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This research examines the effects of consumer trust and risk on online purchase 
decisions-making by students in the United States and Finland from the perspective of 
the Buying Decision Process. Four separate and independent samples were used for 
comparisons in this study. Data from a specially-developed questionnaire were gathered 
from 194 students in Finland in 2002 and again in 2004. The United States samples 
consisted of 152 students in 2002 and 162 students in 2005. Gender, changes over time, 
and purchase volume hypotheses are examined.  Findings include evidence that Finnish 
men developed a more trusting attitude toward online shopping than women over time. 
No gender differences were discovered in the United States. Although no relationship 
between the amount of consumer online risk-taking and online purchase volume was 
uncovered in either country, in the United States respondents with higher levels of trust 
towards online shopping tended to buy more. In Finland people with little trust towards 
e-vendors actually reduced their e-shopping over time.  The implications of these findings 
for effective e-marketers are discussed. 

Introduction
This paper expands previous research where the differences and relationships between 
online shopping behavior and the stages of the Consumer Buying Decision Process 
(Kotler, pp. 191-199) in Finland and the United States from two separate samples 
gathered in 2002 and 2004/2005 were examined (Comegys, Hannula and Väisänen, 
2006). Although some differences were shown regarding the online shopping behavior 
between the countries, the results made it clear that online shopping has gained popularity 
as the range of different goods purchased has widened along with the increased purchase 
volume between the two sampling periods. The earlier research investigated gender and 
the time of sampling, as well as purchase volume and its changes in time, in relation to 
the Consumer Buying Decision Process. 

This paper extends the previous research by focusing on the risk and trust factors, 
which play an integral role in an online environment, and how theses factors relate to 
the framework of the purchase behavior model. The risk and trust factors associated 
with online purchasing are integrated with the five stage Consumer Buying Decision 
Process traditional model. Both Finland and the United States are considered advanced 
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countries in terms of their information technology infrastructure, as well as their 
readiness and ability to use it, which is confirmed by the World Economic Forum’s 
2004-2005 Global Information Technology Report (World Economic Forum, 2005). 
Thus, any differences determined with respect to the risk and trust factors are rooted in 
something deeper in the way Finns and Americans perceive Internet shopping, rather 
than being attributed to the influence of poor IT skills. For example, the earlier studies 
have shown that although there is a clear indication that online shopping is on the rise 
in both countries, the United States shoppers out shop their Finnish counterparts at least 
when it comes to the amount and variety of items, whereas Finns tended to purchase 
less but more expensive items. This indicates one such fundamental difference between 
Finland and the United States. 

From a managerial standpoint, understanding consumer risks and how consumers 
perceive and reduce them is of great concern. This comes to play especially in an 
online environment, where the e-marketing vendors have to provide a secure channel 
for not only monetary transactions, but to logistic solutions to overcome one of the 
most powerful assets of traditional bricks-and-mortar businesses: the possibility for 
the customer to walk out with the purchased product in hand. Virtual businesses have 
to convince the customer that the product can easily be returned if it is not satisfactory. 
The warranty and customer support must work despite different geographical locations, 
and the customer has to be convinced to make the purchase without the actual physical 
product in front of them.

In addition to providing a secure channel, customer service including the return of 
merchandise, and consummating the transaction in the absence of the physical product, 
there are other risks associated with the purchase decisions. With an understanding of 
these risks and the consumers’ perceptions of them, the e-marketer will be better able 
to identify and predict the consumers’ behavior and manage risk reduction and trust 
building marketing strategies.

This paper investigates how the risk and trust factor theories work together in an online 
environment as part of the five stage purchase process model. Gender, changes in time, 
and purchase volume hypotheses are examined. Finally, managerial implications are 
offered.  

The Risk and Trust Factors in Relation to the Consumer Buying Decision 
Process Model

A typical feature of electronic commerce is the fact that consumers rarely get the 
chance to try or compare the products in person before purchase. Another feature is the 
unconventional method of payment where the buyer and the seller never meet face-to-
face. This means that there are certain risk characteristics specifically associated with 
the online shopping experience. These risks include concerns over delivery and return, 
lack of physical examination (Cho, 2004) and being victim to a fraud (Martin, 2005) or 
exposure to a computer virus (Gilmer, 2004). Electronic commerce is considered to be 
more risky than traditional commerce (Tan and Thoen, 2001), although the perception of 
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risk is found to decrease with the amount of internet experience (Miyazaki and Fernandez, 
2001). Internet experience also affects the attitudes towards web shopping, as heavy 
Internet users tend to buy more online than lighter users (Korgaonkar and Wolin, 2002). 
Thus, it seems that even though the awareness of the risks associated with electronic 
shopping may grow with Internet experience, it does not hinder its popularity.

In an online environment consumers tend to reduce risks by selecting an e-vendor they 
believe can be trusted or brands they are familiar with (Chen and He, 2003). Therefore 
the concepts of risk and trust are bound together. Usually if the customer is more aware 
of the possible risks, the lower the level of trust and higher the need to control the 
transaction (Olivero and Lunt, 2004). Internet vendors can counteract this by increasing 
the company’s integrity in the customers’ eyes (Lee and Turban, 2001). Internet usage, 
however, does reduce the existence of concerns about privacy as well as security issues, 
thus increasing the trust factor (Miyazaki and Fernandez, 2001).

How do the concepts of risk and trust relate to and integrate with the five-stage Consumer 
Purchasing Decision Process? Cases (2002) and Forsythe and Shi (2003) specify eight 
risk-dimensions specific to internet shopping that have been found from four different 
risk sources. The product itself poses a performance risk which is best described as 
disappointment that the product did not perform as well as the customer thought it would. 
In conventional shopping, the disappointment might have been avoided by trying the 
product beforehand. The remote transaction involves risks associated with time (time 
may be wasted in contrast with conventional shopping), financial (the absolute cost 
may be higher than in conventional shopping) and delivery (the product may not arrive 
or may arrive late). Additional risks associated with the Internet include social (how 
friends and family might react), privacy (personal information is not secure) and payment 
(there might be financial consequences from sharing the credit card number).  Lastly the 
reliability of the information contained in the website posses a source of risk. 

According to Cases’ (2002) results, social risk was the least concern among e-shoppers. 
Privacy, source, performance, and payment risks were considered as the most crucial 
forms of risk in electronic commerce. Privacy risks could emerge in any form of internet 
browsing without the browser’s knowledge, but when a customer makes the purchase 
themselves, the perceived risks are at their peak (as the customer is required to submit 
personal information) which would place the privacy risks at the Purchase Decision 
stage. Some websites require registration information to be submitted before browsing 
their catalogue. This spreads the privacy risks to the Information Search and Evaluation 
phases as well. In addition gathered personal information is stored so that even after the 
purchase is made, the privacy risks affect the Postpurchase stage as well. The source 
risks refer to the credibility of the information which naturally affects the Information 
Search and Evaluation stages the most. In an online environment, performance risk exists 
because of the customer’s inability to test the product before purchasing it. Concerns 
about the product’s performance emerge when the product advances to the consideration 
set and these concerns are likely to grow steadily as the consumer approaches the final 
purchase decision. However, if the customer has had a chance to try the product at some 
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point, or has a money-back guarantee, the concerns about the product’s performance 
should be reduced (Akaah and Korgaonkar, 1988). The same philosophy can be utilized 
when considering concerns about monetary loss (financial risks).

As the amount of trust towards a certain e-marketer affects how the customer perceives 
the risks associated with an online purchase from that e-vendor, and the amount of 
risk associated with online shopping affects the customer’s trust towards e-marketers 
in general, it is assumed that when one of these risks affects the purchase process, the 
other is affected as well. Thus the combination of these two affect the purchase process. 
The different types of risks in combination with the trust factor affect on some level the 
entire purchase process, and therefore, these concepts must be studied in conjunction 
with the five-stage Consumer Purchase Decision process model. Figure 1 shows a 
realization of the model with the integration of the external factors of risk and trust. 
The model proposes that the risk and trust factors play an important role in every stage 
of the buying process in spite of the fact that their effects ultimately culminate in the 
purchase decision stage. 

Areas of Study
One of the most useful advantages of IT technology for e-marketers is the ability 
to segment customers into their own respective categories. It is easy to gather such 
information via the Internet, as questionnaires can be completed anonymously and 
purchase behavior and sales history may be recorded and stored. Many e-shoppers realize 
that this kind of arrangement serves both the vendor and the customer. Information 
gathered is commonly classified as demographic, geographic, and psychographic 
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(Lescher, pp.20). Usage rate, which falls into the psychographic category, is of special 
importance, as not only can it be used to make predictions of future behavior by statistical 
analyses such as regression or time series analysis, but it can be used to divide customers 
into light, medium, and heavy users (or other appropriate consumer segments), which in 
turn reflects the customers’ attitudes toward the service, and to some extent to Internet 
shopping in general as well (Kotler, pp.294).

Previous research has shown how men and women perceive the entire online Consumer 
Buying Decision Process in Finland and the United States (Comegys, Hannula and 
Väisänen, 2006). There is also evidence to support the theory that women and men 
perceive financial risks differently regardless of the environment (Gutter, Saleem and 
Gross, 2003) with the amount of risk-taking being dependent on gender (�inkhan 
and Karande, 1990). Additionally, men are considered to be more comfortable with 
technology than women (Dholakia and Chiang, 2003), which leads to the assumption 
that women perceive higher risks associated with e-shopping (Gabriano and Strahilewitz, 
2004). However, there is also some evidence that men and women do not perceive risks 
differently from each other in certain situations (Schubert, Brown, Gysler and Brachinger, 
1999). Therefore, in order to determine the impact of gender associated with online 
buying risk, it is reasonable to propose the following two hypotheses:

H1a) Gender influences the purchase risk-taking factor in an online shopping 
environment.

H1b) Gender influences the consumer trust factor in an online shopping environment.

Previous research has confirmed the fact that Internet shopping rates are growing in both 
Finland and the United States. Furthermore, the shopping activities seemed to move 
into a more everyday direction in Finland, as the average cost of an online purchase has 
dropped while the frequency of shopping has increased greatly (Comegys, Hannula and 
Väisänen, 2006). This indicates that the threshold of electronic purchase has lowered, 
thus possibly showing an increased trust in e-marketers and their applications.

As the Internet grows and develops, more and more sophisticated technologies are 
being introduced to make browsing and online purchasing easier and safer for the 
customer. With the Internet now available to a broader audience, one can only assume 
that as more and more people start using the Internet, gain experience and confidence 
with it, the attitudes towards electronic shopping and its associated risks will also 
become more favorable. This concept is formulated from the findings of Korgaonkar 
and Wolin (2002). Thus it is reasonable to assume that since the integrity of data has 
improved, more and more customers may be willing to give online shopping a try. The 
question therefore, is whether consumers’ trust towards e-marketers is on the rise, as 
well as have the risks customers perceive lessened in the two year time period? Two 
hypotheses are proposed:

H2a)  The amount of risk-taking has increased between the two samples.

H2b)  The amount of trust has increased between the two samples.
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The perceived risk is also a factor in consumer loyalty, and previous results suggest 
that the more customers are willing to make a repurchase from any given site, the more 
they tend to shop online in general. Additionally, if a customer is willing to take risks 
considering the safety of the transaction, or has a lower threshold for these risks in an 
online purchasing environment, it is equally likely that he/she will make more purchases 
than someone who is not as willing to take these risks even if the product would appeal 
to them (Miyazaki and Fernandez, 2001). Therefore, with a positive relationship with 
repurchase intentions and purchase volume, and evidence that people with low perception 
of risk (or high willingness to take them) react more favorably towards online shopping 
than people with higher risk perception, the following hypothesis is derived:

H3a) There is a positive relationship between the amount of consumer online risk-taking 
and the online purchase volume.

However, Gupta, Su and Walter (2004) claim that trusting customers tend to be more 
loyal than those who are risk-neutral. Since Oliver (1999) claims that loyal customers 
are typically satisfied with the service/products they receive, the preceding hypothesis 
may be validated by examining the following:

H3b) There is a positive relationship between the amount of consumer online trust and 
the online purchase volume.

The preceding hypothesis assumes that the more consumers are willing to take risks 
online, and the more they have trust towards e-marketers, the more they tend to make 
online purchases. Lastly, a different approach is explored. As with hypothesis H3, 
hypothesis H4 is derived from Miyazaki and Fernandez (2001). They assert that people 
with low threshold of risks should exhibit a larger amount of online shopping compared 
with people with high risk threshold. In order to test this concept, the assumption is made 
that the greatest increases in online purchase volume growth over a two year period has 
come from the population that is most willing to take risks and most trusting towards 
e-marketers. Therefore hypothesis H4a and H4b are proposed:

H4a)  There is a positive relationship between the amount of consumer online risk-taking 
and the possible changes in purchase volume.

H4b)  There is a positive relationship between the amount of consumer online trust and 
the possible changes in purchase volume.

Methodology
The sampling plan required that a multi-page questionnaire be self-administered to 
randomly selected samples of students. The four separate and independent samples 
used in this study were gathered in Finland and the United States during 2002 and 
again in 2004/2005. The specially-developed questionnaires used in the United States 
and Finland were identical except the Finnish students responded to the questionnaire 
in Finnish. The content of each question was carefully translated in order to match the 
English version. In addition, the Finnish students responded to the expenditure questions 
in terms of their local currency (Finnish markka). The Finnish currency responses were 
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converted to US dollars using the exchange rate for the Finnish markka at the time of 
the data gathering. 

The first two samples consisted of data gathered in Finland and the United States during 
2002. The first sample consisted of 152 students attending a college located in the U.S., 
north of Boston, Massachusetts. The second sample of 194 was drawn from students 
attending a university located in Tampere, Finland. The third sample gathered data in 
2004 from 194 students attending two different universities in Tampere, Finland. The 
final sampling in 2005 consisted of 162 students at two institutions, one small private 
college and one large public university located in the northeast region of the United 
States.  

In this study, the purchase risk and trust factor data were gathered by two questions, 
A and B. Question A queried: “Regardless of things such as product availability, price 
specials and the wide spread use of encryption security software, I will only shop 
online sites I know and trust.” Response categories were: “Always – Sometimes - I 
feel comfortable shopping most online sites.” Question B asked: “How confident are 
you that the information you provide to make online purchases is secure?” Respondents 
could indicate: “Very confident - A little worried - Extremely worried.” Question A 
was taken as a prime measure of the perceived source risk as it measures how likely the 
respondents are to purchase from an unknown web site thus accepting the information 
it has to offer. It is important to notice the phrase “Regardless of…wide spread use of 
encryption security software.” This means that the risk-taking involves risks only about 
the online marketer and the e-marketer’s integrity (delivery, accuracy of information…) 
and not the technical aspects of the Internet itself. Question B on the other hand measures 
the amount of privacy risk and it can be seen as a measure of trust the consumer has 
toward shopping on the Internet. These two questions show how the concepts of risk and 
trust are intertwined, but in order to separate the respondents’ perceptions, it is assumed 
that Question A measures “risk” and Question B measures “trust.”

Both of these questions were measured with a three-point scale that is categorical in 
nature. Therefore a Chi-Square –testing with contingency coefficients were used to 
measure the relationships between the amount of online shopping and the dependent 
variable. Analysis of Variance (ANOVA) with Welch/Brown-Forsythe statistics with 
regression analysis using dummy variables also was conducted when scale results, such 
as the numerical amount of online shopping, were compared (Greenwood and Nikulin, 
pp. 86-90; Christensen, pp. 108-140; and Draper and Smith, pp.241-250).

Results
H1: Gender – Risk & Trust
The first hypothesis suggested that men and women perceive risks differently, and that 
they have different levels of trust towards e-shopping. Previous research confirmed 
that in Finland men and women approach the online buying process differently, but in 
the United States the population was quite homogenous regarding gender. The same 
appears to apply with the risk and trust factors, as the null hypothesis of independence 
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was rejected only in the case of trust with the Finnish sample (c2 =14.110, p=0.001). 
Only the 2004/2005 samples were used in order to compare the most recent data. Tables 
1a and 1b illustrate the results from the statistical analyzes of H1.

Tables 1a and 1b confirm that only one of the four sub-hypotheses related to gender was 
accepted. The results fit well with the authors’ previous work that also found no gender 
differences in the Consumer Buying Decision Process in the United States sample. It 
seems that the common stereotyped image of men being more familiar with technology 
(or at least perceived or pretended to be) than women is at least partially true in Finland. 
Finnish men seem to demonstrate a more confident (trusting) attitude toward online 
shopping than women. This finding was not visible in the previous sample gathered 
in Finland in 2002. In the United States there seems to be no such barrier between the 
genders. In conclusion Table 1c summarizes the results derived from H1.

H2: Risk &Trust Over Time
Since it was concluded that the way consumers view the different parts of the online 
buying process has changed in two years’ time with the increase of general popularity 
of online shopping, it was assumed that the attitudes in the risk and trust sectors would 
have changed as well. The results, however, were somewhat unexpected. The only 
statistically significant differences found between the sampling periods were in the 
United States portion of the sample with the trust factor (c2 =9.179, p=0.010). Although 
there were no signs of different attitudes between men and women in America either in 
2002 or 2005, there is an apparent change towards more trusting but at the same time 
higher risk perceptive environment in the male part of the sample when the hypotheses 
are tested purely on male and female respondents (Risk: c2 =6.841, p=0.033, Trust:  
c2 =7.078, p=0.028). When it comes to Finland, no change was recorded even when the 
population was divided between genders. Tables 2a and 2b show these results.

Table 1a (Finland)

Variable Chi-Square P Contingency 
coefficient

Risk-taking 1.279 0.528 -
Trust 14.110 0.001 0.266

Table 1b (US)

Variable Chi-Square P Contingency 
coefficient

Risk-taking 1.449 0.485 -
Trust 2.906 0.234 -

Table 1c 

H1a) Gender influences the purchase risk-taking factor in 
an online shopping environment. R(FIN)/R(US)

H1b) Gender influences the consumer trust factor of online 
shopping environment. A(FIN)/R(US)

(R=Reject A=Accept)
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Once again, only one of the four sub-hypotheses was confirmed, which was rather 
unexpected considering how the results from the authors’ previous study hinted strongly 
in favor of the hypotheses. At any rate, the results suggest that although the risk and 
trust factors may be related to the five stage purchase process model, consumers do 
tend to perceive them independently of the buying process itself. Table 2c summarizes 
the results derived from H2.

H3: Purchase Volume – Risk & Trust
The authors’ previous work showed that the higher the consumers’ affiliation to any 
given stage of the five stage model, the more they tended to shop online. Now the same 
idea is tested for the risk and trust factors. First, an analysis of variance was conducted, 
but as the assumption of homogeneity among the variances failed, regression analysis 
using dummy variables was used. It rapidly became apparent that there were not 
enough respondents in the lowest trust group in either of the countries, so those groups 
were omitted. In Finland there were no statistically significant differences between 
the different trust and risk groups and their purchase volumes. However, in the United 
States the purchase means in the moderate trust group dropped 7 items from the high 
trust group, which is statistically significant at a =0.05.

Risk-taking is a puzzling area indeed. There is clear evidence in both countries that 
the amount of risk-taking does not have any effect on the purchase volume. Risk and 
related issues of reducing uncertainty and anxiety about consequences are dependent on 
a variety of issues (Taylor, 1974) not forgetting the fact that as consumers enter from an 
offline environment to an online environment, they also have to deal with new risks and 
uncertainties associated with this new environment. This alters the focus of the risks they

Table 2a (Finland)

Variable Chi-Square p Contingency 
coefficient

Risk-taking 4.081 0.130 -
Trust 0.452 0.798 -

Table 2b (US)

Variable Chi-Square p Contingency 
coefficient

Risk-taking 5.919 0.052 -
Trust 9.197 0.010 0.186

Table 2c

H2a) The time of sampling affects the amount of online 
risk-taking. R(FIN)/R(US)

H2b) The time of sampling affects the amount of online 
trust. R(FIN)/A(US)

(R=Reject A=Accept)
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perceive. There may be such a large number of variables to consider that investigating 
the roots of this phenomenon is beyond the scope of this study. It may be speculated 
that both in Finland and America customers may have discovered enough online shops 
that they think are safe to buy from, so that their individual online shopping needs are 
fulfilled. Therefore, everyone gets to make their purchases according to their individual 
tolerance of risk so the amount of risk-taking characteristics should not be an issue. 
Still, at least in the United States, the results show how people with high trust tend to 
buy more online as opposed to consumers with lower trust towards online shopping. 
This last statement considers the whole area of online shopping, which should prompt 
e-marketers to continue to improve the safety of online transactions and other means of 
building trust with their customers. Table 3c illustrates the results of H3.

H4: Purchase Volume Over Time – Risk & Trust

The last hypothesis suggested that people with the most trusting attitude and lower 
threshold for risk-taking would have the most increases in purchase volume between 
the sample periods. This identifies a crucial segment for marketing. Tables 4a) and 
4b) list the β –coefficients obtained from regression analysis when significant along 
with their corresponding p –values. The β –coefficients tell the differences in purchase 
means in each group between the two sampling periods. Apparently in Finland, no 
differences were found with risk-taking but the purchase means for people with low 
trust seem to have dropped in two years’ time. This provides at least partial evidence 
for H4b) in Finland. In the United States the situation is different. Contrary to Finland, 
the purchase means in the different risk groups have gone up quite a bit but there were

Table 3a (Finland)

Amount  HIGH Amount 
MODERATE Amount LOW

Mean p -value Mean p -value Mean p -value
Risk-taking 4.54 - 4.66 0.933 4.55 0.995
Trust 4.32 - 3.47 0.451 - -

Table 3b (US)

Amount  HIGH Amount 
MODERATE Amount LOW

Mean p -value Mean p -value Mean p -value
Risk-taking 12.00 - 11.43 0.848 14.28 0.590
Trust 16.79 - 9.69 0.013 - -

Table 3c

H3a) There is a positive relationship between the amount of 
consumer online risk-taking and the online purchase volume. R(FIN)/R(US)

H3b) There is a positive relationship between the amount of 
consumer online trust and the online purchase volume. R(FIN)/A(US)

(R=Reject A=Accept)
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no real differences between these groups. When the United States sample was divided 
by the different trust factors, the only increase occurred in the moderate trust group, 
which does not give very strong support to our hypothesis.

The only piece of evidence to support the hypotheses is that in Finland, people with 
little trust towards e-vendors have reduced their shopping enough in two years’ time to 
show up in statistical tests. Something marketers in Finland may need to consider, as 
building an environment supporting close relationships and trust between the seller and 
the buyer is considered as a performance boost for the company, although its effects may 
diminish over time (Hibbard, Brunel, Dant and Iacobucci, 2001). However it should be 
stressed that although the tests did not pick up any statistical increase in Finland that is 
not contrary to our previous statements about the increased popularity of online shopping 
but rather showing that the risk and trust factors cannot explain this popularity. In the 
Unites States the increased popularity is more visible, although no apparent support for 
the hypotheses was found. Actually the most increases in the risk-taking category came 
from the low group and in the trust category from the moderate group. In conclusion 
Table 4c sums up the hypotheses of H4 as they were computed above.

Table 4a (Finland)

p –value β

Amount of online 
risk-taking

HIGH 0.176 -
MODERATE 0.248 -

LOW 0.100 -

The  trust factor
HIGH 0.366 -

MODERATE 0.340 -
LOW 0.017 -0.889

Table 4b (US)

p –value β

Amount of online 
risk-taking

HIGH 0.012 6.450
MODERATE 0.013 6.304

LOW 0.047 7.784

The  trust factor
HIGH 0.388 -

MODERATE 0.000 5.511
LOW 0.286 -

Table 4c

H4a) There is a positive relationship between the amount of 
consumer online risk-taking and the possible increase 
in purchase volume.

R(FIN)/R(US)

H4b) There is a positive relationship between the amount 
of consumer online trust and the possible increase in 
purchase volume.

A(FIN)/R(US)

(R=Reject A=Accept)



306 International Journal of Management Vol. 26 No. 2 August 2009

Conclusions and Managerial Implications

Companies need to know who their buyers are, and what drives them in order to maximize 
their marketing planning (Lescher, pp.1, 20). Additionally, even if a product seems 
suitable for a customer, he/she has to have a belief that buying this item online is safe 
and the stronger this belief is, the more likely their intentions to purchase online are 
(Gefen and Straub, 2004). For some people this is easy, some need more convincing.

Even though the risk and trust factors play an important role in the buying process, it 
seems clear that their influence differs from the five-stage purchase model. According 
to the authors’ previous work, as the amount of Internet usage related to the five stages 
of the purchase process has increased from 2002 to 2004, the risk-taking and trust levels 
have remained the same in Finland. In the United States only a small increase in trust 
was noted. Therefore, although online purchasing has increased, it has not had   much 
of an effect on the perceived risk and trust the audience has towards e-vendors. The 
amount of perceived risk and trust also does not seem to have had the same impact as 
need recognition, information search, evaluation, purchase decision and postpurchases 
do. This phenomenon occurred in both countries, but it should be noted that university 
students generally have a good knowledge about new technology, and therefore should 
already be well aware of the risks involved in e-shopping. As none of the risk-related 
hypotheses received any support, it may be concluded, together with the fact that the 
risk-tolerance levels remained the same between the two samples in both countries, that 
although marketers may be able to build trust towards a brand, shop or a payment method, 
the perceived risk is a somewhat personal trait for every individual customer.

Can companies influence the purchase volume by trying to make the customer feel 
safer about the transactions? Even though H3b) was rejected in Finland, there was 
indication that when customer’s trust over the security and privacy issues was high, the 
number of purchases was also higher than it would have been, had the trust been low. 
This result was found to be significant at p�0.1. In the United States however, building 
trust seems to have worked, as the group with the highest trust was also statistically the 
highest online buyer, as seen in H3). The hypotheses also suggest that in Finland men 
are more confident about online shopping and in the United States people are adopting 
more trusting attitudes.

In many companies there can be a serious disconnect between the advertising division 
and the IT department, as one hand does not seem to know what the other is doing. The 
results from this study show that it may be worthwhile for e-marketers to understand, 
discuss across departmental lines, and develop strategies to get their customers to feel 
safer about shopping online, as Gefen and Straub (2004) have pointed out. The data 
also confirms our previous results that marketers should take full advantage of the 
geographically placed advertising available through the Internet, as there is a clear 
difference in consumers’ attitudes between Finland and the United States, despite the 
high education, Internet literacy and penetration rate in both countries.
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