet al.2016).
Lee,Lee,andChan-Olmsted(2017)alsoevaluatedtabletdiffusionwithsecondarydataset;tablet
appswithstructuralequationmodeling-SEM(KimandKim2016);tabletusageinthecontextof
underdevelopedprimaryschoolswithChi-squaretestandcorrelation(Pruet,Ang,andFarzin,2016);
impactofm-businesswithmixed-methodapproach(Picoto,BélangerandPalma-dos-Reis2014).All
thesestudiesemphasizedtheimportanceandchallengesofatabletasamediumofonlineshopping
engagementbetweentheonlineretailerandtheconsumers.

Fromtheforegoing,thisstudyseekstoanswerthefollowingresearchquestions:1)Howdoestrust
arbitratebetweenthereputationofe-tailer’swebsiteandloyaltyoftabletusersforonlineshopping?
2)Howdoestrustcolligateswithonlineshoppingeasiness?3)Howdoescross-culturaldifference
affect tabletcommerce?Thisstudymakeskeycontributions tomarketingandmobilecommerce
literaturebydevelopingaconceptualframework,linkingtherelationshipsbetweene-tailer’swebsite
reputation,trustandeaseofusetopredictloyaltyinacross-culturalcontext.Therestofthestudy
isorganisedinthefollowingways:section1introducedthestudy.Insection2,thestudydiscusses
thetheoreticalbackgroundandhypothesisdevelopment.Section3dealswithresearchdesignand
methodologywhileinsection4,wetreatthedataanalysisandresults.Thestudyconcludesinsection
5withthediscussionandimplications.

2. LITERATURE REVIEw

Oneofthemostsignificantfactsregardinge-commercedisruptioninrecentyearsishowatabletis
growingfasterandchallengingtheuseofexistingmobiledeviceslikeasmartphone.Theintegration
of tablet devices intoonline retailingbusiness is diffusing steadily (Shankar et al. 2016), and it
isbecomingeasierfortheonlineretailertoengageonlineshopperwithgamificationandmobile
marketingtechniquessuchasmobileadvertisementandpromotions.Tabletusageisgrowing,andits
applicationandrelevancetom-commercehaveattractedtheonlineretailer’sreputablewebsite,trust,
andeaseofuseasapremiseforonlinecustomer’sloyalty.Areputablewebsiteisabridgebetweenthe
onlineretailerandonlineconsumerbutcanthisreputablewebsitestandalonetoimpactloyalty?This
m-commercestudypostulatesthatreputablewebsitedespiteitsefficacyisnotsufficientonitsown
toinfluencecustomerrepeatedpurchaseandloyalty.Extantstudiesseetheaestheticandergonomic
websiteasameansofassessmentofonlineretailerbytheonlineconsumer(KimandLennon2013,
Yeetal.2014,Oyibo,AliandVassileva2016;ToufailyandPons2017).

Thereisalinkbetweene-tailingwebsiteandfactorsliketrust,easeofuseandloyaltybutthe
understandingoftheirmeetingpointneedmoreinsight.Despitetheimportanceoftrustandvast
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researcharea,itsapplicationtomobilecommercestillneedsmoreclarity(YoonandOcceña2015).
Sincemanyrisksassociatedwithonlineshoppingandtheonlineshoppersarebeingcarefulnotto
losetheirvaluables,trustbecomesanessentialcomponentofconsiderationfortheonlineretailer
whentargetingtabletusers(MoriuchiandTakahashi2016).Engagingwithacumbersomewebsite
isatimewastageprocess,andtheonlineconsumersarescaredtoshoponastaticwebsitethatisnot
interactive.EaseofuseconstructbyDavis(1989)encourageseasiness,andwhenappliedtoonline
shopping,aneasy tousewebsitewill facilitateeasycheckoutandpreventconsumerdropoutat
thepointofsalesconversion.Duetothegapintheresearchstreamofcross-culturalstudiesinthe
developedandthedevelopingnations(Oyibo,AliandVassileva2016),thisstudyaimstofillthegap
bychoosingonenotablecountryinEuropethatisrenownintechnologiesandinternetpenetration
andanothercountryinAfricathatisgrowingintechnologiesandinternetpenetration(Grewal,Bart,
Spann,andZubcsek,2016;Oyiboetal.2016).Todeterminewhatmakesacountrydevelopedand
developing,theauthorsusedthepostulationoftheUnitedNationsonHumanDevelopmentIndex
(HDI).Thismetricsisacompositionoflifeexpectancy,education,andnationalincome.Finland
(developedcountry)rates0.88andranks24globallywhileNigeria(developingcountry)rates0.51
andranks152.Thethresholdofthisrankingis0.8(UNDP2015).

2.1. The Role of Culture on Tablet E-Tailing
Collectivistandindividualisticcultureshavedifferentcharacteristics.Whileinterdependenceand
groupcohesionarethedominantsocialtraitsinacollectivisticculture,independentlifestyle,self,
personalgoalsetting,andattainmentarethefabricsofanindividualisticculture(Hofstede1980;
HofstedeandBond1988;Gudykunst,Ting-ToomeyandChua1988;Hofstedeetal.2010;Hofstede
2014). From the consumer behavioural perspective, these cultural traits also influence purchase
decisions.Accordingly,KacenandLee (2002)contend that the inherent independent lifestyleof
theindividualisticculturesexposesthemtothehedonicgratificationofdesires.Tothecollectivistic
culture, the individual’s allegiance togroup subjects them toemotional control andmoderation.
Interestingly, several studies have also examined cultural differences in user preferences for the
characteristicsofwebsitesdesign(MarcusandGould,2000;Sun,2001;Cyr,Bonanni,Bowes,and
Ilsever,(2005);AlBadiandMayhew,2004;Al-Badi,2009).Specifically,MarcusandGould(2000)
submitthatwebsitesorientedinindividualisticculturestendtoemphasizepersonalachievement,
materialism/consumerism,andprominenceusuallygiventoyouthandaction.Conversely,theyargue
thatwebsitesrootedincollectivisticculturestendtoexplicatesuchvaluesasexperience,leadership,
age,status,tradition,andhistory.Incorroboratingthis,itisreportedthattheFinnishdesiredwebsites
withfewercolorsandlowestvisualcomplexitybutNigerianspreferawebsitethatisrichincontent
andaestheticallypleasing(LabintheWild,2014;Raji,Mahmud,TapandAbubakar(2014).However,
itisimportanttopointoutthatmarketersaimingfortheglobalaudienceshouldintegratedynamic
websitefeaturesthatmeettheneedofeachculturebasedonindividualisticandcollectivistictraits
(Würtz2005).Besidesculturalfactors,somestudieshaveexaminedadditionalsupplier-consumer
centricvariablesthatfundamentallyinfluencecross-culturalpurchasedecisionsuchasreputation,
loyalty,trust,andeaseofuse.

2.2. Reputation
Reputationishowthecustomersestimatetheworthofanorganizationregardingproductqualityand
services.Theunfamiliaronlinevendorneedstogoanextramiletoassureitsvariouscustomersof
itslegitimacyandtrustworthiness(Pennington,WilcoxandGrover2003).Abd-El-Salam,Shawky
andEl-Nahas (2013)andSarstedt,Wilczynski, andMelewar (2013)established that a reputable
organization differentiates itself in profit maximization, market share, customer acquisition and
retention.Jinetal.(2008)empiricallycontendthatacompany’swebsiteinfluencesitsreputation
andalsoanantecedentofconsumertrust.Dijkmans,Kerkhof,andBeukeboom,(2015)arguethat
reputationofm-commerceisapredictorof trustandbasetheirargumentonhowsignificant the
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perceptual experience of customers on corporate reputation influence their loyalty. Similarly, in
Chang(2013)reputationwasthestrongestpredictoroftrustthoughhowevernotadirectlinkageof
loyalty.Thiscontrastsanearlierresultwhichestablishesareputationasadirectlinkageofloyalty
(Selnes,1993).Inarelatedstudy,XiongandLiu(2003),examinedhowcommunity-basedreputations
aidevaluationoftrustworthinessine-commerceandrecommendsareputation-basedsystemthatis
adaptabletoadifferentscenarioandgaveexamplesofeBay,Amazon,andYahooamongothersas
e-commercesitesthathavereputationmanagementsystems.Culturally,theperceptionofareputation
asavirtuevariesbetweentheindividualisticandcollectivisticcultures.Accordingly,duetolowtrust
andhighrespectinthecollectivisticcultures,theexternalframeofrespectisvalorised(ParkandKim,
2008),implyingthatreputation,whichisacriticalembodimentoftheexternalframeofreference
iscovetedasavirtue.Inbusinessrelationships,companiesinthecollectivisticculturesengagein
strategicmanoeuvrestomaintainreputablestatusinthemarket.Areputablewebsiteisanecessary
toolinonlineshopping,anditisastrongdeterminantofsalesconversion.Aesthetice-tailingwebsite
witheasynavigation,privacyandsecurityassurancewillbemoreattractivetotheonlineconsumer.
Establishingadynamicwebsitemaybecumbersomebutitisworthanyinvestmentthatonlineretailer
mightgive.Onlineshoppersarealwayslookingforanoptimizedwebsitethatcanmeettheirgoals
andobjectives.Followingthis,wethusarguethat:

H1:Reputablee-tailer’swebsitewillpositivelyinfluencetheloyaltyoftheconsumerstouseatablet
foronlineshopping.

2.3. Trust as an Antecedent of Customer Loyalty
Theinterdisciplinarystudiesoftrust(SaloandKarjaluoto2007)anditsdifferentdefinitioncallfor
closerexaminationdespiteitsvital interest tobuildarelationship(McKnightandNorman2001,
Penningtonetal.2003,Gefen,KarahannaandStraub2003).Atrustedm-commercewebsitebuilds
confidenceandgivesassurancetotheonlineconsumertocarryouttheironlineshoppingwithout
fearoflosinginformationsuchastheircreditcardandothervitalinformationtothewronghands
(Ribbink,VanRiel,Liljander,andStreukens,2004).Trustcreatesaninterpersonalsituationwhen
them-commerceconsumertruststheonlinevendorandbecomesinstitutionalwhentheconsumer
truststhewebsitetheyareusingforonlineshopping(McKnightandNorman2001,Penningtonet
al.2003).Dueto lackofhumaninteractioninonlineshoppingplatform, it takes timetobuilda
trustedwebsite.Therigourofbuildingitwillcontributetoinfluenceonlineconsumers’decisions
(Gefen,etal.2003;Nilashi,Ibrahim,Mirabi,Ebrahimi,andZare,2015;Kimetal.2016).Trustisa
majorcomponentofe-commerceandithasthepotentialtoraisethecustomer’shighexpectationsof
gratifyingexchangerelationshipsbetweenthem-commercevendorandtheonlineshopperswitha
tablet(XiongandLiu2003;Penningtonetal,2003).Trustisadeterminantofaconsistentloyaltyof
onlineconsumers.Nilashietal.(2015)classifiedtrustintolow,moderateandhightrustemphasizing
thedegreeoftrustbasedonothervariableslikegender.Theculturalelementoftrustisaninfluencer
(Doney,CannonandMullen1998;Jinetal.2008).Jin,etal.(2008)examinedcustomerloyaltyand
trustonacross-culturalbasis.Theyfoundthatindividualisticculturesarehightrustsocieties,thus
loyaltyformationismoredifficultthanincollectivisticcultures.Trustisacriticalpathtobuilding
along-lastingrelationshipbetweentheonlineretailerandonlineconsumer(Nilashietal.2015;Lee
etal.2015).LinandWang(2006)foundthattrustpositivelypredictedloyaltyandadirectlinkage
toloyalty.

Customerloyaltyinm-commerceisgainingpopularity(LinandWang2006).Andersonand
Srinivasan(2003,p.125)definedloyalty“asthecustomer’sfavourableattitudetowardanelectronic
business resulting in repeatbuyingbehaviour”.Acustomer that repeatedpurchase isa targetof
conversiontoloyaltybytheonlineretailer,andthecustomerloyaltyisparamountinonlineretailing
becauseittendstopaybackinlong-termwithprofits(Ribbinketal.2004).Unlikeconventional
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brickandmortarstore,loyaltyprogrammesadoptedinm-commerceshouldplayacomplementary
roletoareputablewebsite.Customerloyaltyisoneofthepillarsthatholdsmobilebusinessandit
isimportantform-commercemerchantandvendortohaveaproperunderstandingofhowloyalty
evolvesbecauseloyaltyisgermanetom-commercesuccess(AndersonandSrinivasan2003,Linand
Wang2006).ChaudhuriandHolbrook(2001)positthatcommitmentonthepartoftheonlineretailer
willfacilitateaneasyrepeatpurchaseintentionwhileOrelandKara(2014)sawcheckoutservice
(SCS)asapositiveinfluenceonloyalty.Inexaminingloyaltyonane-commerceplatform,Srinivasan,
Anderson,andPonnavolu(2002)positthatcustomization,contact,interactivity,cultivation,care,
community,choiceandconvenienceconstitutecriticalantecedentstoe-loyalty.However,fewyears
later,HarrisandGoode(2004)contendthattrustoccupiesapivotalroleasanantecedentofe-loyalty
whichwasvalorisedbyMartínezanddelBosque(2013)byarguingthattrustpositivelymediatesas
anantecedentofloyaltyinthehospitalityservicesthusverycriticalontheonlinecustomertomake
arepeatpurchase.Accordingly, thisstudyarguesthat trust intermediatesbetweenreputationand
loyaltythroughthefollowinghypothesis:

H2:Reputationofe-tailer’swebsitewillpositivelyinfluencetheloyaltyoftheconsumersthroughtrust.
H3:Consumerloyaltytouseatabletforonlineshoppingincreaseswhenthereisperceivedtrusty

e-tailer’swebsite.

2.4. Ease of Use
Easeofuseisoneoftheconstructsofthetechnologyacceptancemodel(Davis,1989),anditwas
apredictorofintentionoftheusertoadoptatechnology.Easeofusedepictstheperceptionofa
technologyuserthatthenewtechnologywillbelesscomplicated.Manyresearchershaveadopted
andadapted theconstructofeaseofuse in theirstudies.Forexample,Kucukusta,Law,Besbes,
andLegohérel,(2015)useperceivedusefulnessandeaseofusetotesttheintentionofthetourist
topurchaseonline.AgrebiandJallais(2015)usedeaseofuseasapredictorofintentiontousea
smartphoneforonlinepurchasebutwasnotsignificant.ContrarytotheresultofAgrebiandJallais
(2015),Ozturk,Bilgihan,Nusair,andOkumus,(2016)foundtheeaseofusetobesignificantasa
directlinkagewithloyaltyjustasanearlierstudy(Gefen,etal.2003)foundtheeaseofusepredicted
trust.ThepostulationoftrustpredictingeaseofuseisconsistentwiththestudyofMcCloskey(2006).
Thisantecedentindicatesthatthelackoftrustelementsonm-commercewebsitesuchasprivacyand
securitywillcreatetensionforanm-commercewebsiteuser.Toensureatension-freeonlineshopping
experiencetablete-tailersshouldputsomesafetyandconfidentialitychecksinplacetoprotecttheir
valuablesandearnthetrustoftheconsumers.Thus,wearguethat:

H4:Perceivedtrustede-tailer’swebsitewithatabletispositivelyassociatedwitheaseofuse.

3. RESEARCH dESIGN ANd METHod

3.1. Sampling and data Collection
OurmostimportanttargetpopulationforthisstudyisthetabletownersandtabletusersinFinland
andNigeria.Inthestudy,thetabletownersarethosethathaveanybrandoftabletintheirpossession,
andthetabletusersarethosethathaveatabletintheirpossessionorborrowittocarryoutanonline
transaction.Asacollectivisticculture,borrowinganitemincludingelectronicssuchasatabletis
commonplace,however,suchpracticesmayberareinanindividualisticculturelikeFinland.Bezzina
andSaunders(2015)accentuatesamplingandweusedpurposiveandsnowballsamplingtorecruit
theparticipantsofoursurvey.SnowballsamplingwasutilisedinNigeriabeingacommunalcountry
whilepurposivesamplingtechniquewasemployedinFinlandbeinganindividualisticculture.First,
wetargetedopinionleadersandthosethatareinfluential.Second,weexplainedthefocusofour
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studytothemandsoughttheirassistanceforthedatacollection.Third,weworkedwiththeopinion
leadersdirectlytogetfeedbackonthedatacollectionandfinallyget383and167self-administered
questionnairesdistributedthroughthem(seeTable2).Intotal,wegot800responses,butbecause
our targetsare theownersand theusersof the tablet,wescreened the responses to550 inboth
countries.InlinewithDaiandPalvi,(2009)andChen,Zhang,andLee,(2013),datacollectiontook
placeinuniversitycampusesinbothcountries.TheMillennialsdominatethecampusenvironment.
Theyconstitute61.1%and82.8%ofthetotalsamples,andtheyusedmobiledevicesmorethanthe
oldergenerations.Wearemotivatedtousethecampusrespondentsbecauseoftheirhankeringfor
technology(PersaudandAzhar2012).TheparticipantsofthesurveymalesinFinlandandNigeria
are46.71%/59.5%whilethefemalesare53.29%/40.5%.Amongtheparticipants,thelowerincome
earnersarehigherinNigeriawith74.7%asagainst22.8%inFinland.Thebachelordegreeholders
werethehighestparticipantsinNigeriawith64.8%andhighschool/diplomaholdersinFinlandwith
42.5%.Theparticipantsofthesurveyhaveonetimeortheothersearchfortheinformationorbuy
goodsonlinewiththeirtablet.

A51-itemquestionnairedesignedwith22itemsrelatedtodemographicandgeneralquestions
targetingtherespondents’bio-data,livelihood,exposuretoonlineshoppingandeducationbackground
information.Additionally,theauthorsinculcate29-itemsequeltothetabletusers’shoppingexperience
anddispositiontomobilecommerce.Thetabletusers’perceptionwasmeasuredusingaseven-point
Likertscale(1=stronglydisagree,2=disagree,3=slightlydisagree,4=neutral,5=slightly
agree,6=agree,7=stronglyagree).ThescaleusedtomeasurewebsitereputationwasbasedonLi
(2014),whilethestudyadoptedscalesfromLinandWang(2006)fortrustandloyalty.Thescalefor
easeofusewasbasedonDavis(1989).TheitemsusedtomeasureeachconstructarelistedinTable
3.Table1showsthedemographicsinFinlandandNigeria.

4. dATA ANALySIS ANd RESULTS

Toascertainthereliabilityandvalidityofmeasurementofitemsusedinthisstudywetookthefollowing
steps.First,wemeasuredthescales’reliability(Cronbach’salpha)with0.7asthethresholdvaluewith
SPSS22.0.AlltheitemsalignwiththeCronbach’salphathreshold.Aconfirmatoryfactoranalysis
wasperformedtotesttheconvergentanddivergentvalidityofthescales.Second,weadvancedscale
reliabilitybasedontheindicatorsextractedfromtheconfirmatoryanalysisusingcompositereliability
(CR)andaveragevarianceextracted(AVE)withtheruleofthumbof0.7and0.5.Allitemsreached
thestipulatedthresholdexcept loyaltyconstructwithmarginalaveragevarianceextracted(AVE)
inbothcountries.Third,wetestedtheresearchhypothesesreviewedintheextantliteratureusing
structuralequationmodel(SEM)withMplusversion7.4.Fourth,weconductedmediationanalysis
(seeTable6andFigure2fordetails.Wetestedseveralmodelstoensuremodelfitforthestudy.Once
weconcludeonthevalidityofthemodelmodification,theresultreflectsinagraphicasabehavioral
modelthatrevealsthetrustarbitrationofreputationandloyalty(Table3).

WeexaminedthesquaredmultiplecorrelationsforastructuralequationwithMplussoftwareto
testthehypotheses.TheresultoftheanalysisshowsthecorrelationofreputationandtrustH2:(β=
0.66/0.92).TrustcorrelatewithloyaltyH3:(β=0.45/0.43),andeaseofuseH4:(β=1.00/0.78).H1
wasnotsupportedbutH2–H4fullysupported.ReputationwasastrongpredictoroftrustinNigeria
whiletrustexplainedtheeaseofusebetterinFinland.Thewaytrustarbitratesbetweenreputation
andloyaltyisconsistentwiththestudyofJinetal.2008(seeFigure1andTable5fordetails).Table
4showstheSEMresultfortwocountries.

Themediationanalysiswascomputedas(P12xP22=0.83/0.76x0.47/0.55)forindirecteffect
andP3+(P12xP23)=0.39/0.42+(0.83/0.76x0.47/0.55)=0.15/0.23+0.39/0.42=0.54/0.65for
totaleffectassuggestedbyHairJr,Hult,RingleandSarstedt(2016).Theresultestablishedmediation
effectsbetweenreputationandloyaltythroughtrustinthetwocountriesandthetotaleffectofthe
mediationisstrongerinNigeriathanFinland(seeFigure2andTable6fordetails).
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6. dISCUSSIoN ANd IMPLICATIoNS

Theobjectiveofourstudywastoexaminetrustarbitrationbetweenreputationandloyaltyinacross-
culturalcontextoftabletusersforonlineshopping.Toachievethisobjective,fourhypothesesweretested
forwhichonewasrejectedandthreeaccepted.OurstudyharmonizeseaseofusefromTechnology
AcceptanceModel(TAM)withreputation,trusttopredicttheloyaltyofonlineshopperswithatablet.
Whileconsideringtherelationshipbetweenthereputationofthewebsiteandthecustomertrustof
e-commercewebsites,theperceivedtrustandperceivedeaseofuseofe-commercewebsiteswitha

Table 1. Finland and Nigeria sample demographics

Items
FINLAND NIGERIA

Number Percentage Number Percentage

Sex

Male 78 46.71% 228 59.5%

Female 89 53.29% 155 40.5%

Total 167 100% 383 100%

AgeBracket

<25 102 61.1% 317 82.8%

25-34 51 28.1% 49 12.8%

35-44 9 5.4% 14 3.7%

45-54 4 2.4% - -

55-64 3 1.8% 2 0.4%

65 2 1.2% 1 0.3%

Total 167 100% 383 100%

Income

Lessthan€700/Lessthan140,000 38 22.8% 286 74.7%

€700-€1,499/140,000-298,000 55 32.9% 29 7.6%

€1,500-€1,999/340,000-497,000 4 2.4% 8 3.4%

€2,000-€2,499/230,000-398,000 34 20.4% 13 2.0%

€2,500-€2,999/450,000-597,000 4 2.4% 10 2.6%

€3,000-€3,499/598,000-697,000 2 1.2% 5 1.3%

€3,500ormore/7000,000ormore 30 18.0% 32 8.4%

Total 167 100% 383 100%

Education

BachelorDegree 67 40.1% 248 64.8%

HighSchool/Diploma 71 42.5% 95 24.9%

Master’sDegree 26 15.6% 21 5.5%

NCE - - 1 0.2%

PhD 3 1.8% 11 2.8%

NoFormalEducation - - 7 1.8%

Total 167 100% 383 100%
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tabletcanleadtogratificationandtheninfluencecustomerloyaltytowardsanm-commercewebsite
acrosstheborders.Additionally,thestudyintegratesinternationalculturaldifferencestoascertainthe
perimeterofcollectivistandindividualisticculturesthusofferingcriticaltheoreticalinsights.

6.1. Theoretical Implications
Ourstudymakesthefollowingtheoreticalcontributions:first,asexpected,reputation-loyalty(H1)
andreputation-trust(H2)linkswerestrongerforNigeriathanintheFinland.Thisfindingsupports
earlierstudiesthatincollectivisticcultureswhicharemarkedlyhighuncertainty,highcontextand
lowtrust,theexternalframeofreference(inthiscasereputation)isgivenhighrecognition(Heine,
2003; Jin,Park,andKim,2008).Additionally, technologicallysavvyFinnishusersmayprefera
websitemoresophisticatedthantheNigerianuserwhoisnotsotechnologicallyadvanced.Thus,
fortheNigerianuser,whatleadstoawebsitereputationmaynotnecessarilybethesophistication
ofthewebsitebutitsperceptioninthesocialspherethroughinteractionswithrelationsandfriends.
Second,collectivisticculturessuchasNigeriaaremoretolerantandlessdemandingthusproneto
trusteasilyascompared to individualisticcultures.Thisargument is furthercorroboratedby the
trust-loyalty(H3)whichindicatesastrongerlinkfortheFinnishuserthanNigeria.Accordingto
Jin,etal.(2008),individualisticsocietiesarehightrustsocieties,thus,loyaltyformationismore
difficultcomparedtocollectivisticsocieties.Third,Finlandisacountryofhightechnology,thus
revealingtheimpactofeaseofuseinthecontextoftabletusage.TheFinnstechnologyversatilityis
apluswhileNigeriansarejustrisingtothechallenge.Onthetrust-easeofuselink(H4),thisresult
reflectsonlineshoppingreality.Forinstance,therearealotofaestheticandwell-optimisedwebsites
thatlacksalesconversionduetokiboshonlineshoppingcheckout.Thefearofinsecurityisoneof
thereasonsresponsibleforthisact.Thestronglinkbetweentrustandeaseofuseisanindicationof
tensionfreeonlineshoppingwhentheonlineshoppingenvironmentisconducive.Insum,withthese

Table 2. The latent variables used for the study

Constructs and Measurement Items

Website Reputation (Li 2014)
This m-commerce vendor is well known
This m-commerce vendor has a good reputation
This m-commerce vendor has a reputation for being honest
This m-commerce vendor has a reputation for caring about its customers
This m-commerce vendor has a reputation for being able to meet its obligations towards the customers
This m-commerce vendor has a reputation for being consistent
This m-commerce vendor has a reputation for fulfilling its promises
Trust (Lin and Wang 2006)
This m-commerce website is trustworthy
This m-commerce website keeps promises and commitments
This m-commerce website keeps my best interests in mind
This m-commerce website meets my expectations
Ease of UseDavis (1989)
This m-commerce website is easy to use
It is easy to become skillful at using this m-commerce website
Learning to operate this m-commerce website is easy
This m-commerce website is flexible to interact with
My interaction with this m-commerce website is clear and understandable
Loyalty (Lin and Wang 2006)
My preference for this m-commerce website would not willingly change
It would be difficult to change my beliefs about this m-commerce website
Even if close friends recommended another m-commerce website, my preference for this m-commerce website would not 
change
I will buy from this m-commerce website the next time I purchase the above-mentioned product/service

*Note: Items of the constructs adopted from the previous studies and amended for the sake of this study.
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Table 3. Correlation among constructs

Factor Loading (Finland/Nigeria) CR AVE

CA(α) .935/.896 .932/.850 .736/.715 .891/.853

Reputation .880/.884 .650/.662

Rep1 .750/.598

Rep2 .807/.676

Rep3 .950/.867

Rep4 .860/.956

Rep5 .872/.742

EaseofUse .857/.852 .609/.591

Ease1 .688/.614

Ease2 .947/.504

Ease3 .939/.846

Ease5 .781/.894

Loyalty .744/.729 .497/.475

Loyal1 .703/.550

Loyal2 .780/.912

Loyal3 .623/.410

Trust .859/.820 .753/.696

Trust1 .846/.521

Trust2 .720/.907

*VALIDITY
Convergent Validity: the AVE for Loyalty is marginal in the two countries.

Table 4. SEM result for two countries

Model 
(CFA) X2 df P-Value RMSEA CFI TLI SRMR CMIN/DF Akaike (AIC) Bayesian 

(BIC)

Finland 140.248 60 0.000 0.089 0.941 0.924 0.060 2.34 6239.086 6376.278

Nigeria 154.130 60 0.000 0.064 0.961 0.950 0.039 2.57 16122.489 16296.203

Figure 1. Conceptual framework and hypotheses (Model A)
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results,ourstudyisthefirst,tothebestofourknowledge,toexaminetablete-tailinginthecontextof
across-culturalcomparisonbetweenFinlandandNigeria,thus,extendingpriorstudiesinthisarea.
Also,thenoveltyofourstudyisunderpinnedbyextendingthee-loyaltyliteraturebyusingtrustas
anantecedentinthetablete-tailingcontext,thus,openingaresearchgapthatcouldincorporateother
e-loyaltyantecedentstothetablete-tailingbodyofresearch.

6.2. Managerial Implications
Thisstudyhassomemanagerial implicationsfor tabletcommercestakeholders.First,companies
thatareplanningtoextendtheirbusinesstoanewmarketthroughforeignmarketentrymodesmost
especially,aForeignDirectInvestment(FDI)canminimizetheirentrybarriersbyharnessingthe
frameworkproposedinthisstudy.Thiswillhelpthemanagerstounderstandtheculturaldifferences
betweendevelopedandthedevelopingnationsregardingtheimpactofreputation,trust,andeaseof
useasanantecedentofbuildingaloyalcustomer.Second,ourresultsinformthemanagersthattrust
isbi-directionalandtheexpectationfromthebothsides,thetrusteeandthebeneficiaryarethestrong
brandwithvalue-addedproducts,stupendousservices,supportiveaftersalesrelationshipandsuperior
competitiveadvantage.Thisinsightilluminatesthemerchantsandthevendorstopayattentiontothe
centralityoftrustcultureinrelationtothemerchantreputationandthecustomerloyaltyoftabletusers

Figure 2. The effect of reputation on loyalty is fully and partially mediated by trust (Finland and Nigeria) P < 0.01

Table 5. Tested hypotheses

Hypothesis Path FINLAND/ NIGERIA 
Beta z-Value Hypothesis 

Confirmed

H1 Reputation→Loyalty 0.06/0.31 0.52/1.53 No

H2 Reputation→Trust 0.66/0.92 12.79/41.32 Yes

H3 Trust→Loyalty 0.45/0.43 3.69/2.10 Yes

H4 Trust→EaseofUse 1.00/0.78 54.65/26.93 Yes

Table 6. Standardized direct, indirect and total effects in Model B

Model (Finland/Nigeria) Path Direct Effect Indirect 
Effect Total Effect

B

Reputation→Loyalty 0.43/0.52 0.15/0.23 0.54/0.65

Reputation→Trust 0.83/0.76 - -

Trust→Loyalty 0.47/0.55 - -

A*B - - 0.39/0.42
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astheydeveloptheircustomer´sloyaltystrategy.Third,theunderstandingoftheculturaldifference
betweendevelopedandthedevelopingcountrieswillboostthecompany’sinitiativetoimprovise
aneffectivecommunicationtoreachcustomersoutsidetheirbusinessboundaryandstrengthenthe
interactionofbusinessrelationship.Thisdevelopmentwillreduceandreverseanticipatedbusiness
culturalshockandpromotesharingcultureacrosstheborders.

6.3. Limitations and Future Research
Incomparisonwithpast studies, thisstudyhassome limitationswhichunlock insight for future
researchdirections.Weonlylimitourstudytotabletusageandnotacomparisonbetweenemerging
mobiledeviceslikesmartphoneandwearableforonlineshopping.However,ourstudyfocuseson
theimpactofthetabletforonlineshoppingacrossdevelopedanddevelopingcultures.Futurestudies
canworkonthislimitationandusethemoderatingeffectofonlineshoppingexperienceandageon
thefindingsofthisstudy.Finally,futurestudycanalsoconsiderotherestablishedantecedentsof
loyaltysuchassatisfaction,value,servicequalityandpriceandhowtheyinfluencecustomerloyalty
inthecontextoftablete-tailing.
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