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Table 1: Demographic Profile of Respondents Across Three Countries

Demographic Variable  
Category 

Uzbekistan (n=412) Turkey (n=426)  Malaysia (n=403) 

Gender

Age Group

Education Level

Online Shopping Experience

Monthly Online Purchase Frequency

Table 2: Descriptive Statistics and Reliability of Constructs Across Three Countries

Construct 
Number 
of Items 

Uzbekistan Turkey Malaysia 

Institution-Based Trust

Vendor-Based Trust

Experience-Based Trust

Platform-Based Trust

Repurchase Intention



Construct 
Number 
of Items 

Uzbekistan Turkey Malaysia 

E-Loyalty

Individualism/Collectivism

Uncertainty Avoidance

Table 3: Confirmatory Factor Analysis – Model Fit Indices Across Countries

Fit Index Threshold Uzbekistan Turkey Malaysia Multi-Group 



Table 4: Measurement Invariance Testing Across Three Countries

Invariance Level χ² df ∆χ² ∆df p-value CFI ∆CFI RMSEA Decision 

Table 5: Structural Equation Model – Path Coefficients and Hypothesis Testing

Structural Path  
Uzbekistan  Turkey Malaysia Cross-Country Comparison

H1:

H2:

H3:

H4:

H5:

H6:

H7:

R² (Trust)

R² (Repurchase Intention)

R² (E-Loyalty)



Figure 1: Relative Importance of Trust Antecedents in 
Uzbekistan (Standardized Path Coefficients)

Table 6: Cultural Moderation Effects – Pooled Sample Analysis (n=1,241)

Interaction Path β t-value p-value Hypothesis

Supported

Supported

Supported



Table 7: Artificial Neural Network Analysis – Importance Ranking of Trust Antecedents

Country Rank 1 Rank 2 Rank 3 Rank 4 
Normalized 

Importance (%) 

Uzbekistan

Turkey

Malaysia
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