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INTRODUCTION

This study was performed to allow an understanding of
some of the elements of trust that are apparent to encour-
age the Mé&ori Internet shopper to feel comfortable to
shop online. Mé&ori arrived in New Zealand from the
Pacificover 1,000 yearsago. Sincethen, New Zealand was
colonised by Europeansinthe 19" century. Asaresult, the
Mé&ori havebecomeaminority (Belich, 1996). Thatis, their
culture, language and val ues have become secondary to
those of the dominant European culture (Liu, Wilson,
McClure & Higgins, 1999). Mé&ori have been defined as
including “all those who identify themselves as belong-
ing to the New Zealand M&ori ethnic group, either alone
or in combinationwith any other ethnic group” (Statistics
New Zealand, 1998, p. 94).

An extensiveselection of literatureexistsontrust and
the Internet (Camp, 2000; McKnight, Cummings &
Chervany, 1998). Few studies have examined the aspects
of trust and the Internet for different cultures. Early
studies, for example, by Jarvenpaa, Tractinsky, Saarinen
and Vitale(1999), foundthat cultural differencesdo exist
in Internet shopping. Asaresult, agap in knowledge has
been identified in terms of trust, Internet shopping and
cultureinNew Zealand. Thisstudy hasfocused on M &ori,
who, according to the literature have varying beliefs and
values as opposed to the non-Mé&ori in New Zealand
(Patterson, 1992).

Thisstudy will examinetheissuesthat have hel ped or
hindered the adoption of Internet shopping for the M &ori
Internet user. Fromintervieweeresponses, abetter under-
standing of current attitudes with regard to Internet
shoppingwill beobtained. Theseresponseswill belinked
to the variousissues raised in this study. This study will
therefore answer the questions set out as follows:

. What issues of trust are apparent to the Méori
Internet shopper?

. Does the current literature on trust and Internet
shopping apply to the M&ori Internet shopper, and
if so, how?

An attempt will be made to relate the literature re-
viewed and the conceptual framework developed in this

study to the answers obtained via interviews in order to
answer these research questions.

REVIEW OF LITERATURE

Through an investigation into the nature of business-to-
consumer electronic commerce and the issues affecting
the Internet customer, three key issues emerged: trust,
risk and reputation.

Business-to-consumer (B2C) e-commerceisthetrad-
ing and transactional relationship between an
organisation’sWeb siteand an end user (Lawrenceet al .,
2000; Schneider & Perry, 2000). Consumers are able to
purchase goods and services such as books, computer
products, and music at any time that is convenient to the
consumer. Business-to-consumer e-commerce focuses
on direct transactions between businesses and end con-
sumers (Dedhia, 2001; Lawrence et al., 2000; Riggins &
Rhee, 1998).

Business-to-consumer e-commerce involves smaller
amounts of money in each exchange, whilst a greater
volume of money is exchanged in the business-to-busi-
ness (B2B) environment due to the volume of goods and
services being transacted. Transactional relationships
tend to beintimate for B2C e-commerce, asthe objective
is to satisfy customer preferences and shopping habits,
butinthe B2B setting, rel ationshipsareformal andimper-
sonal (Ah-Wongetal., 2001; Lawrenceet al ., 2000; Riggins
& Rhee, 1998).

There arefactorsthat inhibit B2C e-commerce adop-
tion. These factors include trust, risk and reputation.
AccordingtoMcKnight, Cummingsand Chervany (1998,
p.459), trustis*anindividual’ sbeliefsabout theextent to
which atargetislikely to behavein away that isbenevo-
lent, competent, honest, or predictableinasituation.” The
consumer needs to believe that the Web merchant is
trustworthy before he or she purchases online.

Factors that can increase the trust of an Internet
consumer include assurance services such as those pro-
vided by MasterCardand TRUSTe(Cashell & Aldhizer i1,
1999; Noteberg, Christiaanse & Wallage, 1999), which
permit a Web site to display their Web trust seal (a
graphic) provided their “practices...[comply] with the
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WebTrust principles and criteria for business-to-con-
sumer e-commerce” (Cashell & AldhizerI11,1999, p. 51).
Web sitesthat show aseal aremorelikely to be purchased
from than sites that carry no seal at all (N&teberg et al.,
1999). It madeno differenceasto which seal wasdisplayed
on the Web site, just as long as a seal was visible.

Another factor associated with inhibiting Internet
customersfrom shopping onlineisrisk. Riskisdefined as
the consumer’s perceptions of the uncertainty and ad-
verse consequences of engaging in an activity (Camp,
2000; Jarvenpaaet al ., 1999, 2000). Thereislittleassurance
that the customer will get what he or she sees on the
computer screen, in the quantity ordered.

It has been suggested that two types of risk are
predominately associated with Internet shopping (Fram
& Grady, 1997; Jarvenpaaet al ., 1999, 2000; Lynch, Kent
& Srinivasan, 2001). Theserisksare product category risk
and financial risk. Product category risk isrisk associated
with the product itself and is the consumers’ belief that
the product will function according to their expectations.
Financial risk referstotherisk associated with the Internet
as a purchasing medium. Consumers are apprehensive
about putting their credit card information over theInter-
net because it puts the consumer at risk of losing money
viacreditcardfraud (Fram & Grady, 1997; Jarvenpaaetal .,
1999, 2000).

Thereputation and size of the Web merchant hasal so
been suggested as factors that contribute to consumer
trust in a seller organisation (Doney & Cannon, 1997;
Ganesan, 1994). Reputationisthe extent to which buyers
believe that the selling organisation is honest and con-
cerned about its customers (Doney & Cannon, 1997).
Reputationrequiresalong-terminvestment of resources,
effort and attention to customer rel ationships (Jarvenpaa
et al., 1999). The better the seller’ s reputation, the more
resources the seller has presumably committed to build
that reputation. The perception of a large organisation
implies that the merchant has significant resources in-
vested in the business and has much to lose by acting in
an untrustworthy way (Stewart, 1999).

MAORI AND THE INTERNET

It is only recently that studies have been carried out on
Méori and their presence on the Internet (Kovacic, 2001,
Smith, 1997; Smith & Sullivan, 1996). However, nostudies
examining the relationship between Méori, trust and In-
ternet shopping were found, indicating a gap in knowl-
edge.

Jarvenpaaet al. (1999, 2000) and Lynch et al. (2001)
found that trust varies across nationalities and cultures.
Hofstede (1980) identified four constructsthat have been
thefoundation of much cultural research: power distance,

uncertainty avoidance, individualism and masculinity.
Consumers coming from an individualistic culture may
have greater trust and be more willing to base their trust
inaWeb sitethan consumersfromacollectivistic culture
(Javenpaaetal., 1999, 2000). Theindividualism/collectiv-
ism construct was the focus of this study.

Accordingto Hofstede (1980), thoseinanindividual -
istic society:

. Takecareof himor herself and hisor herimmediate
family;

. Have an “I” consciousness;

. Have a self-orientation; and

. Have greater economic development.

Those in acollectivistic society:

. Are born into extended families or clans, which
protect them in exchange for loyalty;

. Have an emphasis on bel onging to an organisation;

. Have a “we" consciousness; and

. Havelesseconomic development (Hof stede, 1980).

A Maori concept of community isbased on collective
strength, which includes sharing, nurturing, supporting
and empowering of interdependent groups. The Méori
see community as aform of relatedness, in which people
areinterdependent (Gregory, 2001). Animportant method
of communication for Maori isthrough thewhanau (fam-
ily) structure (Light, 1999). That is, the connections are
about relationships to people and to place.

Individualismtendsto promoteatrusting stanceinan
individualistic society (Jarvenpaaetal., 1999). Asaresullt,
one gets better outcomes assuming that others are reli-
able. Individualists are more likely to trust others until
they aregiven somereason not totrust. By contrast, those
high on collectivism are morelikely to basetheir trust on
relationships with first-hand knowledge. Members of
collectivist cultures areless likely to trust someone who
isnot part of their in-group (Thanasankit, 1999; Y amagi shi
& Yamagishi, 1994).

The purpose of this study wasto explore the issues of
trust apparent to theinterviewed M&ori I nternet shoppers
and seewhether thecurrent literatureontrust and I nternet
shopping appliesto theinterviewed Maori I nternet shop-
per, and if so, how. Face-to-face interviews were per-
formed with eight participants, all full-time professionals
in either the public or private sector in Wellington, New
Zealand. This allowed the researcher to identify Méori
perceptions of trust and Internet shopping. Because of
the small sample size, results may only be generalised to
a small population. However, Creswell (1994) and Yin
(1994) claim that the result of case research is not to
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