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ABSTRAK

Membeli-belah dalam talian telah berkembang pesat di seluruh dunia dan mula
menggantikan cara membeli-belah secara tradisional melalui batu-bata dan mortar.
Tujuan kajian ini adalah untuk memberi gambaran yang lebih baik tentang faktor-faktor
yang mempengaruhi niat pembelian dalam talian di kalangan wanita Melayu Gen Z di
Melaka Tengah. Model Penerimaan Teknologi dan Teori Gelagat Terancang digunakan
untuk membangunkan rangka kerja konseptual. Empat faktor iaitu tanggapan mudah
diguna, tanggapan kebergunaan, reka bentuk laman web dan norma subjektif telah diuji.
Data dikumpul dari 383 responden dengan menggunakan kaedah pensampelan berstrata.
Data sebenar yang dikumpulkan akan dianalisis menggunakan Pakej Statistik untuk Sains
Sosial (SPSS) versi 22. Analisis Korelasi Pearson dan Analisis Regressi Berbilang telah
dijalankan untuk menganalisis data tersebut. Penemuan kajian ini telah menemui bahawa
tanggapan mudah diguna, tanggapan kebergunaan, reka bentuk laman web dan norma
subjektif mempunyai kaitan dengan niat pembelian dalam talian. Selain itu, faktor
tanggapan mudah diguna merupakan faktor terpenting yang mempengaruhi niat untuk
membeli dalam talian. Selain itu, implikasi penyelidikan telah dibincangkan secara
terperinci.

Kata Kunci: niat pembelian dalam talian, tanggapan mudah diguna, tanggapan
kebergunaan, reka bentuk laman web, norma subjektif
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1.2 Problem Statement

Nowadays, the blooming of internet usage amongst Malaysian people turn to be the most
importance medium to make transaction as well as purchasing products and this situation
has made it relevant to conduct a research on factors that influence online purchase
intention. According to Howard and Sheth (1969), online purchase intention is define as a
possibility that customer will purchase their desire products or services from a specific
website. Furthermore, consumers must first have an intention to purchase online then
might give result in actual purchase behaviour. As stated in Laohapensang (2007), studies
on determinants of online purchase intent have been done in numerous countries
revealing that needs of online presence should be practise increasingly by individual as

well as companies in order to move towards with current trends.

Although internet usage has facilitate transactions between online retailers and online
shoppers from anywhere at any time with a wide range of product choices and lower cost
compared to traditional shopping. However, there is undeniable that the major problems
in doing online purchasing are insecurity, lack of customers’ protection and trust which
are vital elements for a successful online transaction between countries, organizations, as
well as individuals. This finding supported by Jun and Noor Ismawati Jaafar (2011), who
claim that online security, privacy protection, and trust are the challenges of online
shopping. In addition, the Guardian (2014) reported that nearly half of consumers who
bought goods online over the past two years had problems with their purchase and they

listed deliveries arriving late, goods arriving faulty/damaged or goods not arriving at all



as three of the most common challenges faced in online purchasing. In order to increase
online shopping in Malaysia especially for young generations, understanding of factors
influencing online purchase intention should be given priority. Thus, the researcher takes
this opportunity to study the factors that influence Malay Females of Generation Z’s

intention to purchase online.

As stated by Gefen (2000), perceived ease of use refers to a standard of exertion in
acquiring of new technology that customers need to learn and apply. There are several
elements of perceived ease of use (EOU) which includes easy to manage the system and
easy to become skilful. In addition, when customer discovered that the web page of
online retailer is easier for them to navigate about information of the products and offer
simple procedure of payment through online, they will choose online purchasing instead.
Meanwhile, if the users discover the website is too complex and inconvenient, customers
could switch to other shopping website that more user-friendly. Based on Cha (2011),
perceived ease of use has a relationship with intention of customers to purchase through
online. Therefore, there is a need to study the factor of perceived ease of use (EOU)

towards online purchase intention amongst Malay Females of Gen Z in Central Melaka.

In line with Renny and Siringoringo (2013), perceived usefulness also one of the factor
that influence online purchase intention. As stated by Monsuwe, Dellaert, and
Ruyter (2004), perceived usefulness is a perception of customers that internet is one of

the medium that will improve their ability of purchasing as well as enhancing their
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use represent simplicity in utilizing internet as a medium to purchase through virtual
store. According to Khalifa and Limayem (2003) stated that the main benefits of online
purchasing includes easy to access, very high speed, useful information as well as
convenient purchases. Accessibility and high speed of shopping through internet might be
useful for online users who are busy during normal shopping time. In addition, as stated
in Burke (1997), perceived usefulness is one of requirement in mass market technology
acceptance. It is rely on expectation of customers in how technology can enhance their
daily lives (Peterson et al.,, 1997). Moreover, according to Venkatesh, Morris, Davis, and
Davis (2003), perceived usefulness is one of the important element that obtain from the
Technology Acceptance Model (TAM) which is suggest that due to reinforcement value

of end result, this perceived usefulness will definitely affect acceptance of user.

2.4.1 Relationship of Perceived Usefulness and Online Purchase Intention

According to Shadkam, Kavianpour, Honarbakhsh, and Hooi (2013) mentioned that,
perceived usefulness has influence intention to purchase through online. If online user
perceived internet is very useful to them, they will have more intention to purchase
through online. In addition, a support study by Kim and Song (2010) recommended that
online users will search through merchandise conveniently for purchase their desire
products and expected to receive useful information. Otherwise, online users might move
to other online retailer that provides similar products on sale (Kim & Song, 2010). Based

on Xie et al, (2011) also claimed that, perceived usefulness will influence purchase

15



intention among online users. The benefit of using the technology is the factor why they
are intend to shop through online. They will keep using the technology which they think
is very useful in completing task and this may lead increase their intention to purchase
through internet. Additionally, online customers feel that online shopping is useful for
them when it can fulfil their needs immediately and offer many choices of products
alternative; so customers will have intention to purchase through internet frequently.
Furthermore, there are various researcher have explained that perceived usefulness might
influence customer’s intention to purchase through online (Kim, Ferrin, & Rao, 2009;
Pavlou, 2003). Moreover, based on Horton ef al, (2002) claimed that perceived
usefulness would give a positive influence towards intention of users in online
purchasing. It is a customer’s perspective of purchasing through internet would increase
their efficiency and this might lead of increasing their intention to purchase through

online.

2.5 Website Design (WD)

Website design is another independent variable that will be examined in this study.
According to Beldona, Morrison and O’Leary (2005), website design is an important
element in online purchase intention and act as a medium between online shoppers and
online retailers to connect. As stated in Ganguly et al., (2009), the website design deals
with aesthetic beauty which includes use of colours, graphics use, image and suitable font

size to enhance the look of the website. In addition, based on Ranganathan and Grandon

16



Universiti Utara Malaysia




2.5.1 Relationship of Website Design and Online Purchase Intention

According to Bai, Law and Wen (2008), has claimed that the standard of website design
has a relationship towards the intention of customers in their online purchasing activities.
Furthermore, as stated by Ranganathan and Ganapathy (2002), when customer is
contented about the website, the participation of customers in online purchasing might be
increase. Apart of that, customers will absolutely visit the website that provide
convenient to them. Website design which include quick and easy transaction, no time
wasting, fulfil the requirements of online customers, personalization of the website, and
customers perceive comfortable are the criteria of quality website design that customers
need when reviewing the website (Mohd Shoki, Ng Sze Yan, Norhayati, Kamaruzaman,
& Khalid, 2014). In addition, as stated in Chen, Hsu and Lin (2010), have discovered the
component of website such as information design, navigation design and visual design
might increase purchase intention among customers. In the meanwhile, Igbal, Rehman
and Hunjra (2012) investigated that standard of the web page had impact on online
purchase intention of online customers. Moreover, based on Cyr (2008) emphasized that

website design has a relationship on online purchase intention among customers.

2.6 Subjective Norm (SN)

In e-commerce context, subjective norm is referred to social pressure perceived by the

customer regarding purchase intention from online shops. The online users might think

18



that people who are important to them such as family and colleagues may affect an
individual. Based on Al-Debei et al, (2013), an individual is willing to act particular
behaviours to receive acceptance within the group of influence. Furthermore, as stated by
Bhattacherjee (2000), subjective norms are determine by interpersonal influence such as
word-of-mouth from family members and colleagues as well as influences from external
environmental including reports of mass media and people that experience online
purchasing. Other than that, based on Venkatesh and Morris (2000), subjective norm
defines as the level of belief that individuals who are most dominant to them would think
that they ought to or ought to not perform certain behaviour. In addition, an individual
can be influenced by someone around who is close to him or her in order to complete or
not particular deal through internet. As stated in Ajzan and Driver (1980), subjective
norm is associated with the pressure imposed by other people such as colleague, peers,
and neighbour who carry out such action and behaviour of interest either directly or

indirectly influence other’s intention to purchase through online.

2.6.1 Relationship of Subjective Norm and Online Purchase Intention

As stated in Ho and Chen (2014), recent quality research conducted in the context of
online purchasing reveals that subjective norm might influence intention of online
customers. Based on Khalil and Michael (2008), stated that family and friends have
relationship towards individuals intention to purchase online. In addition, Supanat (2012)

also discovered that subjective norm has relationship towards intention to purchase
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although Generation Z is particularly concern by their parents to their inexhaustible
exposure towards internet compared to the real interaction but their perception of
technology is not something that would do any harm to them. They would ever see this
technology is one of the tools that could deliver all the information more quickly. In
addition, as described by Oblinger and Oblinger, (2005), the internet is their close friend

and it is like an oxygen for them and they cannot imagine if live without it.

Oblinger and Oblinger, (2005) has calls these Generation Z as “post millenars” because
of their birth times, whilst other perspective highlighted that people should examine them
in terms of their behaviour. In addition, the names of these Generations Z are come from
the way how they utilize the media itself for example “Facebook Generation”, “Instagram
Generation” and Igeneration. Based on Bassiouni and Hackley (2014); Fister-Gale
(2015), these generations are highly educated, technologically savvy as well as creative
and innovative person. As stated by Bernstein (2015), they are the first generation who
born into a digital era that live online and virtually which occupied with their ideal
brands. Furthermore, Generation Z are more attached to the technology and perceive it a
tool for them (Van den Bergh & Behrer, 2016). Based on Schlossberg (2016), these
generation tends to act differently compared to their preceded and can lead to changes in
consumer behaviour. According to Wood (2013), there are four trends that might describe
Generation Z as consumers. Firstly, they are captivated in new technologies. Secondly,
their enthusiasm to feel safe. Thirdly, they prefer something that is easy to use and finally

they wish to avoid realities. In addition, Merriman, (2015) denoted that their high reliance
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35 Operational Definition

Table 3.1: Definition of Variables

Variable

Operational Definition

Online Purchase
Intention
(OPI)

Determination of customer to search, select and
purchase desire products as well as to make online
transaction through the internet (Pavlou, 2003).

Perceived Ease of Use

(EOU)

Perceived ease of use defines as a standard of exertion
in acquiring of new technology that customers need to
learn and apply (Gefen, 2000).

Perceived Usefulness

Perceived usefulness refers to the level of customer’s
trust that by using online purchasing will improve their

(PU) transaction performance (Chiu et al., 2009).
Website design has been described as the technique in
Website Design which the content is displayed in the website
(WD) (Ranganathan and Grandon, 2002).

Subjective Norm

(SN)

Subjective norm is associated with the pressure
imposed by other people such as colleague, peers, and
neighbour who carry out such action and behaviour of
interest either directly or indirectly influence other’s
intention to purchase through online (Ajzan & Driver,
1980).

3.6 Measurement of Variables / Instrumentation

In this research, a fully structured questionnaire will be used as an instrument. The

questionnaires can be divided into three parts. For Part A consists questions of social-

demographic. The target respondents need to fill up their demographic information which

consists of four questions (age group, marital status, academic qualification and

29




Universiti Utara Malaysia




Perceived Ease
of Use
(EOU)

5 Items

. It would be easy to purchase products

through online store by learning to operate
the internet.

. It would be clear and understandable when

interact with internet to buy a product.

. It would be easy to purchase products by

using internet.

. It is easy to interact with the internet to

purchase products.

. By purchasing a product through internet, it

would be easy to become skilful.

Davis (1989) and
Gefen et al., (2003)

Perceived
Usefulness (PU)

5 Items

. Using internet for searching and purchasing

products would improve my performance.

. It is easier to search and purchase products by

using the internet.

. The internet will possibly increase

effectiveness when purchasing products.

. It is more quickly to purchase products by

using the internet.

. By using the internet, it will enhance my

productivity when purchasing products.

Davis (1989) and
Gefen et al., (2003)

Website Design
(WD)

4 Items

. I would prefer to purchase through online

shop if the website appearance are well-
organized.

. I'would prefer to purchase from online stores

only if the process of purchasing is user
friendly.

. I would prefer to purchase from online shop

if the content of the website is easy to
understand and provide relevant information.

. I would prefer to purchase from online shop

only if the ordering and payment process are
free of error.

Adnan (2014)

Subjective Norm
(SN)

2 Items

. People who are influence my behaviour

would think that I should purchase products
through online store.

. My family would think that I should purchase

products through online store.

Taylor and Todd
(1995)
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Perceived Usefulness
(PU)

Website Design
(WD)

Subjective Norm
(SN)

4.3  Demographics Analysis

PU1: Using internet for searching and purchasing
products would improve my performance

PU2: It is easier to search and purchase products by
using the internet.

PU3: The internet will possibly increase my
effectiveness when purchasing products.

PU4: It is more quickly to purchase products by using
the internet.

PUS5: By using the internet, it will enhance my
productivity when purchasing products.

WD1: I would prefer to purchase through online shop if
the website appearance are well-organized.

WD?2: I would prefer to purchase from online stores
only if the process of purchasing is user friendly.

WD3: I would prefer to purchase from online shop only
if the content of the website is easy to understand and
provide relevant information.

WD4: I would prefer to purchase from online shop only
if the ordering and payment process are free of error.

SN1: People who are influence my behaviour would
think that I should purchase products through online
store.

SN2: My family would think that I should purchase

products through online store.

In this study, there are several questions on demographic characteristic which are cover

background of the respondents such as age, marital status, education and profession.

Other than that, there are other questions regarding general information about customer’s

intention in online shopping such as frequency of visit to online shopping website, types
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were 2 or 0.5% of respondents who choose bank draft/money order payment method to

purchase products or services online while 381 or 99.5% of respondents were not using

that payment method. Lastly, payment method of cheque contributed the lowest amount

which no respondents prefer that payment method.

Table 4.14: Item and Grand Mean

Variable and Variable Item Mean

Online Purchase Intention

I would like to purchase products through online store frequently. 3.50

I would like to use the internet as a medium for purchasing. 3.51

I would like to purchase products through internet to gain experience of online 3.66

purchasing.

I will keep continue purchase products through internet in the future. 3.73
Grand mean 3.60

Perceived Ease of Use

It would be easy to purchase products through online store by learning to operate 3.84

the internet.

It would be clear and understandable when interact with internet to buy a product. 3.65

It would be easy to purchase products by using internet. 3.93

It is flexible to interact with the internet to purchase products. 3.61

By purchasing a product through internet, it would be easy to become skilful. 3.84
Grand mean 3.77

Perceived Usefulness

Using internet for searching and purchasing products would improve my 3.81

performance

It is easier to search and purchase products by using the internet. 4.01

The internet will possibly increase effectiveness when purchasing products. 3.75

It is more quickly to purchase products by using the internet. 3.93

By using the internet, it will enhance my productivity when purchasing products.  3.74
Grand mean 3.85
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Based on Table 4.17, to measure the impact level, the Standardized Coefficients-Beta
was considered. If value of Beta is higher that means the level influence of independent
variables on Online Purchase Intention is higher. As a result, the standardized coefficients
for Perceived Ease of Use is 0.306 which made up the highest value among all the
independent variables. Thus, it shows that Perceived Ease of Use has the strongest
influence and become the most important predictor of Online Purchase Intention among
Malay Females of Gen Z. Then, followed by Perceived Usefulness which is 0.175,
Subjective Norm is 0.172, and lastly is Website Design 0.104. Therefore, relationship
between independent variables and Online Purchase Intention can be explained by the

following equation:

Hypothesis 5

HOS5: There is no effect of perceived ease of use (EOU), perceived usefulness (PU),
website design (WD) and subjective norm (SN) to online purchase intention amongst

Malay females of Gen Z in Central Melaka.

Ha$5: There is an effect of perceived ease of use (EOU), perceived usefulness (PU),
website design (WD) and subjective norm (SN) to online purchase intention amongst

Malay females of Gen Z in Central Melaka.
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APPENDICES

Appendix A: Questionnaire

Research Topic: Factors Influencing Online Purchase Intention amongst Malay
Females of Gen Z in Central Melaka.

Dear participants,

I am a postgraduate student of University Utara Malaysia (UUM). I am currently
conducting a research paper as a part of the requirement to complete my master program.
The aim of this research is to examine factors influencing online purchase intention
amongst Malay females of Gen Z in Central Melaka. Your cooperation and support is

needed to complete the questionnaire, which takes about 10-15 minutes of your time.

All information provided in this questionnaire will be confidential for the present study
purposes. No information that identifies you personally will be revealed. Thank you once
again for your precious time and kind cooperation. Your participation in this study is

greatly appreciated.

WAN ABIRAH ISMAIL
Msc (Management)
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