
The copyright © of this thesis belongs to its rightful author and/or other copyright 

owner.  Copies can be accessed and downloaded for non-commercial or learning 

purposes without any charge and permission.  The thesis cannot be reproduced or 

quoted as a whole without the permission from its rightful owner.  No alteration or 

changes in format is allowed without permission from its rightful owner. 

 



THE RELATIONSHIP BETWEEN EASE OF USE, 
USEFULNESS, ISLAMIC ETHICS AND INTENTION 

ONLINE SHOPPING OF AS-SOFA ISLAMIC COLLEGE 

RUHAIZA BINTI JAUZI 

MASTER OF SCIENCE (MANAGEMENT) 

UNIVERSITI UT ARA MALAYSIA 

JUNE 2019 



THE RELATIONSHIP BETWEEN EASE OF USE, 
USEFULNESS, ISLAMIC ETHICS AND INTENTION ONLINE SHOPPING 

OF AS-SOFA ISLAMIC COLLEGE 

By 

RUHAIZA BINTI JAUZI 

Thesis Submitted to 

Othman Yeop Abdullah Graduate School of Business, 

Universiti Utara Malaysia, 

In Partial Fulfilments of the Requirement for the Master of Science (Management) 



Pusat Pengajlan Pengurusan 
Pernlagaan 

SCHOOi. OF BUSINESS �N.\GEMEttr 

Universltl Utara Malaysia 

PERAKUAN KERJA KERTAS PENYELIDIKAN 
(Certification of Research Paper) 

Saya, mengaku bertandatangan, memperakukan bahawa 
{I, the undersigned, certified that) 
RUHAIZA BINTI JAUZI (820807) 

Galon untuk ljazah ssnana 
(Candidate for the degree o� 
MASTER OF SCIENCE (MANAGEMEND 

telah mengemukakan kertas penyelidikan yang bertajuk 
(has presented his/her research paper of the following tftle) 

THE RELATIONSHIP BETWEEN EASE OF USE, USEFULNESS, ISLAMIC ETHICS AND 
INTENTION ONLINE SHOPPING OF AS-SOFA ISLAMIC COLLEGE 

Seperti yang tercatat di muka surat tajuk dan kulit kertas penyelidikan 
( as ff appears on the tffle page and front cover of the research paper) 

Bahawa kertas penyelidikan tersebut boleh di!erima dari segi bentuk serta kandungan dan meliputi bidang ilmu dengan 
memuaskan. 
(that the research paper acceptable in the fonn and content and that a satisfactory knowledge of the field is covered 
by the research paper). 

Nama Penyelia Pertama 
(Name of 1,, Supe!Visor) 

Tandatangan 
(Signature) 

Nama Penyelia Kedua 
(Name of 2"" Supe!Visor) 

Tandatangan 
(Signature) 

Tarikh 
(Date) 

DR. MOHD SHAHRIL BIN AHMAD RAZIMI 

J!l!!I-· 
PROF. MADYA DR ABDUL SHUKOR BIN SHAMSUDIN 

22 JANUARI 2019 



The copyright © of this thesis belongs to its rightful author and/or other copyright 

owner. Copies can be accessed and downloaded for non-commercial or learning 

purposes without any charge and permission. The thesis cannot be reproduced or 

quoted as a whole without the permission from its rightful owner. No alteration or 

changes in format is allowed without permission from its rightful owner. 



ABSTRACT 

The purpose of this study is to analyse factors that influence employee behaviour 

towards online shopping. For employee who working in private sector and earn 

cheapest income also be targeted. Employee is a target market towards retailer as they 

have money and interest. However, there are circumstances that they should not 

involve in online shopping due to many invalid transactions such fraud and theft. There 

are one theory that used in this study which are Technology Acceptance Model (TAM). 

The independent variables suggest by the researcher in this study is ease of use, 

perceived usefulness and Islamic ethics. To investigate these hypothesis, 1 1 6  

questionnaires will be distributed among employee of As-Sofa Islamic College, either 

in administration or academician. Regression analysis will be used in order to test 

hypothesis. 

Keywords: online shopping, behaviour, ease of use, perceived usefulness, Islamic 

ethics, and employee of As-Sofa Islamic College. 



ABSTRAK 

Tujuan kajian ini dijalankan adalah untuk menganalisa faktor-faktor yang 

mempengaruhi tingkah laku pekerja dalam membeli belah melalui laman sesawang. 

Bagi pekerja yang bekerja di sektor swasta dan berpendapatan rendahjuga merupakan 

sasaran begi pihak penjual di laman web. Terdapat beberapa situasi di mana pekerja 

perlu menitikberatkan sekiranya ingin melakukan pembelian dalam talian kerana 

terdapat banyak jenayah dalam talian seperti kecurian, penyelewengan dan 

sebagainya. Sekiranya para pekerja ini tersalah langkah, mereka akan menjadi mangsa 

penipuan dan menghadapi kerugian. Terdapat satu teori yang digunakan di dalam 

kajian ini iaitu Technology Acceptance lvfodel ([AM). Pemboleh ubah bebas yang di 

cadangkan didalam kajian ini adalah kemudahan penggunaan, kemudahan dilihat dan 

etika Islam manakala pemboleh ubah bersandar adalah tingkah laku pekerja dalam 

membeli belah dalam talian. Justeru itu, sebanyak I I 6 soal selidik telah di edarkan di 

kalangan pekerja Kolej Islam As-Sofa samada di bahagian pengurusan atau di 

bahagian akademik. Analisa regresi akan digunakan untuk menguji hipotesis. 

Kata Kunci: membeli belah laman sesawang, tingkah laku, kemudahan penggunaan, 

kemudahan dilihat, etika Islam, pekerja Kolej Islam As-Sofa 
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CHAPTER 1 

INTRODUCTION 

1.0 BACKGROUND OF STUDY 

Malaysia E-Commerce market is gaining 111 attention and support from the 

government. Rising incomes, growing smartphone and internet penetration are all 

factors that will grow Malaysia's online market 0.5 percent of total retail spending in 

2014 to five percent by 2020. This makes it an interesting time to assess the state of 

the market, in terms of government initiatives, consumer trends, and incumbent players 

(Export.Gov, 2018). 

E-Comrnerce and e-shopping create opportunity for business organisation to reach 

consumers globally and directly - indeed, they are transforming retailing (Alden, 

Steenkamp & Batra, 2006). Online shopping business is a explores how to utilize 

electronic and data designing, to advance the customary business procedure to 

alteration significantly (Li & Zhang, 2002). 

Malaysia likewise include in internet business exchanges which are developing, not 

slightest on the grounds that minimal effort gives the two organizations and buyers 

another and great channel for data and correspondence. According to Griffith (1998), 

there are numerous investigations led on cross-national and diverse web promoting. 

This demonstrates the e-retailing organizations are developing step by step. 
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According to Turban (2017), the web is a valuable apparatus for scattering data to 

clients as it being adaptable, open, casual and intelligent. With the presence of internet, 

most recent data can be dispatched to client expediently, 24 hours per day, seven days 

seven days paying little heed to land area (Lim, Omar, & Thurasarny, 2015).  

Now people prefer shopping online because it has the advantages and benefits. Online 

shopping likewise gives solace of the elderly and impairs. Online shopping is 

comprehensively with no limit. Individuals get a kick out of the chance to internet 

shopping since it is accommodation. Which is, online shops give the opportunity to 

shop whenever, multi day a week and it can spare time and maintaining a strategic 

distance from groups (Nazir et al., 2012) 

Online shopping will get an assortment of items and a few brands from various dealers 

at one place. Through on line shopping, the buyer will see the latest international trends 

without spending money on travel. This is a shopping places to buy anything from 

retailers in other parts of the country or even the world without being limited by 

geographic area (Nielsen, 2010). 

The greater part in on line shopping is, people do not carry out his child to the shopping 

mall. In order to make sure the security of the family and shopping in the same level 

of satisfaction, online shopping is the better choice (Ali Khatibi, 2006). The table 1 . 1  

showed, how people around the world expand their money in online shopping and 1 .2  

showed top ten e-commerce in Malaysia. 
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Table I. I 
Top JO biggest e-retailer in the world 

Rank Name of the Company 
I Amazon 
2 Apple 
3 Wal mart 
4 Macy's 
5 Costco 
6 QVC 
7 Nordstrom 
8 Target 
9 Kohl's 
10  Ga 

Sales in 12  months 
$ 94.6 billion 
$ 16.8 billion 
$ 14.4 billion 
$ 4.6 billion 
$ 4.2 billion 
$ 4.0 billion 
$ 3.2 billion 
$ 3.0 billion 
$ 3.0 billion 
$ 2.5 billion 

Sources: RIS Retail Info System: Powering Intelligent Commerce until July, 2018. 

As per Table 1 . 1 ,  shows top IO biggest e-retailer in the world. From the listing, 

Amazon is the highest-ranking sales in 12 months with 94.6 billion USO. It continued 

by Apple which is 16.8 billion and Walmart is 14.4 billion. There are the famous 

company in the world. The tenth company in the table 1.2 is Gap, which is 2.5 billion. 

Customer like to utilize Amazon on account of assortment thing, bank office, 

expressed value, security cover and esteem included adversary each and every thing 

that shopper buy. Customer feel secure and cheerful to shopping with affirmation by 

the set-up retailer like Amazon (Li & Zhang, 2002). Amazon has consideration on 

assessment. Constraint to amount, shading, measure, structure, bundling and so forth. 

In light of the survey, client is happy with the administration and every now and again 

use for acquiring. Amazon website also friendly user and suitable to customer for every 

level (Hasan, 2010) . 
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Table 1.2 
Top IO e-commerce sites in Malaysia. 

Rank Name of the company 
I Lazada Malaysia 
2 11  street Malaysia 
3 Lelong.my 
4 Shopee Malaysia 
5 Zalora Malaysia 
6 Herma 
7 eBay Malaysia 
8 Fave 
9 EZ Buy Malaysia 
10 QoolO Malaysia 

Sources: Asean up: Empowering business in Southeast Asia until July, 2018. 
h ttps ://asea nu p. com/top-e-commerce-sites- mala ys ia/ 

According to Table 1 .2 shows ten e-commerce sites in Malaysia. The top ranking is 

Lazada Malaysia and 1 1  street Malaysia. Usually Malaysian people look a variety of 

products, full information and trust to the retailer. The lower price is preference and 

security for item is value added and make customer satisfied when the item purchased 

same with the item received. 

The World Wide Web has offered many advantages and opportunity towards the 

community. It includes the transaction of business-to-consumer e-commerce and it has 

been more than a decade for this on line transaction to evolve. Besides, people are also 

evolving through their generation where the numbers of Gen Y are increasing and they 

were adapting the knowledge of information technology in their primary school. The 

increasing numbers of population of gen Y are also contributing in growth in the e- 

retailer industry (Yaakop & Ariffin, 20 18) .  
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Figure 1 . 1  
Online Shopping Trending in Malaysia 2017. 
Source: Google trending (2017) 
https://trends.google.com/trends/explore?date=2017-01-0I%202017-12- 
3 1  &geo=MY &q=online%20shopping 

Figure I .  I  is showing the graph for online shopping trending in Malaysia at 2017. 

Based on the given graphs, we can see trends for online shopping in Malaysia 

fluctuating for the whole of 2017. Graphs rise between the beginning of the month and 

the end of the month. Normally, increases when near to the festive seasons. 
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Figure 1 . 2  
PPJM urges Domestic Ministry to set up database of fraudulent online retailers. 
Sources: PPJM Website (2017) 
http://www. pp i 111.org. my/ pp i 111- urges-do mes tic- ministry-to-set - up-database-of 
fraud u l em -on I ine-retai lers-new-strai ts-ti mes-on I ine-5820 I 7 I 
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Figure in 1.2 shows from newspaper quotes about PPIM urges Domestic Ministry to 

set up database of fraudulent online retailers. The news takes from New Straits Times 

on August, 5'" 2017. Datuk Nadzim Johan, The Malaysian Muslim Consumers' 

Association (PPIM) chief activist said this was the best defence consumers have 

against habitual online fraudsters. He expressed disappointment that such a facility 

was not made available from the get-go when e-commerce first rose to prominence in 

Malaysia more than five years ago. 

The consumers called the ministry to form a special platform to take up cases against 

online sellers, while suggesting that is could possibly be introduced within the 

Consumer Claims Tribunal. This followed New Straits Times report that the ministry 

is cracking down on on line traders, including those on social media who do not list the 

prices and other details of their products and services (Shariena, 20 l 7). 

1.0.1 OVERVIEW AS-SOFA ISLAMIC COLLEGE 

As-Sofa Islamic College was established by Dato Haji Muhamad Fuad bin Kamaludin. 

He was born in Rembau, Negeri Sembilan. Dato Haji Muhammad Fuad bin Kamaludin 

is additionally an individual from the Negeri Sembilan Islamic Religious Gathering, 

Individual from the Negeri Sembilan Islamic Religious Undertakings Board of 

trustees, Individual from the Fatwa Panel of the Negeri Sembilan Islamic Religious 

Committee, Executive of the Sofa Training Gathering and Administrator of the As 

Sofa Islamic College (Mujahid, 2015). 
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As-Sofa Islamic College built up in 2011 .  As-Sofa Islamic College is situated in 

Taman Dato 'Ahmad Razali, Ampang, Selangor. The CEO of As-Sofa Islamic College 

is Ustaz Mohd Sufi bin Ibrahim and led by Dato Haji Fuad bin Kamaluddin. As-Sofa 

Islamic College is an Islamic-based instructive organization. As-Sofa Islamic College 

has 1 16  staff individuals in general. 

There are 30 management staff and 82 lecturers. As-Sofa mission is to developed 

education institution based on Ahli Sunnah Wal-Jama'ah principle. His priority is to 

born new philosophy from Ahli Sunnah Wal-Jama'ah with education and knowledge 

(Yayasan Sofa Negeri Sembilan, 2012). 

As-Sofa vision is based on his own philosophy, hope the organization become centre 

of'tarbiah', 'daq'wah', education, and welfare for Ahli Sunnah Wal-Jama'ah with full 

of respect and give impact to Muslim around the world (Yayasan Sofa Negeri 

Sembilan, 2012). 

Integrity between Islam, Faith and Ehsan based on the Quran and the hadith which is 

the basis for the creation of a devout and skilled human being, which will contribute 

to the well-being, the community and the nation (Yayasan Sofa Negeri Sernbilan, 

2012). 

This study examines on the factors that influence employee of As-Sofa Islamic College 

behaviour towards online shopping. The researcher has suggested three factors that 

affecting these towards on line shopping which are ease of use, usefulness, and Islamic 

ethics that reflects to consumer behaviour. Nowadays, buyers are uncovered towards 
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different on the online and disconnected choices, without a convincing motivation to 

pick one retailer over another, they simply turn buys among numerous organizations. 

The increasing numbers in population among employee are additionally help the 

development of e-retailing business. 

1.1 PROBLEM STATEMENT 

Malaysia has approximately 25.08 million active Internet users (79 percent of the 

population). Current challenges for the E-Commerce industry include a lack of 

understanding, limitations of competent personnel to conduct E-Commerce activities, 

fear of cyber security threats, lack of digital marketing skills, limited production 

capacity, high fulfilment and logistic cost, lack of knowledge regarding market access 

and regulations in cross-border E-Commerce (Export.Gov, 2018). 

In Malaysia context, the Islamic ethics was lacking of study which is relate to majority 

population in Malaysia. Most of studies are focusing on attitude related to customer 

behaviour such as perceived ease of use and perceived usefulness. Therefore, this study 

will integrate the factors related to customer's attitude (usefulness and ease of use) and 

Islamic Ethics in single framework to explain the online shopping behaviour among 

employee of As-Sofa Islamic College. 

Malaysia has the highest penetration of online shoppers with 48% of Malaysian 

respondents buy online at least on monthly basis(PwC, 2016). With this substantial 

increase, most of business realize the importance of online platform for consumer's 
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shopping and continue to find the best features and services to accommodate these 

changes in the way people do shopping (Bakar et al., 2018). 

Despite the statistics indicating that on line shopping continues to become the preferred 

shopping method, there are several concerns arising, which affected consumer 

decision-making patterns and experiences. For instance, it was reported that 71  % of 

Malaysia online shoppers had regretted with their online purchases and another 30% 

had failed to complete their online purchases (Rakuten, 2010). 

Several 'failure factors' of on line shopping were highlighted in literature. In Lim et al 

(2016) stated that users face difficulties when they have a trouble to sign in into the 

account and the information given are limited and hard to reach the online retailers by 

mobile phones. 

In addition to that, in Parnell (20 l l) also mentioned that cultural dimensions could 

possibly influence consumers' concerns about information privacy when it comes to 

performing online transaction. Therefore, there is a need to understand consumer 

behaviour and identify what are the 'on-line' factors that might affect consumer's 

purchase intention (Bakar et al., 2018). 

The majority of Muslim consumers, today, are concerned with religious teaching in 

their daily lives and have a strong adherence towards religious law (Nawi, Yazid, & 

Mohammed, 2013). The motivation for following religious rules and laws is usually 
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motivated by intrinsically religious people (Klein, 2001). Their adherence towards 

religious rules and laws will lead them to certain behaviour such as consumption 

patterns, clothing styles, eating and drinking, using cosmetics and viewing social and 

political issues and selection criteria of a store. 

Indeed, the current phenomenon of religious influence on the Malaysian retail industry 

has deserved formal attention as, for example, the issue of a boycott campaign towards 

Jewish products is popular in the media (Utusan Malaysia, 2009). With high awareness 

and adherence towards their religion, intrinsically religious people are more discerning 

in their choice of retailers. 

They tend to be store-loyal consumers and switching behaviour is low, and the 

tendency for them to patronize the store is high(Ateeg-ur-Rehrnan & Shabbir, 2010). 

They will patronize retail stores which are not against their religious values and the 

selection of stores must be in accordance with specific preferences, criteria and 

attributes that meet their own requirements, faith and follow religious rules 

(Swimberghe, Shanna, & Flurry, 2009). 

Even though past studies have proved that people who adhere highly to religious tenets 

behave differently and have their own criteria in purchasing decisions (Essoo & Dibb, 

2004). Khraim, Al-Kaidah, & AI-Qurashi, (20 I I) mentioned there is a lack of study in 

consumer research that can prove the effect of religiosity in changing consumer 

patronage behaviour specifically in the context of Muslim consumers. 
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Moreover, empirical investigation of these constructs in consumer behaviour has been 

rare, and not yet fully acknowledge for its role in consumer research. With the 

argument that consumers vary in the criteria used to evaluate products and services 

based on their religious belief and adherence further research is needed (Erdem, Ben 

Oumlil, and Tuncalp, 1999). 

Studies related to religiosity are warranted, since religion represents inherent human 

values that tend to be stable over a long period of time, elements of religious are 

observable, and patronage behaviour is critical to the success of marketers, particularly 

retailers (Waida Irani, 2016). 

Moreover, study which is Islamic business ethics and its impact on strategic business 

decision making process of Muslims by Zeynep Arslan (Arslan, 2009). The purpose 

of this study is to explore the impact of Islamic ethical values on cognitive thinking of 

a devout Muslim in the strategic business decision making process and practical 

implications of those values in a business context. This study aimed to provide 

valuable insights into Islamic business practices that may be of a critical importance 

in an international business context. 

To summarize, this study looks at the relationship between ease of use, usefulness and 

Islamic ethics with online shopping behaviour. Intrinsically religious people are more 

motivated in following their religious teachings more effectively than those who are 

less extrinsically religious people. Certainly, the study believes that intrinsic Muslim 
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consumer patronage behaviour is, possibly, influenced by different sets of store 

attributes as compared to extrinsic Muslims. 

1.2 RESEARCH QUESTION 

Based on the above research objective, the proposed study aims to achieve these 

questions: 

1. What is the relationship between ease of use and online shopping behaviour 

among employee As-Sofa Islamic College? 

11. What is the relationship between usefulness and online shopping behaviour 

among employee As-Sofa Islamic College? 

iu. What is the relationship between Islamic ethics and online shopping behaviour 

among employee As-Sofa Islamic College? 

iv. What is the effect of perceived ease of use, perceived usefulness and Islamic 

ethics on online shopping behaviour among employee As-Sofa Islamic 

College? 

1.3 RESEARCH OBJECTIVE 

In order to accomplish the aim of this study, the following research objective were 

explored: 

1. To examine relationship between ease of use and online shopping behaviour 

among employee As-Sofa Islamic College. 

11. To examine the relationship between usefulness and online shopping behaviour 

among employee As-Sofa Islamic College. 
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111. To examine relationship between Islamic ethics and on line shopping behaviour 

among employee As-Sofa Islamic College. 

iv. To examine the effect ease of use, usefulness and Islamic ethics on online 

shopping behaviour among employee As-Sofa Islamic College. 

1.4 SIGNIFICANCE OF THE STUDY 

It is genuine web-based shopping are auspicious and accommodation. In any case, 

there are sure dangers that can be risk lo these shoppers. With the fluctuating economy 

factor. Worker is a standout amongst the most dangers gathering to include in the web 

based business exchange despite the fact that they are as of now known the results if 

the exchange is misrepresentation. 

This exploration will investigate the components that drives the representatives do 

web-based shopping. This examination will encourage the online dealer and purchaser 

in Malaysia with the goal that they can have a superior comprehension of Islamic 

business online markets previously wandering into web-based retailing. This will 

assist the dealer with identifying the purchaser states of mind towards internet 

shopping and they can have a reasonable perspective of buyer for the most part and 

Islamic customer observations particularly and the longing on their item. 
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1.5 DEFINITION OF KEY TERMS 

1.5.1 Ease of use 

Usability characterizes as how much a man trusts that utilizing a specific framework 

would be free from effort (Davis, 1989). Effort is a constrained resource that a man 

may circulate to the diverse activities for which the person is dependable (Radner & 

Rothchild, 1975). All else being equivalent, we guarantee, an application saw to be 

less requesting to use than another will probably be acknowledged by clients. 

1.5.2 Usefulness 

Value characterizes as how much a man trusts that utilizing a particular framework 

would enhance his or her activity performance (Davis, 1989). Inside a hierarchical 

setting, individuals are for the most part strengthened for good execution by raises, 

advancements, rewards, and different prizes. A framework high in saw convenience, 

thusly, is one for which a client has faith in the presence of a positive utilize execution 

relationship (Davis, 1989). 
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1.5.3 Is/a,nic ethics 

Islamic morals contrast from the Western idea as these are gotten from God, 

specifically from the Quran, and from the acts of the Sacred Prophet (PBUH). It is in 

this way an arrangement of convictions and activities that is divine and rises above the 

impediments of time, place and custom (Badawi, 2001). 

1.5.4 Behaviour 

Conduct characterizes as the show, detectable reaction 111 a given circumstance 

regarding a given target. Basic social perception can be totalled crosswise over settings 

and times to deliver an all the more extensively agent proportion of conduct (Ajzen, 

1991) .  

1.6 ORGANIZATIONAL STUDY 

This study is to research about a study the relationship Islamic ethics, usefulness and 

ease of use to intention online shopping behaviour among employee As-Sofa Islamic 

College. In chapter one, the researcher setting the objectives to answer the research 

question to solve the problem statement. 
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Chapter two gives a general review of the literature, researcher elaborate the online 

shopping behaviour, ease of use, usefulness and Islamic ethics in this chapter. 

Researcher choose Technology Acceptance Model (TAM) as a theoretical review for 

this study. TAM is focus on technology and suitable for on line shopping that a 

researcher has been research. Hypothesis were developed. The chapter concludes with 

a discussion on issues to be addressed. 

Chapter three describes the methods for research. The chapter begins by reporting the 

quantitative research method which is researcher set up instrument for research, 

researcher need to build up research design, determine population and sample, the 

sampling technique, setting data collection procedure, has a research instrument and 

statistical methods. The chapter then continues with a discussion on method which 

involves a qualitative research design. Chapter three concludes with a brief outline of 

the sample selection for qualitative research and techniques for analyses. 

Chapter four presents the results from chapter three. In this chapter, researcher already 

collect the data from respondents. The results a.re summarized in a number of tables to 

facilitate interpretation and reported based on the emerging themes and subthemes. 

Chapter five discusses the interpretation of research findings from the results. The 

findings from this study are compared to those found in past research as reviewed in 

chapter two. New findings a.re also discussed. Chapter five concludes with a discussion 

on the limitations of the study. 
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CHAPTER2 

LITERATURE REVIEW 

2.0 INTRODUCTION 

In this chapter, researcher will define and elaborate the independent variables and 

dependent variable that has been suggested. The related theories towards the variables 

that has been suggested. The related theories towards the variables are also will be 

discussed. There is a one theory related with the study which is Technology 

Acceptance Model (TAM) and Shariah Compliant model of business entities. After 

that, the hypotheses will be developed. 

2.1 ONLINE SHOPPING BEHAVIOUR 

Online retailing has become a phenomenal business. (Turban et al., 2018) started that 

the growth of the internet through whole world back in 1990 has changed method of 

British consumers shop. Now, business-to-business sector has taken place in the 

business world. The info about the product and services are spread through the whole 

world within a minute with the power of social media application such as Facebook, 

twitter and many more. Timely and convenience, that is the factor that make the 

customer involve in online purchase. Due to this reason, internet has become necessity 

in most activity of people's life. 
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Recent online surveys conducted by Lim et al (2015), 91 % of the Internet users in 

Malaysia are doing online shopping frequently. Lim et al (2015) added more that over 

half 54% of them confessed to shop at least once a month online and another 26% were 

shop on line once a week. The Nielsen Company (Nielsen, 20 I 0), revealed that 

Malaysian has spent RM 1.8 billion shopping via Internet in 2010. In addition, Pay Pal 

has estimated that Malaysian online buyers will spend approximately RMS billions of 

online retail sales in Malaysia's E-Commerce market in 2014. 

These statistics reveal that the size of E-Commerce market is growing and Internet has 

become q prominent transaction channel for companies. However, KPMG (K.ruh, 

2017) reveal that some Malaysian are still reluctant to shop on line because of their 

lack of trust; especially in terms of seller reliability and process security. They hardly 

believe in online shopping, as they are unable to touch and feel the products before 

purchasing (Y. S. Lim et al., 2015). 

The growmg complexity and diversity of business dealings and of life in 

general(Badawi, 2001), a legitimate question: ls it employee of As-Sofa Islamic 

College realize the implementation of Islamic ethics when using the online 

transaction? Islamic economic system does not hold a primarily materialist perspective 

to business (IsmaeeJ & Blaim, 2012). According to Islam, business activities can be 

part of worship and obedience to Allah if they are performed in accordance with the 

Islamic code of conduct (Arslan, 2009). 
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"The truthful merchant is rewarded (by being ranked) on the Day of Resurrection with 

prophets, veracious souls, martyrs and pious people" (Hadith-Tirmidhi, no . 1 130)  

As a result, worldwide globalization, many big brands expand their businesses online. 

It shows international online purchasing is becoming popular among people all over 

the world. With international online purchasing actually help both customer and 

sellers, customers from any country can get products unavailable in their country, and 

sellers can spread their products unlimitedly to every country in the world and can gain 

profit. 

According to Katawetawa.rak.s & Wangs (2011) ,  it is actually not that difficult buying 

stuff from international on line stores. He also said that the simplest method to buying 

stuff online is directly from the international onJine stores. All the consumer needs to 

do is check out their card, their mailing address and the delivery process. Shipping 

process might be expensive due to long distance, but the customer will be proud that 

they can have a product that is unavailable locally within two weeks. 

Islam acknowledge the importance of business or trade. In fact, the Prophet 

Muhammad was a merchant involved in international trade prior to his divine duty. 

When the Qur'an was revealed to the Prophet Muhammad, he made trips to major 

trade centres around Mecca in order to spread the message of Islam (Arslan, 2009). 
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Therefore, trade was perceived as a necessity for introducing Islamic belief to people. 

Being a communication tool between Muslims and non-Muslims, trade played a 

significant role in spreading Islam. In this respect, there are specific principles and 

guidelines concerned with the economic aspect of Muslims' lives in the primary 

sources of Islam; the Qur'an and Hadith (Arslan, 2009). 

These principles and norms, however, do not exist in vacuum, apart from the Islamic 

world view and the role of ethics in such world view. At the centre of this world view is 

belief in and devotion to Allah, who is the source of all bounties and the ultimate 

authority in defining what is ethical and what is not (Badawi, 2001). It is very 

important for consumer behaviour researcher and online retailer to have a deeper 

understanding on the factors that influence their online shopping behaviour. This 

belief is examined in this research. 

Thus, the employees have a higher possibility involving in e-commerce transaction. 

Previous study on spending habit among Malaysian students stated that most of the 

students doesn't have financial plan yet bnt their purchasing power are very high 

because of the trending. Therefore, the aim of this paper is to research in terms of 

employee's perspectives towards Islamic online business at As-Sofa Islamic College. 

The research by Shahar F.A (2016) is to analyse factors that influence student's 

behaviour towards online shopping in the context of undergraduate student in School 

of Business Management. This research will use two theory which is Technology 

Acceptance Model and Theory of Planning Behaviour. 
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The independent variable suggests by the researcher in this study is ease of use, 

perceived usefnlness, brand orientation and website design. The findings of the study 

it turns to positively significant relationship with the online shopping behaviour 

towards ease of use, perceived usefnlness, brand orientation and website design among 

undergraduate student at School of Business Management. 

According to Katawetawaraks & Wan gs (2011  ), online shopping become popular 

among consumers and it is a new shape and innovative for shopping which is not only 

to give a lot of benefit to consumer for them to make a choice of product but also give 

a good opportunity to business to expand their marketing strategies and get more 

potential or actual consumers around the world. 

Furthermore, the previous studies mentioned that Asian internet users a.re higher than 

Africa as at 30 June 2010 based on the Internet Worlds Statistics (2010) but from the 

penetration rate of internet, Asia was a lower compared with the other country. So, 

implication from the internet benefit most consumer daily life is change and become 

more easier and effectively from the working environment, cor.rununication and spread 

of information (Tonita Perea y Monsuwe, Benedict G. C. Dellaert, 2007). 

Online shopping also can be described as consumer action for purchasing any product 

or services directly with vendor through internet. The online shopping activities can 

be done either used online shop, e-shop, e-store, Internet shop or online store, 

transaction online shopping through Internet for the products or services are explained 

in a text, image any possible multimedia files. Due to the advantages of online 
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shopping, its encouraged consumer to purchase any product or services quickly, more 

variety of products and offered to consumer with a reasonable price compared 

traditional shopping (Katawetawaraks & Wang, 2011) .  

Furthermore, extract from Bhatnagar, Misra & Rao (2000) discussed that the online 

shopping is a main method communication between vendor and consumers most of 

the teenagers and young adult are preferred towards online shopping due on the booms 

of the population among them. In addition, online shopping provides a bunch of unique 

value compared with the traditional shopping but online shopping still not capture all 

the level of consumers because of various elements such as age and education. From 

the previous studies it's shown that online shopping provides and offered a lot of 

advantages for consumers to purchase any products and services through internet. 

The usage of internet also increased from time to time equivalent to the technology 

advancement. Refer to Ecommerce in Malaysia get Ranked Malaysia, have shown that 

the internet usage in Malaysia has a positive prediction of the e-commerce industry, 

which reflect Malaysians' acceptance of new technology, increasing trend for online 

shopping and increased number of online usages. 

Followed by Childers et al (2001) mentioned that the online shopping in Malaysia are 

been accepted by vendor and consumer to purchase through online as a substitute with 

other type to shop. However, there is challenging for the business to persuade 

consumer in Malaysia to do an online shopping. 
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With the emergence of the internet, Internet-based electronic commerce developed and 

this environment provide individuals to reach information about products and services 

easily. Moreover, commercial organizations have moved to incorporate the World 

Wide Web into their promotional campaign, and by offering the facility of online 

purchasing and like many other innovations 'online shopping' has become a part of 

our lives. 

It is no secret that businesses main goal is to sale and sale is provided for other party, 

consumers. Therefore, for commercial activities, analysing consumers' behaviour is 

crucial and since there is no face to face interaction in online businesses, it becomes 

more important to understand key features of consumer behaviours. Nazir et al (2012) 

indicates the importance of the relationship between the marketing strategy and the 

behaviour of consumer. He illustrates that the strategy is about increasing the 

probability and frequency of buyer behaviour and requirements for succeeding in 

doing this are to know the customer and understand the customer's needs and wants. 

Furthermore, the internet business has created more competitive environment, 

understanding features of online shoppers' behaviours have been more important. 

Moreover, it should be analysed by online sellers that 'why some still prefer not to buy 

online' (Rachel Mei Ming Wong, Shiet Ching Wong, 2018) .  

Consequently, analysing behaviour of online consumers have carried a crucial part for 

marketing science (Y. J. Lim, Osman, Salahuddin, Romie, & Abdullah, 2016). 
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Furthermore, businesses and academics are aware of this issue critically therefore over 

years, increasingly many studies are represented. 

Islamic ethics is a code of conduct that calls for mankind to undertake a continuous 

process of self-purification, in thought, feelings and emotions (Ismaeel & Bl aim, 2012) 

in social interactions through intentions and deeds that benefit other human beings as 

well as other creations of God; in using the resources that God has given him in a wise 

manner; and in bringing him closer to the ideal as described by the Prophet: "the best 

amongst you are those who are the owners of the best morality." 

For man's conduct to be ethical as per Islam, there are two conditions which must be 

fulfilled: his intention must be good and his action must be according to what God has 

instructed. If either is corrupt, his behaviour is unlikely to meet ethical standards 

(Arslan, 2009). For example, if a wrong deed was done with good intentions that 

ultimately produced a good outcome, it cannot be termed ethical. If the intentions were 

wrong to begin with, and the outcome was accidentally good, there is no question of 

ethical behaviour. Good intentions and good deeds must go hand in hand (Badawi, 

2001). 

Every Muslim should concern about Islamic ethics in any aspects. Islamic ethics 

including a purify in heart, clean and clear, transparent, honest, patient, and good 

(Badawi, 2001) . There are three very important and interrelated ways in which ethical 

principles in Islam differ from those that are understood and practised in the West. The 

first is the concept of individual freedom and independence. In Islam, one's freedom 
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ends where another's physical and moral space begins. Indeed, alongside freedom of 

expression and liberty for individuals, society also has moral rights. Thus, how one 

individual behaves morally must be guided by how that behaviour impinges upon and 

influences the behaviour of those around him (Arslan, 2009). 

2.2 PERCEIVED EASE OF USE 

Davis (I 989) defines perceived ease of use (PEOU) as the degree to which a person 

believes that using a particular system would be free from effort. Customers believe 

that retail website can help them to search more information with less effort. 

Technology Acceptance Model (TAM) has shown that Perceived Usefulness and 

Perceived Ease of Use are the external factors that influence the behaviour intention 

to use and then finally it moves towards the actual system use. 

According to Rogers (1962) PEOU is the term that represents the degree to which an 

innovation is perceived not to be difficult to understand, learn or operate. He further 

stated that PEOU is the degree to which consumers perceive a new product or service 

as better that its substitutes (Rogers, 1983). Similarly, Zeithaml et al. (2002) stated that 

the degree to which an innovation is easy to understand or use could be considered as 

PEOU. 

According to Mathieson (1991 ), the PEOU is the consumers perception that banking 

on the internet will involve a minimum of effort. Similarly, Consult (2002) noted that 
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PEOU refers to the ability of consumers to experiment with a new innovation and 

evaluate its benefits easily. He also affirmed that the drivers of growth in electronic 

banking are determined by the PEOU which is combination of convenience provided 

tot hose with easy internet access, the availability of secure, high standard electronic 

banking functionality, and the necessity of banking services. 

PEOU was theorized as a direct determinant of Behavioural Intention (BI). In addition, 

a number of researchers found a support to the indirect relationship of PEOU on BI 

through PU (Almajali et al., 2016). Stronger evidence supported the important role 

that PEOU play in predicting the BI (Davis, 1989). 

Reviewing the literature, the majority of the subsequent studies about student 

perceptions on using technologies support the important role that PEOU plays in 

predicting the BI (Liu et al., 20 I 0). However, the degree of significance was different 

between the findings in the literature. 

The difference in the findings was based on the field of study, sample size, or 

techniques used for analysing. For example, Peng et al. (2009) found that PEOU was 

the strongest determinant on the intention to use the system, which supported the 

findings of Chang and Tung's (2008) study. Furthermore, Saeed and abdinnour-Helm 

(2008) found that PEOU have a direct and significant influence on BI. However, it was 

not the strongest predictor on the BI to use to the system. In contrast, Chesney (2006) 

concluded that PEOU did not have a direct and significant influence on the intention 

to use the system. 
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2.2.1 RELATIONSHIP BETWEEN PERCEIVED EASE OF USE AND 

ONLINE SHOPPING BEHAVIOUR. 

Online retailing is timely and convenience. Reibstein (2016) state that the customers 

experience the ease of use including ease of ordering, functionality, navigation of 

websites and the accessibility of information. 

As an employee, they were very busy with the family, students and workload. Thus, 

online shopping can be very helpful for them in saving time. Even though these 

employees are already alert with the security awareness where the transaction may 

become fraud and cyber-theft, it doesn't stop them in involving in the e-commerce 

transaction. Convenience and saved time were offered by online shopping which were 

two motivating factors for online purchases (Hasan, 2010). 

The key factor affecting customers' attitudes and behaviours in the online 

environment. Jiang, Zhilin, & Jun (2013) stated that the convenience dimension of 

online shopping has been one pf the principal motivations behind customers' 

inclinations to adopt online shopping. Seiders, Berry, and Gresham (2000) proposed 

that dimensions ofretail shopping convenience include access, search, transaction, and 

possession all of which involve concepts of the speed and ease with which consumers 

can reach or engage a retailer, identify and select products, amend transactions, and 

obtain desired products. Based on the considerations, it is hypothesized that perceived 

convenience in the online environment also affects perceived ease of use. 
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Previous studies indicated that perceived product quality played a crucial role in 

purchasing choices (Bruck, Zeithaml, and Naylor, 2000, cited in Bei and Chiao, 2001). 

Previous studies also discussed service quality as a key construct in measuring 

consumer satisfaction and loyalty (Parasuraman, Zeithaml, and Be1Ty, 1985). Product 

and service quality in the online environment is difficult to assess (Figueiredo, 2000) 

because of the virtualized space. Customers in the on line environment rely on reviews 

(Jensen et.al., 2013) and word of mouth (Shen, Li, & DEMoss, 2012) to predict 

perceived product and service. How easily perceived product and services quality can 

be determined by the Web influences ease of use and purchase intention. 

Online customers might prefer to order products online either because they do not 

prefer a salesperson's interference because they think on line stores might provide more 

objective and detailed information. Previous studies discussed the role of salespersons 

and task characteristics, such as skiJJ variety. Task identity, task significance, and 

feedback (Teas, 1982). Consumer might prefer to read product specifications from 

Web pages rather than to listen to a salesperson. 

2.3 PERCEIVED USEFULNESS 

Davis (1989) defines Perceived Usefulness (PU) as the degree to which a person 

believes that using a specific system would improve his job performance. According 

to Davis et al. (1992), PU refers to consumers perceptions regarding the outcome of 

the experience. Davis ( l 993) defined PU as the individual's perception that using the 

new technology will enhance or improve his/her performance. Similarly, Mathwick et 
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al., (200 l) defined PU as the extent to which a person deems a particular system to 

boost his or her job performance. 

The application of the concepts of PU in the context of electronic conunerce, the utility 

is the efficiency with which Internet shopping helps. Perceived usefulness has a direct 

influence on intention to use Internet as a purchase mechanism (Renny, Guritno, & 

Siringoringo, 2013). 

Research also explains that perceived usefulness demonstrates a stronger effect on 

shopping intention compared to perceived ease ofuse (F. Davis, 1989). This is because 

the uses of information technology have become a daily routine. Due to this reason, 

people will find that buying through online are very useful since they can easily search 

the product or services that they want to and just Google it. From this explanation it 

shows that, people can make a research before they buy the product. The testimonial 

and feedback from the other consumers are very important for new buyer on specific 

product. 

Koufaris (2004) have also stated that perceived usefulness for online purchases is a 

consumer's subjective probability thinking that Internet usage will find it very useful 

and it only takes a couple of minutes to pay for the purchase product. The customers 

will not experience to queue up at the cashier, but with one click the payment for the 

items is done. 
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The importance of PU has been widely recognized in the field of electronic banking 

(Guriting and Ndubisi, 2006). According to Guriting (2006), usefulness is the 

subjective probability that using the technology would improve the way uer could 

complete a given task. 

2.3.1 RELATIONSHIP BETWEEN PERCEIVED USEFULNESS AND 

ONLINE SHOPPING BEHAVIOUR 

The perceived usefulness of the website usually depends on the efficiency of 

technological characteristics such as advanced search engines and the personal service 

provided by the service provider to consumers (Kim & Song, 2010). Various 

information and high-quality goods descriptions must be provided to the customers in 

making a well-informed decision. 

Previous studies on PU were mostly conducted in developing countries such as China 

(he et al., 2008; Hu et al., 2009; Lai & Wang, 2012; Liu et al., 201 O; Xie et al., 20 1 1 )  

Vietnam (Nguyen & Barret, 2006) and Iran (Aghdaie et al., 2011)  while a minor 

percentage conducted in developed countries such as Taiwan (Liao et al., 2013), South 

Korea (Kim & Song, 2010; Seo, Kun & Dae, 2013) and Spain (Carla & Joaquin, 2013). 

It is because developing countries are still at the infant stage of information technology 

compared to developed countries (Hana, Mike & Pa.rvaneh, 2012). 
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Previous studies on the correlation between perceived usefulness and consumer 

behaviours were conducted (Aghdaie et al., 2 0 1 1 ;  Hernandez et al., 201 1 ;  Ndubisi & 

Jantan, 2003). Hernandez et al. (2011)  revealed that PU has significant effect towards 

online shopping behaviour in Spain but Aghdaie et al. (2011) suggested that PU do not 

have significant effect on internet purchasing behaviour in Iran. 

It could be due to different standpoints of respondents from developed and developing 

country regarding the PU usefulness influence on their internet shopping behaviour. 

Concerns of price, quality, durability and other product-related aspects are the main 

d.ri vers of buying decision in developed countries but the considerations could be vary 

from the developing countries (Ahmed, 2012). 

Previous study in Malaysia found that PU of a specific system will have a direct 

significant impact on its information system usage (Ndubisi & Jantan, 2003). 

According to Enrique et al. (2008), Kirn & Song (2010) and Xie et al. (2011), PU was 

proven to have significant impact on the intention to purchase via internet. A supported 

study by Kirn & Song (2010) advocated that consume.rs expected to receive useful 

information and to browse through merchandise conveniently for purchase. Otherwise, 

the online shoppers will shift to their competitors since there a.re many similar products 

on sale in other on line store (Kim & Song, 20 I 0). In short, PU will influence conumers 

intention to purchase in high risk condition (Xie et al., 2011) 
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2.4 ISLAMIC ETHICS 

Moral estimations of any general public are known as Morals, that arrangement of 

good practices those recognize good and bad. Morals applies to every human action. 

Morals are the rules that characterize a conduct right, legitimate and great. Morals 

never manage a solitary game-plan. They generally give methods for assessing and 

settling on contending alternatives. 

From the Islamic perspective, there is no immediate interpretation or importance of 

morals or moral conduct, yet the term most firmly identified with morals in the Quran 

is call 'khuluq'. Contingent upon the interpretation, this could be deciphered as 

'character' (Abdullah Yusuf Ali); or 'lifestyle'; which depicts a man's 'character', 

intrinsic manner' and in addition 'constant conduct' (Muhammad Asad). 

In spite of the fact that there is no particular interpretation, the Quran utilizes numerous 

terms to portray the idea of goodness or great conduct, for example, 'khayr' (goodness), 

'birr' (uprightness), 'gist' (value), 'adl' (harmony and equity), 'haqq' (truth and right), 

ma'ruf (known and endorsement) and 'taqwa' (devotion). Islamic morals are moored 

by four sources: 

I. The Quran which communicates the work and will of Allah 

IT. The Sunnah, or, in other words of traditions and practices dependent on the 

ways and deeds of Prophet Muhammad and expounded on by researchers. 

III. Islamic Law, which draws on the initial two sources and is set by agreement. 
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IV. A person's very own soul when the way has not been illuminated by the initial 

three sources. (Muzhafar, 2009) 

Islam recognizes the significance of business or exchange. Indeed, the Prophet 

Muhammad was a vendor engaged with universal exchange before his perfect 

obligation. At the point when the Qur'an was uncovered to the Prophet Muhammad, 

he made outings to significant exchange base on Mecca with the end goal to spread 

the message of Islam. In this manner, exchange was seen as a need for acquainting 

Islamic conviction with individuals. Being a specialized instrument among Muslims 

and non-Muslims, exchange assumed a huge job in spreading Islam. In this regard, 

there are particular standards and rules worried about the financial part of Muslims' 

lives in the essential wellsprings of Islam; the Qur'an and Hadith. 

The Qur'an unequivocally expresses that exchange itself is admissible. " . . .  yet Allah 

has allowed exchange and has illegal intrigue" (Qur'an,2:275). The purchaser ought 

to be educated about such defect(s) and it is dependent upon him/her to acknowledge 

to get it or not and at what cost. The Prophet educated: 

"The purchaser and the merchant have the choice (to drop or affirm the deal. 

Furthermore, on the off chance that they talked reality and clarified (the deformities 

of the products), at that point they would be honoured in their deal. What's more, on 

the off chance that they hold lies and shrouded a few imperfections, their deal would 

be denied of Allah favouring" 
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Islam additionally stress perspectives trustworthiness in all issues is moral necessities, 

including the satisfaction all things considered, responsibilities and assertions. "Also, 

the individuals who keep their trusts and guarantees" (Quran,23:8). One part of 

genuineness is to give the full weight and measure, "give full measure and don't be of 

the individuals who cause misfortune (to other people). What's more, weigh with an 

even (fair) balance" (Qur'an 26: 18 1 - 182 ) .  The Prophet tended to the issue of conning 

in excess of one Hadeeth. Following is a precedent, "any individual who cheat us isn't 

of us". 

The sections of the Qur'an and the hadith of the Prophet salJallahu'alaihi wa sallam 

have demonstrated the commitment to satisfy the guarantee and the promise ofloyalty. 

Also, clarify the terrible ones who damage them or don't tail them. Here and there not 

keeping (guarantees and steadfast faithfulness) prompts scepticism. As happened to 

the Offspring of Israel and others. When they break the guarantee and pledge of 

devotion to their Ruler. They deserted the guarantee of God as confidence, following 

His Messengers. 

God stated, Al-Isra ': 34.' And satisfy the Guarantee of Allah '"(Surah Al-An'am: 152)" 

And satisfy the guarantee: And Allah talked when He applauded His hirelings the 

devotees, "The individuals who satisfy the guarantee of Allah and don't break the 

agreement." (QS Ar-Ra'du: 20) 
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Nash-nash in the Book and the Sunnah is a ton and clear guidelines are the commitment 

to satisfy (guarantee) and haramnya disregard and sell out. Every one of the sections 

that have the guarantee and the promise of dependability demonstrate that both 

literarily and completely. What's more, the conduct of the Prophet sallallahu'alaihi wa 

sallam and his buddies is a genuine verification in his acknowledgment. 

Each merchant needs benefit. As a Muslim, we should ingrain trustworthiness in 

ourselves since genuineness will convey endowments to other people, our country, and 

our nation. With the foundation above then in this paper, analyst will talk about the 

Ayat of Trustworthiness, translating a nisa section 135 about genuineness, that is the 

achievement of the Prophet's method for exchanging. 

"0 adherents, be the general population who are truly authority of equity, be observers 

for Allah even against yourself or your folks and relatives. On the off chance that he 

is rich or poor, at that point God knows better. Along these lines, don't pursue your 

desire since you need to veer off from reality. What's more, in the event that you pivot 
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(words) or decline to be an observer, at that point clearly Allah is known well what 
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Figure 2. I 
Shariah Compliant Model of Business Entities (lrawan, 2011)  

Figure 2.1 shows Shariah Compliant Model of Business Entities were introduced by 

Ira wan (201 1  ). According to Ira wan (2011 ), the model of Shariah compliant of 

business should focusing on at least five aspects of business entities: the function of 

management, the process of business, corporate culture, corporate governance and 

corporate social responsibility. 

The advanced type of shariah consistent business will be better on the off chance that 

it pursues the present business frame that has been honing by the greater part of 
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business elements as of now. The distinctions shape that has been rehearsing by the 

vast majority of elements at present. 

The distinctions are on the standards esteems and central of tenets on the embodiment 

of business exercises. In the cutting-edge world, we live in now, coordinated effort and 

systems administration between individuals, countries, and additionally business 

elements can't be kept away from, and even it winds up vital for the improvement of 

humanity. The joint efforts and systems administration are crossing distinctive culture, 

qualities and confidence or religion foundation, with obviously still need to regard the 

contrasts between those culture, qualities and religion. 

Shariah consistent business elements should open itself to work together with different 

business substances (non shariah agreeable), as long as it's not against the Islamic 

standards and values, and moreover offer advantages to the general public and 

humankind. In this way, the model of shariah agreeable business substances ought to 

likewise be adequate by other sort of business elements. 

Without that, it will be hard to have a coordinated effort. The mix of the cutting-edge 

type of business elements and Islamic principles and qualities is the vital angle that 

should be consider by all shariah consistent business. That they require following the 

rules of Islamic standards, as well as endeavour to frame themselves in the shape that 

is satisfactory by the advanced business, without need to trading off their own basic 

standards and qualities. 
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This is the test for those business elements that has Islamic brand connect to it, e.g. 

Islamic keeping money, Islamic protection, Islamic capital market, and other Islamic 

non-monetary establishment and organizations. Each business that has Islamic brand 

ought to pursue the Islamic standards and qualities in all parts of its exercises, and in 

addition frame themselves as present business practices and substances. What 

happened now, some of them have a tendency to pursue certain Islamic principles and 

qualities on specific angles yet have a tendency to overlook it on different perspectives, 

since they an excess of centring themselves to suit their business frame with the 

cutting-edge shape. 

The model of shariah agreeable of business should concentrating on no less than five 

parts of business elements: the elements of administration, the procedure of business, 

corporate culture, corporate administration, and corporate social obligation. 

For this examination, the scientist will centre on Islamic morals which are in the 

corporate Islamic culture. The specialist put the Islamic morals as free factor to see the 

connection between the Islamic morals and web-based shopping conduct that will 

apply by As-Sofa Islamic College. 
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2.4.1 RELATIONSHIP BETWEEN ISLAMIC ETHICS AND ONLINE 

SHOPPING BEHAVIOUR 

A few quantities of studies have been completed to investigate the relationship of 

internet shopping conduct. The exploration by Shahar F.A (2016) is to break down 

components that impact understudy's conduct towards internet shopping with regards 

to undergrad understudy in Institute of Business Administration. This exploration will 

utilize two hypothesis which is Innovation Acknowledgment Model and Hypothesis 

of Arranging Conduct. 

The autonomous variable recommends by the scientist in this investigation is 

convenience, seen helpfulness, mark introduction and web composition. The 

discoveries of the examination it swings to decidedly noteworthy association with the 

web-based shopping conduct towards convenience, saw value, mark introduction and 

web composition among undergrad understudy at Institute of Business Administration. 

Also, examine which is Islamic business morals and its effect on key business basic 

leadership procedure of Muslims by Zeynep (Arslan, 2009). The motivation behind 

this examination is to investigate the effect of Islamic moral qualities on subjective 

reasoning of an ardent Muslim in the key business basic leadership process and 

functional ramifications of those qualities in a business setting. This investigation 

meant to give profitable experiences into Islamic business rehearses that might be of a 

basic significance in a universal business setting. 
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2.5 UNDERPINING THEORY 

This segment about a hypothetical model structure of the web based shopping conducts 

that impact the Islamic morals. The accompanying graph portrays the things used to 

decide the internet shopping conduct and Islamic morals in different areas. 

2.5.1 TECHNOLOGY ACCEPTANCE MODEL (TAM) 

Perceived 
Usefulness 

Intention to 
Use 

Perceived 
Ease of Use 

Figure 2.2 
Technology Acceptance Model (TAM Model) 

Usage 
Behavior 

In 1980, Innovation Acknowledgment Demonstrate (Hat) has been proposed by Aijen 

and Fishben (Ajzen, 1991) .  Be that as it may, Fred Davis (1989) have built up this 

hypothesis in 1989. The purpose behind this model to be existed is to demonstrate that 

the data innovation (IT) has moved toward becoming piece of individuals' life and used 

to clarify what are the individual expectations on data innovation (IT). This model 

additionally has been seen generally by web client to acquire data and have a superior 

comprehension towards web-based business from client point of view. 
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Figure 2.2 demonstrates the model creates by Fred Davis and Richard Bagozzi in 1989. 

Essentially, Hat is a data framework hypothesis that clarifies all in all on how client 

acknowledges and utilizes an innovation. It likewise plots a couple of quantities of 

elements that affect a customer's decision and, meanwhile, it deals with the how and 

when customers will use it. The model deals with the affirmation of information 

technology (F. Davis, 1989). There are two outside components that impact clients to 

choose which are Seen Convenience (PU) and Saw Usability (PEOU). 

From the figure 2.2, it demonstrates that Apparent Convenience and Saw Usability are 

the outer elements that impact the conduct aim to utilize and after that at last it moves 

towards the real framework utilize. From this figure, it clarifies that client will initially 

consider that he or she utilizes the specific framework. that would be free from exertion 

and that is PEOU factor and after that this factor prompts one's reasoning specific 

framework will expand one's activity execution and that is PU factor, and afterward he 

or she will push ahead to consider making and expectation to utilize that framework 

lastly the will really utilize the framework. 

Davis (1989) characterize Apparent Value (PU) as "how much a man trusts that 

utilizing a specific framework would improve his or her activity execution" and in his 

very own words Davis (F. D. Davis et al., 1989) additionally characterize the Apparent 

Convenience (PEOU) as "how much a man trusts that utilizing a specific framework 

would be free from exertion." The principle reason for Innovation Acknowledgment 

Demonstrate (Cap) is to clarify how a client acknowledges a particular innovation. 
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2.6 SUMMARY 

In this chapter, readers will gam an understanding about the definition and 

conceptualization of the online shopping behaviour, technology acceptance model 

(TAM), Shariah Compliant Model of Business Entities, ease of use, usefulness and 

Islamic ethics. In general, this chapter explains on how behaviour can influence a 

person to involve in online purchase. 

According to Ajzen and Fishbein (1980) single behavioural observation can be 

aggregated across contexts and times to produce a more broadly representative 

measure of behaviour. The dependent variable in this study is online shopping 

behaviour and the independent variables are ease of use, perceived usefulness and 

Islamic ethics. 
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CHAPTER3 

RESEARCH METHODOLOGY 

3.0 INTRODUCTION 

This chapter will discuss the whole progress involved in this research. This includes 

research framework, variables used, research design pilot test, analysis data method 

and reliability test. 

3.1 RESEARCH FRAMEWORK 

Research system controls the exploration and distinguishes the factors to be estimated. 

As indicated by Trochim (2006) expressed that there are two zones engaged with 

research, for example, hypothesis and perception. 

The examination has proposed three free factors which are usability, handiness, 

Islamic morals and the needy variable is web-based shopping conduct. 
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Ease of use 

I Usefulness I 
Islamic Ethics 

Independent Variable 

Figure 3 . 1  
Research Framework 

3.2 HYPOTHESIS DEVELOPMENT 

.. 
Online Shopping 

Behaviour 

Dependent Variable 

Based on the literature review above, the researcher can conclude the hypothesis as 

below: 

Hl: There is relationship between ease of use and online shopping behaviour 

H2: There is relationship between usefulness and online shopping behaviour 

H3: There is relationship between Islamic ethics and online shopping behaviour. 

H4: There is effect between ease of use, usefulness and Islamic ethics on online 

shopping behaviour. 
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3.3 RESEARCH DESIGN 

The research design alludes to the general technique that you coordinate the diverse 

parts of the study in a lucid and sensible way, accordingly, guaranteeing will viably 

address the examination issue; it constitutes the plan for the accumulation, estimation, 

and investigation of information. Research design is how we do our research and how 

we approach our subject to complete the study. According to Sekaran and Bougie 

(2014), a research design is a blue print for the collection, measurement, and analysis 

of data, based on the research question of the study. 

The research design in this study is emphasizes about sampling data, sample size, data 

collection technique and how to build the questionnaire. This research approach is also 

using the survey method which it based on the several research hypotheses which 

construct based on research question. The unit of analysis is individual, which is 

employee of As-Sofa Islamic College. 

In this study, the researcher is using the quantitative analytical approach in this study. 

This is the primary data method. This is because, researcher is using the questionnaire 

to obtain data from large population. Questionnaire is suitable and preferable approach 

to collect such a huge quantitative data. The respondents of this study are the employee 

of As-Sofa Islamic College. 

45 



The survey that applied in this research based on the previous study. Thus, it will 

increase the level of accuracy on the results. After the surveys are collected, then it 

will be run in SPSS software version 24.0. 

3.4 POPULATION AND SAMPLE 

Polit and Hungler (1999) define a population as the totality of all subjects that conform 

to a set of specifications, comprising the entire group of persons that is of interest to 

the researcher and to whom the research results can be generalized. In this study, the 

respondent is chosen from As-Sofa Islamic College. 

There is employee which is staff and lecturer. In the As-Sofa Islamic College have two 

categories, there is academician and administration. In academician has a several 

departments, which is Department of Syariah Islarniyyah, Department of Usuluddin, 

Department of Islamic Finance and Banking, Department Al-Quran and Qiraat and 

Department of Public Study. The researcher obtains the number of employees of As 

Sofa Islamic College is from administration of As-Sofa Islamic College. 
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Table 3.1 
Statistics of employees of As-Sofa Islamic College. 
Departments 
Administration 
Syariah Islarniyyah 
Usuluddin 
Islamic Finance and Banking 
Al-Quran and Qiraat 
Public Study 

Number of employees 
30 

25 

18 

16 

13 
14  

Sources: Department of Administration As-Sofa Islamic College 

Sampling is the process to select the right organization, people, event and population. 

We must select population, organization, gender, age, position, education level, work 

and marital status. For this study, there is a few criteria have to include to sampling 

frame such as a, gender, age, race, education level, position, status, internet usage, 

frequency of internet usage, income & on line purchases. This sampling frame is limit 

to the employees of As-Sof a Islamic College. 

3.5 SAMPLING TECHNIQUE 

According to Goodman and Kish (1950), a sampling technique is defined as 

introducing control into selection of n out of N sampling units when it increases the 

probabilities of selection for preferred combinations of units. For Hajek (1959), the 

statistician's strategy in probability sampling consists in the choice of the sampling 

design (plan) and of the estimation method (procedure). Also, it's also defined the 

sample as a subset of the population. However, one could think of a more detailed 

specification of the sample. For example, it is possible to define it as an ordered subset 

of the population, or, still more distinctively, as a sequence, all members of which 

belong to the population. 
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As indicated by Krejcie and Morgan ( 1970), a base example size of 92 is required for 

120 to speak to represent a cross-section of the population. However, the sample for 

this study will be 1 16  out of 1 1 6  populations of employee in As-Sofa Islamic College. 

For this examination, we were used convenient sample. 

55 48 320 175 2200 327 

60 52 340 181 2400 331 

65 56 360 186 2600 335 

70 59 380 191 2800 338 

75 63 400 196 3000 341 

80 66 420 201 3500 346 

85 70 440 205 4000 351 

90 73 460 210 4500 354 

95 76 480 214 5000 357 

100 80 500 217 6000 361 

110 86 550 226 7000 364 

120 92 GOO 234 8000 367 

130 97 650 242 9000 368 

Figure 3.2 
Table for Determining Sample Size from a Given Population 

Due to the constraint in doing research, purposive sampling is the most suitable for 

this study. Purposive sampling relies on the researcher judgement in order to decide 

the respondent. Thus, the respondents should be fulfilled the criteria before participate 

to answer the questionnaires; 

1. The respondents must be from As-Sofa Islamic College 

u, The respondents must be one of the departments; administration or 

academician 

111. The respondents must have an experience using online shopping. 
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3.6 RESEARCH INSTRUMENT 

Survey is basically an apparatus in gathering and recording data about a specific issue 

of intrigue. There is rundown of inquiries for respondents to reply. However, surveys 

ought to incorporate an unmistakable guidance and space to comfort the respondent. 

Surveys ought to have an unequivocal reason that is identified with the target of the 

exploration and it should be obvious from the earliest starting point how the finding 

will be used. Respondents in like manner ought to be made aware of the explanation 

behind the exploration wherever conceivable, with the goal that the scientist will get 

the input that can gave exact discoveries. 

3.6.1 QUESTIONNAIRE 

Questionnaires are a popular method of collecting data, but are difficult to design and 

often require many rewrites before an acceptable questionnaire is produced. 

Questionnaires were been given for three days to completed. In this study information 

was gathered by utilizing organized meeting plans. The organized survey plan 

contained the accompanying segments: 
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Table 3.2 

s f ection c, auestions 

Section Item Measure 
I Questions related to demographics such as gender, 

age, race, education level, position, status, and 
10 Nominal 

internet usage, frequency of internet usage, income 
& online purchases. (D) 

2 Questions related to Ease of use. (IV) 9 Scale 
3 Questions related to Usefulness. (N) 4 Scale 
4 Questions related to Islamic Ethics (N) 6 Scale 
5 Questions related to Online Shopping Behaviour. 

1 1  Scale 
(N) 

The question that been distribute contain 40 questions. This examination used score 

five-point Likert scale (l =strongly disagree to 5=strongly agree) that included a neutral 

response (3=neither agree nor disagree). The motivation behind utilizing this Likert 

scale strategy is respondents can answer the inquiry as per their level of concurrence 

with a given proclamation by path on their level of concurrence with a given 

articulation by method for an ordinal scale. Likert scales are non-relative scaling 

strategy and are one-dimensional which it just estimates a solitary characteristic. The 

original question has been adopted from various sources. 
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Table 3.3 
Source of auestion 

No Variable 
1 .  Online 

Shopping 
Behaviour 

Item 

l .  I  shop online as I can shop in privacy 
of home 

2. I shop online as I do not have to leave 
home for shopping 

3. I shop on line as I can shop whenever I 
want 

4. I shop online as I can then save myself 
from chaos of traffic 

5. I shop online as I can save myself from 
market crowd. 

6. I shop online as I can get detailed 
product information online. 

7. I shop online as I get broader selection 
of product on! ine. 

8. Online shopping gives facility of easy 
price comparison. 

9. I shop online as I get user/expert 
reviews on the product 

I 0. I shop online as I can take as much 
time as I want to decide 

Source 
(Mohammad, 
H.M., Hossein, 
R.D., Mojtaba, N., 
Amir, P., & 

Ahmad, 2015) 

2. 

3. 

Ease of Use l .  I  would find doing on line shopping and 
web-based online transaction easy. 

2. I would find interaction through web 
pages clear and understandable. 

3. I would find it is easy to become skilful 
at navigating the web pages. 

4. Overall, online shopping or transaction 
would be easy for me. 

Usefulness 1. The website I use for my online 
shopping is useful for searching and 
purchasing. 

2. The website I use for my online 
shopping improves my performance in 
searching and purchasing. 

3. The website I use for my online 
shopping enables me to search and 
purchase faster. 

4. The website I use for my online 
shopping enhances my effectiveness in 
searching and purchasing. 

5. The website I use for my online 
shopping makes it easier to search for 
and purchase. 

6. The website I use for my online 
shopping increases my productivity in 
searching and purchasing. 

Ramayah, T., & 

Joshua, I. (n.d) 

Gefen, D., 
Karahanna, E. and 
Straub, D.W., 
(2003) 
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4. Islamic 
Ethics 

I .  The online business that I choose is 
'halal' and good (lrawan, 2011) 

2. I am watching the product being sold 
3. I bought 'halal' product in Islam 
4. I bought a good and clean product 
5. I choose to buy with trustworthy, 

honest and responsible sellers. 
6. I once bought with dishonest seller 
7. I always make an assessment before a 

purchase is made. 
8. The items that I buy are usually as 

promised 
9. I bought with a trusted seller only 
10.J bought products from Muslim sellers 

only 
1 1 .  I  bought according to the guidelines set 

out in Islam. 

3.7 DATA COLLECTION PROCEDURE 

Data Collection is the technique of get-together and measuring information on cent.red 

variables in a set up efficient configuration, which then enables one to answer 

noteworthy request and survey results. For this examination, information will be 

gathering as survey or questionnaire. The data is quantitative. The data will be 

collected by give the questionnaire to the population that we target to answers the 

question without controlling their opinion. 

In order to gain data, the researcher distributes 116 questionnaires towards the 

employee of As-Sofa Islamic College. The researcher approaches them and identifies 

their sources at their office let them participate in the questionnaire. Even though, the 

sampling supposed to be 92 employees, however, the researcher distributes more 

because there are circumstances that the questionnaires could be invalid to be use in 

this study. Sometimes the questionnaires are incomplete and some of them are loss 
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during data collection. That is why the researcher needs to ensure that the participants 

are fulfilling the criteria needed. 

3.8 STATISTICAL METHODS 

For this study, questionnaire was instrumenting of this study and was analyse it using 

IBM Statistical Package for Social (SPSS) as instrument for analyse data for us to 

understand and relate between opinion, the variable and relationship. Several statistical 

techniques were used to analyse the data which we focus on using Pearson 

Correlation Coefficient and Multiple Regression. 

3.8.1 RELIABILITY ANALYSIS 

Cronbach's Alpha is the most broadly perceived extent of internal consistency or 

steadfast quality. The estimation of Cronbach 's Alpha will decide whether the 

inquiries that the scientist utilizes in the poll are solid or not. Along these lines, in this 

examination the analyst will play out this investigation since the poll utilized in this 

exploration have a different Likert inquiry in an overview and survey that shape a 

scale. The most widely recognized type of inside consistency unwavering quality 

coefficient is between O to 1.00. As indicated by Bougie and Sekaran (2010) they 

expressed that regularly unwavering quality coefficient that considered as high 

dependability principles if the score over 0. 70. 
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3.8.2 DESCRIPTIVE STATISTICS 

Clear insights are an arrangement of brief engaging coefficients that abridges a given 

informational index, which can either be a portrayal of the whole populace or an 

example. The estimation of standard deviation and change in measurement will clarify 

the division of every factor. 

3.8.3 HYPOTHESES TESTING 

A hypothesis test is a statistical test that is used to determine whether there is enough 

evidence in a sample of data to prove that there are correlate between each other in 

respective of each variable. 

HI It is relationship between perceived of usefulness and online shopping 

behaviour. 

H2 It is relationship between ease of use and online shopping behaviour. 

H3 It is relationship between Islamic ethics and online shopping behaviour. 

It is has effect between perceived of usefulness, ease of use, Islamic ethics 
H4 

and online shopping behaviour. 
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3.8.4 MULTIPLE REGRESSION 

Multiple regressions are an extension of simple linear regression. It is used when we 

want to predict the value of a variable based on the value of two or more other 

variables. The variable that will be predicted is dependent variable. Hence, the 

researcher can prove if the independent variables have a relationship with the 

dependent variable. 

3.8.5 PILOT TEST 

The event of an occasion, which might be random to the concentrate however can 

influence the aftereffect of the study, represents a conceivable risk to the interior 

legitimacy of the information (Burns & Grove, 2001). This as a rule relies on upon the 

extent to which the specimen speaks to the population. According to Denne and 

Jennison (1999) a change gauge got from a little pilot trial can be liable to significant 

inspecting mistake. 

On the other hand, an appraisal taking into account information from pa.st trials might 

be liable to inclination if those studies occurred under various populaces from the 

present study. Baker (1994) characterizes pilot contemplate as the pre-testing or 

'experimenting with' of a specific research instrument. A pilot test is a strategy that is 

utilized to test the structure and additionally techniques as well as instrument before 

doing the examination. 
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It includes directing an underlying trial of information accumulation instruments and 

procedures to spot and kill blunders. The motivation behind this test is to pick up and 

investigate the understanding respondents towards each in polls. Hence, the specialist 

can decide the quality and the shortcomings of the surveys. 

For the pilot test, 30 questionnaires have been distributed randomly among employee 

at Daqwah S and SMK Dato' Ahmad Razali. 30 respondents of the pilot test consist 

of 1 5  teachers from Sekolah Daqwah and 15 employees from SMK Dato' Ahmad 

Razali. The Cronbach's Alpha for on line shopping behaviour was 0.928, ease of use 

was 0.626, perceived usefulness was 0.909, and Islamic Ethics was 0.600. 

Table 3.4 
Reliability Analvsis of Pilot Test 

No Variables Items Cronbach Alpha 

I Online Shopping Behaviour 9 0.928 

2 Ease of Use 4 0.626 

3 Usefulness 6 0.909 

4 Islamic Ethics 1 1  0.600 

Table 3.4 show the reliability results from the pilot test analysis. According the table, 

the results show range of Cronbach Alpha 0.6 until 0.928. For online shopping 

behaviour shows 9 items with the results Cronbach Alpha is 0.928. The conclusion is 

the results is reliable to proceed field research. Sekaran (2010) mentioned the 

Cronbach Alpha value 0.6 to 0.9 is reliable. 
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3.9 SUMMARY 

By and large, investigate approach is vital in the examination and studies since it can 

assist the analyst with achieving their objectives and addressed the exploration 

question. The exploration question likewise should dependably be high calibre with 

the end goal to create information that is relevant outside of the examination setting 

with suggestions that go past gathering that has taken an interest in the exploration. 

The sort of this investigation is theory trying and graphic examination. Test taken for 

this exploration is 1 1 6  workers from by and large populace of 1 1 6  representatives of 

As-Sofa Islamic College. There are have a few divisions which an organization is, 

Syariah Islamiyyah, Usuluddin, Islamic Fund and Managing an account, AJ-Quran and 

Qiraat and Open Investigation. SPSS variant 24.0 will be utilized to examine the 

gathering of information. 

There are three speculation that have been created; H l .  There is connection between 

ease of use and online shopping behaviour.H2, there is connection among perceived 

usefulness and online shopping conduct. H3, there is connection between Islamic 

ethics and online shopping behaviour. H4, there is connection between ease of use, 

usefulness, Islamic ethics and online shopping behaviour. The accompanying part will 

clarify and expand on the system that will be utilized for this examination. 
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CHAPTER4 

RESULTS AND FINDINGS 

4.0 INTRODUCTION 

This section wil I talk about the consequences of the examination discoveries. 1 1 6  

questionnaires have been distributed to employees of As-Sofa Islamic College. There 

are a few statistical tools that will be used to analyse the results; frequency analysis, 

descriptive statistic, missing value analysis, data screening, and inferential statistic. 

Frequency analysis will lead us to finding the different value and the percentage of 

demographic analysis in As-Sofa Islamic College. Descriptive statistic will lead us to 

the findings of the frequency distributions whereas inferential statistic will determine 

the hypotheses by performing the correlation analysis. 

4.1 OVERVIEW DATA GATHERED 

Table 4.1 shows the sample profile of the questionnaire survey. 1 1 6  questionnaires are 

able to distribute. It is made up that 1 16  questionnaires distributed were satisfactorily 

completed and the questionnaires are being tested and analyse by using the Statistical 

Package for Social Sciences (SPSS) software. 
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Table 4.1 
The distribution of questionnaires 

Number of questionnaires distributed 
Number of questionnaires selected back 
Usable questionnaires 
Response rate 
Number of questionnaires use for analysis 

4.2 THE DEMOGRAPHIC PROFILE OF RESPONDENT'S 

1 1 6  

1 1 6  

1 1 6  
100% 

1 16  

Below the charts will shows the analysis on respondent's gender, age, race, highest 

education, position, status, frequency involving in online shopping, frequency of using 

internet rate, and how much money they spend for online shopping every month. 

Gender 

Figure 4. 1  
Gender 

Figure 4. I shows genders of employee As-Sofa Islamic College, male respondents 

outnumbered female respondents in a slim margin. A total of 64 male officers represent 

55.2 percent from the total respondents, while the remaining 44.8 percent comprised 

of 52 female officers. 
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Figure 4.2 
Age 

For respondent age of employee As-Sofa Islamic College, depicts that nearly half ( 48.3 

percent) of respondents were falls within the age of 24 - 29 years-old, and subsequently 

followed by 30- 36 years-old cluster as the second largest group at 37.9 percent. The 

most senior age group 49 - 54 years-old represents 3.4 percent and 10.3 percent 

represent the most junior age of below 23 years-old. Age distribution table also 

indicates that 86.2 percent of respondents were at mid-career age - the age group who 

formed the largest pool lecturer's management positions in As-Sofa Islamic College. 
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Education Level 
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Figure 4.3 
Profile of Education Level 

Figure 4.3 also sorted out respondents according to their educational background. 

Almost half of them (58.6 percent) holds Bachelor's degree. Master holders, constitute 

the second largest group with 27.6 percent. Diploma holders came third with I 0.3 

percent, and only 3.4 percent possess SPM certificate. 
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Figure 4.4 
Position 

Besides that, Figure 4.4 is a position respondent in As-Sofa Islamic College. Lecturer 

or teacher is the most which is 55.2 percent. Academician and top management are a 

6.9 percent. Executive is a second higher, which is 17.2 percent and the third highest 

is a clerk, at 13 .8  percent. 
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Status 

•single 
IIMtirried 

Figure 4.5 
Status 

In term of marital status, according to figure 4.5, majority of respondents were duly 

married is 68 with 58.6 percent and single is 48 with 41 .4 percent. 
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Internet usage 
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Figure 4.6 
Profile of Internet Usage 

Refer to Figure 4.6, internet usage by respondents. Majority As-sofa Islamic College 

expert in internet usage by 80 employees with 69 percent, second highest is a very 

expert, which is 24 employees with 20.7 percent and 10.3 percent with 1 2  employees 

said that they are less skilled. 
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Frequency of internet usage rate 
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Figure 4.7 
Frequency of Internet Usage Rate 

Moreover, Table 4.7 shows frequency of internet usage rate by employee of As-Sofa 

Islamic College. Most of them use internet every day at 86.2 percent and 100 

employees. 3.4 percent which is 4 employees use between one to five times a week 

same goes to employees that are not using the internet. The second frequency of 

internet usage rate is 6.9 percent which is using when a Wi-Fi there is 8 employees 

only have. 
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Figure 4.8 
Gross income a month 

Refer to table 4.8 shows gross income a month of employee of As-Sofa Islamic 

College. A few of them salary range is RM2, 200 to RM3, 000 at 4 1 . 4  percent which 

is frequency of 48 employees. The second highest is salary between RM I, 200 to RM!, 

499 at 24.1 percent and frequency of 28 employees. The middle income a month is a 

RM!, 900 to RM2, 199 which is 17. 2 percent and frequency of 20 employees. The 

lowest range of gross income a month in As-Sofa Islamic College is a RM900 to RM J ,  

199 and RM 3,000 above, which is 3.4 percent and frequency of 4 employees. 
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Spending for on line shopping (a month) 
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Figure 4.9 
Spending for Online Shopping 

According to table 4,9 shows employee of As-Sofa Islamic College spending for 

online shopping, Majority spending between RMO to RM50 at 62. 1 percent and 

frequency 72 employees. The second higher range between RMS! to RM99 at 17-2 

percent and 20 employee's frequencies. Only 6.9 percent are spending RM200 and 

above for online shopping which is 8 employees and the lowest among spending for 

online shopping, 13 ,8 percent are spending between RM I 00 to RM 199, there is second 

lowest spending for online shopping which is 16 employees involved in As-Sofa 

Islamic College. 

The above results indicate that respondents originate from different generation, 

different position and status, as well as possess various educational backgrounds, All 

this diversity suggested that they can be regarded as credible and reliable to answer the 

questionnaire, 
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4.3 DESCRIPTIVE ANALYSIS 

Descriptive analysis was completed out to further explore the gathered information 

and to describe the observations (Coakes & Steed, 2003). The frequency distributions 

of occurrence for each score value was presented in tabular form for better clarity. 

The degree factors of Muslim Staff at As-Sofa Islamic College were measured using 

the five-point anchors of: strongly disagree, disagree, neither agree nor disagree, agree 

and strongly agree. Despite the measurement scale employed was merely indicative, it 

could however, serves the research purpose to understanding Islamic online shopping 

among employee of As-Sofa Islamic College by referring to the mean score obtained 

from the survey. 

The mean value for some independent variables could vary, depending to the types of 

questions asked. Some questions need respondents to indicate either 'strongly agree' 

or 'agree' to show that they fully understand the subject matter, whereas the other some 

might require respondents to indicate either 'strongly disagree' or 'disagree' to show 

their in-depth understanding on the structured statements in the questionnaire. 
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Table4.2 
Descriptive analysis for online shopping behaviour 

Mean Std. Deviation 
OSEI 
OSB2 
OSB3 
OSB4 
OSB5 
OSB6 
OSB7 
OSB8 
OSB9 

3.4828 
3.6207 
3.4828 
4.1034 
3.4828 
3.5172 
3.9310 
3.8276 
4.1379 

1.04243 
1.03550 
.97341 
1 .03318 
l  .25444 
1.07528 
1 .01916 
.83693 
.77904 

Refer to table 4.2 above show descriptive analysis for onJine shopping behaviour 

among employee of As-Sofa Islamic College. The highest mean for online shopping 

behaviour is an OSB 9 which is 4.1379 and standard deviation is a 0.77904. The lowest 

descriptive for online shopping behaviour is an OSB I and OSB 3 which is mean 

3.4828 and standard deviation is 1.04243 and 0.97341. 

Table 4.3 
Descriptive analysis for perceived of usefulness 

POUl 
POU2 
POU3 
POU4 

Mean 
4.1379 
4.0345 

3.9655 
4.0345 

Std. Deviation 

.77904 
1.00374 

.81220 

.96847 

According to table 4.3 is a descriptive analysis for perceived of usefulness for 

employee of As-Sofa Islamic College. The highest is a POU 1 with mean 4. l 379 and 

standard deviation 0.77904. The lowest descriptive analysis perceived of usefulness 

among employee of As-Sofa Islamic College is a POU 3 which is 3.9655 with 0.81220 

standard deviation. 
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Table 4.4 
Descriptive analysis.for ease of use 

PEUl 
PEU2 
PEU3 
PEU4 
PEU5 
PEU6 

Mean 
3.9655 
3.7931 
4.0690 
3.8966 
4.0345 
3.9310 

Std. Deviation 
.61758 
.84973 
.74278 
.76191 
.61758 
.74278 

Above is a table 4.4 shows descriptive analysis for ease of use within employee of As- 

Sofa Islamic College in regarding to online shopping behaviour. The highest mean is 

PEU 3 which is 4.0690 and 0.74278 standard deviation. The lowest mean is a PEU 2 

which is 3.7931 and 0.84973 standard deviation. 

Table 4.5 
Descriptive analysis for Islamic ethics 

IE! 
IE2 
IE3 
IE4 
IE5 
IE6 
IE7 
IE8 
IE9 
IEIO  
TEil  

Mean 
4.5172 
4.5172 
4.6207 
4.5862 
4.5172 
3.3448 
4.3793 
3.7241 
4.1724 
2.7241 
4.1724 

Std. Deviation 
.72810 
.67865 
.55412 
.56057 
.62530 
1.27247 
.55412 
.82973 
.70125 
1 .14654 
.74921 

According to table 4.5 shows descriptive analysis for Islamic ethics for employee of 

As-Sofa Islamic College. The highest mean is an IE3 which is 4.6207 and 0.55412 

standard deviation. The lowest mean is IE!O which is 2.7241 and 1.14654 standard 

deviation. 
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Table 4.6 
Descriptive Analysis for Variable 

Mean Median Std Deviation 
POU 16.1724 16.0000 2.85376 

PEU 23.6897 24.0000 3.51002 

IE 45.2759 45.0000 3 .7 1972 

OSB 33.5862 34.0000 7.24487 

Table 4.6 shows the mean for Islamic Ethics is 45.2759 and this variable has recorded 

as the highest mean whereas the lowest mean is Perceived of Use is 16 . 1724. Islamic 

Ethics has the highest standard deviation with 3.71972; however, the lowest standard 

deviation in this study is Perceived of Use which is 2.85376. 
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4.4 MISSING VALUE ANALYSIS 

Missing value analysis is to whether data is complete or not (Nie et al, 1975). 

Table 4.7 
Missing value analysis of all variable. 

Mean Standard Missing 
Deviation Count Percent 

OSBl 3.4828 1.04243 0 0.0 
OSB2 3.6207 1.03550 0 0.0 
OSB3 3.4828 0.97341 0 0.0 
OSB4 4.1034 1 .03318 0 0.0 
OSB5 3.4828 1.25444 0 0.0 
OSB6 3.5172 1.07528 0 0.0 
OSB7 3 .9310 1 .01916 0 0.0 
OSB8 3.8276 0.83693 0 0.0 
OSB9 4.1379 0.77904 0 0.0 
POU! 4.1379 0.77904 0 0.0 
POU2 4.0345 1.00374 0 0.0 
POU3 3.9655 0.81220 0 0.0 
POU4 4.0345 0.96847 0 0.0 
PEUl 3.9655 0.61758 0 0.0 
PEU2 3.7931 0.84973 0 0.0 
PEU3 4.0690 0.74278 0 0.0 
PEU4 3.8966 0.76191 0 0.0 
PEU5 4.0345 0.61758 0 0.0 
PEU6 3.9310 0.74278 0 0.0 
IE! 4.5172 0.72810 0 0.0 
IE2 4.5172 0.67865 0 0.0 
IE3 4.6207 0.55412 0 0.0 
IE4 4.5862 0.56057 0 0.0 
IE5 4.5172 0.62530 0 0.0 
IE6 3.3448 1.27247 0 0.0 
IE7 4.3793 0.55412 0 0.0 
IE8 3.7241 0.82973 0 0.0 
IE9 4.1724 0.70125 0 0.0 
IElO 2.7241 I .  14654 0 0.0 
TEI 1 4.1724 0.74921 0 0.0 

Based on Table 4.7, its shows that there is no missing value after missing value 

analysis. 
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4.5 RELIABILITY ANALYSIS 

In this study, the reliability analysis was conducted through the questionnaires because 

the independent variables and dependent variable in the question will determine by 

their Cronbach's Alpha in order to check the internal of consistency. 

Table 4.8 
Reliability Analysis 

Variable Cronbach's Alpha Remark 

OSB 0.927 Excellent 

POU 0.807 Good 

PEU 0.891 Good 

IE 0.545 Poor 

4.6 CORRELATION RESULT ANALYSIS 

Correlation analysis is a way of analysis to identify the relationship and connections 

between variables (Rumsey, 2010). This relationship can be positive or negative. 

Table 4.9 
Range of number correlation 
Number of Correlation 
-1.0 to -0.5 
-0.5 to -0.3 
-0.3 to -0.1 
0 

0.1 to0.3 
0.3 to 0.5 
0.5 to 1 .0 

Strength of Relationship 
Strong Negative Correlation 
Moderate Negative Correlation 
Weak Negative Correlation 
No Correlation 
Weak Positive Correlation 
Moderate Positive Correlation 
Strous Positive Correlation 
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Based on the table 4.9, it demonstrates that all the free factors have a positive 

association with the needy variable. The correlation of perceived of usefulness with 

the online shopping behaviour is positive as the value = 0.702. The correlation of 

perceived ease of use with on line shopping behaviour is positive as the value= 0.713 

and the correlation of Islamic Ethics with the online shopping behaviour is positive as 

the value = 0.188. Regarding this analysis, perceived ease of use is the most 

significance towards online shopping behaviour as the value it has the highest 

compared to others independent variables. 

Table 4.10 
Correlation Analysis 

POU 

PEU 

IE 

OSB 

POU 

.717** 

.330** 

.702** 

PEU 

1 

.529** 

.713** 

IE 

l 

.188* 

OSB 

l 

** Correlation is significant at the 0.01 level (2-tailed). 

* Correlation is significant at the 0.05 level (2-tailed) 

4.7 RESULTS OF MULTIPLE REGRESSION ANALYSIS 

Regression analysis is investigation for gauge the connection between factors. In order 

to assess the impact of independent variables on dependent variable, multiple 

regression analysis has to be conducted. In this study, the independent variables 

suggest by the researcher are perceived of usefulness, ease of use and Islamic ethics 

and the dependent variable is online shopping behaviour. 
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Table 4 . 1 1  
Multiple Regression Analysis 
Model R 

.790' 

R Square 

.623 

Adjusted R 
Square 
.613 

Std. Error of 
the Estimate 
4.50552 

a. Predictors: (Constant), IE, POU, PEU 
b. Dependent Variable: OSB 

Table 4 . 1 1  shows the regression results revealed the R square value of 0.623. This 

indicate that 62.3% of variance that explained the DV (online shopping behaviour) 

was accounted for by the independent variable (ease of use, perceived usefulness, 

Islamic ethics) where the F value= 6 1 .  784 at p <0.05. Based on the ANOV A table, all 

the independents variables show significant relationship with the online purchase 

intention. 

Table 4.12 
ANO VA 

Model Sum of Df Mean F Sig. 
Squares Square 

Regression 3762.573 3 1254.191 61.784 .OOOb 

I Residual 2273.565 1 1 2  20.300 
Tota.I 6036.138 1 1 5  

a. Dependent Variable: OSB 
b. Predictors: (Constant), IE, POU, PEU 

Table 4.13 
Coefficients 

HI 

H2 
H3 

POU 
PEU 
IE 

Beta 
0.368 
0.575 
-0.238 

T 
4.401 
6.190 
-3.467 

Sis 

0.000 
0.000 
0.001 

a. Dependent Variable: OSB 
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Based on Coefficients analysis, the beta value for perceived of usefulness i s � =  0.368; 

p<0.05. While beta value for perceived ease of use is B =0.575; p<0.05 and the beta 

value for Islamic ethics is � = -0.238; p<0.05. This analysis revealed that all of these 

independent variables are significant with the dependent variables. 

Thus, the most important factor that has a strong relationship the dependent variable 

is ease of use since the beta value for perceived ease of use is the highest compared to 

another independent variable. The second important factor is perceived usefulness. 

Finally, Islamic ethics is the third important factor there is no relationship between 

online shopping behaviour. 

HI: There is positive relationship between usefulness and online purchase 

attention 

This hypothesis indicates that there is positive correlation between perceived of 

usefulness and online purchase intention. Based on the table 4.7, the relationship 

between on line shopping intention and usefulness is analysed as t = 4.40 I and p = 

0.000; p<0.05. As a result, it shows that perceived usefulness will increase the online 

shopping behaviour. 
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H2: There is positive relationship between ease of use and online purchase 

intention 

This hypothesis that there is positive correlation between ease of use and online 

purchase intention. Based on the table 4.7, the relationship between online shopping 

intention and ease of use is analysed as t = 6.190 and p = 0.000; p<0.05. Thus, this 

shows that ease of use will increase the online shopping behaviour. 

H3: There is negative relationship between Islamic ethics and online purchase 

intention 

This hypothesis indicates that there is negative correlation between Islamic ethics and 

online purchase intention. Based on the table 4.7, the relationship of this hypothesis 

analysed as t = - 3.467 and p = 0.001; p<0.05. Thus, customer do not look into Islamic 

ethics when do the transaction online shopping. 

H4: There is effect between ease of use, usefulness, Islamic ethics and online 

shopping behaviour among employee of As-Sofa Islamic College 

This hypothesis indicated that there is affect multiple regression analysis between 

perceived ease of use, usefulness, Islamic ethics and online shopping behaviour among 

employee of As-Sofa Islamic College. 
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4.8 HYPOTHESES SUMMARY 

Table 4 . 14 
Hypothesis summary 

Hypothesis Result 
H 1  There is relationship between perceived of usefulness and Supported 

online shopping behaviour among employee of As-Sofa 
Islamic College. 

H2 There is relationship between ease of use and online Supported 
shopping behaviour among employee of As-Sofa Islamic 
Colleze. 

HJ There is relationship between Islamic ethics and online Supported but 
shopping behaviour among employee of As-Sofa Islamic negative result 
Colleze. 

H4 There is effect between ease of use, usefulness, Islamic Supported 
ethics and online shopping behaviour among employee 
of As-Sofa Islamic Colleze, 

78 



CHAPTERS 

CONCLUSION 

5.0 INTRODUCTION 

This chapter will summarize this study and also will discuss the suggestion and 

recommendation for the future study regarding the analysis which had been done in 

chapter four. The researcher also will conclude at the end of this chapter. 

5.1 DISCUSSION 

The explanation behind this exploration is to investigate and expound what are the 

association and relationship among the factors. In this part, it wil l  give the outline of 

the investigation results. The scientist has proposed three free factors which are 

convenience, helpfulness, and Islamic morals. Then again, the needy variable is 

internet shopping conduct. It demonstrates that those autonomous factors propose by 

the scientist have a positive association with the reliant variable. 

The main speculation that proposes in this examination is there is connection between 

handiness with internet shopping conduct. In light of the outcome in section four, saw 

value has a solid association with web-based shopping conduct. Worker locate that 

internet shopping is extremely helpful. This is on the grounds that through site 

representative can think about the item that he or she needs to purchase with another 
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item before get it. The nitty gritty and data of the item additionally can be seeking with 

quicker. 

Representative particularly in working in private segment, not have much time to 

shopping at the stores. The greater part representative is family situated and has a 

trouble to bring family. Normally, purchase without overview the thing. Besides, the 

execution of these representative in looking and buying things by means of web will 

progress. Rahman (2013) recommended that the adequacy of web-based shopping can 

be enhanced by improving Malaysian shopper's apparent helpfulness. Al-Azzam and 

Mahmoud (2014) likewise found that apparent of handiness has a positive connection 

between web-based shopping conduct. 

The second theory is there is connection between usability and web-based shopping 

conduct and the outcome demonstrates the second speculation is acknowledged. This 

worker finds that purchasing and shopping through web are extremely 

accommodation. The worker these days is looking to spare time and the vast majority 

of them cherish protection when they do the shopping contrast with an outside 

shopping. 

It is fun and cordial if do the outside action yet there are sure issue and inconveniences 

that this worker may confront when they include in an open air looking for instance 

some of the time the businessperson will pursue the client around the shop when the 

client is choosing to purchase a thing. Be that as it may, this circumstance will put the 

client feel awkward. Nonetheless, that is one of the obligations that the salesman must 
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do to stay away from any theft.in this situation, here and there the demonstration from 

businessperson will irritate the goal of the client. 

Representative likewise can think about the cost inside provider on the web and be 

quicker than open air shopping. Now and then individuals get a kick out of the chance 

to see one shop to another shop for examination and locate the most quality and 

inestimable. By web-based shopping, they can study all the provider online inside 60 

minutes. It will spare the stopping cash, toll, fuel, time and vitality and will get the 

quality items. 

In this manner, internet shopping will energize more enthusiasm for the client. This is 

on the grounds that they have more opportunity to think and choose with no unsettling 

influence and furthermore, they can do some examination to discover the criticism 

from other client of the things and item they need to purchase. 

As indicated by Putro and Haryanto (2015 recommends that the control of the online 

purchaser office on web-based shopping objective be affected by the electronic buy 

framework, or, in other words free and simple to get to. Advantageous access to item 

data could encourage and help customers' creation an online buys choice (Loshe and 

Spiller, 1999). An examination led by Al-Azzam and Mahmoud (2014) found that 

usability has appositive relationship with web-based shopping conduct. 
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The third speculation there is connection between Islamic morals and web-based 

shopping conduct. This theory isn't upheld in this examination. Worker at As-Couch 

Islamic School generally is Malay and Islam however aren't affected by Islamic 

morals. Individuals are looking the item that they need rather than purchase to no end. 

Representative of As-Sofa Islamic School regularly utilized internet looking for his 

need and important. 

In rundown, there three factors will be given need by web-based business specialist 

organization in creating web-based shopping conduct. The apparent value is 

distinguished as the most imperative factors in affecting web-based shopping conduct 

among worker. In accordance with result, saw usability. 

5.2 LIMITATION 

Each examination has their confinement thus as in the investigation. One of the 

constraints in this examination is as far as possible. Alternate variables are the example 

size of this investigation, on the grounds that in this examination the analyst is centring 

just the representative from the particular school. The examination system ought to be 

included more free factors or interceding element to reinforce this investigation. 

Time and spending requirement is one of the constraints of this examination. This 

examination should be finished and submitted inside three months which have been 
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set by the expert of the postgraduate administration. The survey has been conveying 

towards the representative just 1 16 .  

5.3 SUGGESTION FOR FUTURE RESEARCH 

In this investigation, the analyst concentrates just on worker of As-Sofa Islamic 

College. In this manner, later on concentrate the example ought to be more extensive. 

The degree may cover the worker zone in Klang Valley. Other than that, this 

examination ought to be added different factors to acquire the exact outcomes and 

discoveries. Thus, later on research, the factors picked need an exceptionally huge 

association with the needy variable. 

5.4 CONCLUSION 

As an end, usability and saw handiness have a noteworthy association with internet 

shopping conduct. Anyway, Islamic morals is no critical association with internet 

shopping conduct. The aftereffect of this examination uncovers that the apparent 

helpfulness recognized as solid indicator in impacting internet shopping conduct. 

Besides, one variable distinguished in this investigation have demonstrated negative 

relationship towards Islamic Ethics in online shopping behaviour. With having 

reasonable on the internet shopping conduct of these employees, this will assist on line 

dealer with having a superior comprehension on their objective market. 
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APPENDIX A 

QUESTIONNAIRE 

The following information is required to assist us understand your responses. 
Please tick ( ,/' ) in the box or write your responses in the space provided. 

I .  Gender 

DMale 

2. Years 

D Female 

3. Race 

1 8 - 2 3  

24-29 

3 0 - 3 6  

37 - 42 

43 - 48 

49- 54 

B 
Malay 
Chinese 

D Indian 

4. Higher education 
SPM 

B 
Master 

Diploma PhD 

Degree 

5. Position 
Clerk 
Executive 

D Academician 
LJ Top Management 

Lecturer/ Teacher 

6. Status 

B 
Single 
Married 
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7. Internet usage 

Less skilled 

Expert 

Very expert 

8. Frequency of internet usage rate 

Everyday 

1 - 5 times a week 

If have a wifi 

D Not using the internet 

9. How much is your gross income a month? 

RM 900 - RM 1 199  

RM 1200-RM 1499 

RM 1500-RM 1899 

RM 1900-RM 2199 

RM 2200 - RM 3000 

RM 3000 ke atas 

I 0. How much is spending on online purchases (per month)? 

RM O - RM 5 0  

RM  5 1 - RM  99 

RM 100-RM199  

D RM 200 ke atas 
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The following are self-descriptive statements regarding online shopping behavior. 

Please indicate your responses by circling the number stated below. 

Strongly Disagree Neither Agree Strongly 
Disagree Tidak Agree Bersetuju Agree 
Sangat bersetuju nor Sang at 
tidak Disagree bersetuju 
bersetuju Tidak 

pas ti 

I i 1 2  1 3  1 4  I s  I  

1  I  shop online as I can shop in privacy of home 1 2 3 4 5 

Saya suka membeli atas talian kerana saya mendapat privasi 
di rumah. 

2 I shop online as I do not have to leave home for shopping I 2 3 4 5 

Saya suka membeli atas talian kerana saya tidak perlu 
menineealkan rumah untuk membeli belah. 

3 I shop online as I can shop whenever I want I 2 3 4 5 

Saya suka membeli atas talian kerana saya boleh membeli 
belah setiap kali saya mahu. 

4 I shop online as I can then save myself from chaos of traffic I 2 3 4 5 

Saya suka membeli dalam tali an kerana saya dapal 
meneelakkan dari kesesakan lalu lintas. 

5 I shop online as I can save myself from market crowd. 1 2 3 4 5 

Saya suka membeli atas talian kerana saya boleh 
mendapatkan maklumat oroduk secara terperinci. 

6 I shop online as I can get detailed product information online. 1 2 3 4 5 

Saya suka membeli belah dalam talian kerana saya mendapat 
pilihan produk secara dalam talian. 

7 Online shopping gives facility of easy price comparison. I 2 3 4 5 

Saya suka membeli be/ah dalam talian kerana mudah untuk 
membuat perbandintran harga 

8 I shop online as I get user/expert reviews on the product I 2 ' 4 5 � 

Saya suka membeli be/ah atas talian kerana saya boleh 
mendapatkan ulasan enggunalpakar mengenai produk 
terse but. 

9 I shop online as I can take as much time as I want to decide I 2 3 4 5 

Saya suka membeli be/ah atas talian kerana saya boleh 
mengambil masa yang saya mahu untuk membua/ keputusan. 
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The following are self-descriptive statements regarding perception on ease of use 

towards online shopping. Please indicate your responses by circling the number 

stated below. 

Strongly Disagree Neither Agree Strongly 
Disagree Tidak Agree Bersetuju Agree 
Sangat bersetuju nor Sangat 
tidak Disagree bersetuju 
bersetuju Tidak 

pas ti 

1 2 3 4 5 

1 I would find doing online shopping and web-based online 1 2 3 4 5 

transaction easy. 
Say a mendapati bahawa pembelian alas tali an dan 
pembelian talian berasaskan web adalah mudah 

2 I would find interaction through web pages clear and I 2 3 4 5 

understandable. 
Saya akan mencari interaksi melalui la man web yang jelas 
dan mudah difahami 

3 I would find it is easy to become skilful at navigating the web I 2 3 4 5 

pages. 
Saya berasa mudah untuk mahir da/am melayari laman web 
terse but. 

4 Overall, online shopping or transaction would be easy for me. I 2 
0 4 5 .) 

Secara kese/uruhannya, membeli-be /ah a/au transaksi dalam 
ta/fan adalah mudah untuk saya. 
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The following statements are about your usefulness in online shopping. Please 

indicate your responses by circling the number as stated below. 

Strongly Disagree Neither Agree Strongly 
Disagree Tidak Agree Bersetuju Agree 
Sangat bersetuju nor Sangat 
tidak Disagree bersetuju 
bersetuju Tidak 

pas ti 

1 1  1 2  1 3  1 4  I s  I  

1  The website I use for my online shopping is useful for I 2 3 4 5 
searching and purchasing. 
Pencarian dan pembelian di Zaman web yang saya gunakan 
dalam talian adalah sangat berzuna 

2 The website I use for my online shopping improves my 1 2 , 4 5 -' 

performance in searching and purchasing. 
Laman web yang saya gunakan untuk membeli-belah dalam 
talian adalah meningkatkan prestasi saya dalam mencari dan 
membeli 

3 The website I use for my online shopping enables me to I 2 3 4 5 
search and purchase faster. 
Laman web yang saya gunakan untuk membeli-belah dalam 
talian, membolehkan saya mencari dan membeli lebih ceoat 

4 The website I use for my online shopping enhances my I 2 -r 4 5 -' 

effectiveness in searching and purchasing. 
Laman web yang saya gunakan untuk membeli be/ah dalan 
talian, meningkatkan keberkesanan saya dalam mencari dan 
membeli. 

5 The website I use for my online shopping makes it easier to 1 2 3 4 5 
search for and purchase. 
Laman web yang saya gunakan untuk membeli-belali dalam 
talian, memudahkan pencarian dalam oembelian 

6 The website I use for my online shopping increases my 1 2 3 4 5 
productivity in searching and purchasing. 
Laman web yang saya gunakan untuk membeli-belah dalam 
talian, meningkatkan produktiviti saya dalam mencari dan 
membeli 
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The following statements are about online shopping behavior in ethics. Please 

indicate your responses by circling the number as stated below. 

Strongly Disagree Neither Agree Strongly 
Disagree Tidak Agree Bersetuju Agree 
Sangat bersetuju nor Sangat 
tidak Disagree bersetuju 
bersetuju Tidak 

pas ti 

I i 1 2  1 3  1 4  I s  I  

1  The on line business that I choose is 'halal' and good 1 2 3 4 5 

Saya memilih perniagaan yang halal dan baik 

2 I am watching the product being sold. 1 2 3 4 5 

Saya me mer ha ti produk yang dijual. 

3 I bought halal product in Islam. 1 2 3 4 5 

Saya membeli produk halal dalam Islam. 

4 I bought a good and clean product. 1 2 3 4 5 

Saya membeli produk yanz baik dan bersih. 

5 I choose to buy with trustworthy, honest and responsible 1 2 3 4 5 

sellers. 
Saya suka membeli dengan penjual yang amanah, jujur dan 
bertanggungjawab. 

6 I once bought with dishonest seller. 1 2 ' 4 5 J 

Saya pernah membeli dengan penjual yang tidak jujur. 

7 I always make an assessment before a purchase is made. 1 2 ' 4 5 J 

Saya selalu membuat penilaian sebelum pembelian dibuat 

8 The items that I buy are usually as promised 1 2 ' 4 5 J 

Barang yang saya beli selalunya sampai seperti yang telah 
dijanjikan. 

9 I bought with a trusted seller only. 1 2 3 4 5 

Saya membeli dengan penjua/ yang dipercayai sahaja. 

10 I bought products from Muslim sellers only. 1 2 3 4 5 

Saya membeli produk daripada penjual orang Islam sahaja. 

1 1  I  bought according to the guidelines set out in Islam 1 2 3 4 5 

Saya beli mengikut garis panduan yang telah ditetapkan 
dalam Islam. 
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APPENDIXB 

SPSS RESULTS 

Frequencies 

Statistics 

POU PEU IE OSB 

N Valid 1 1 6  1 1 6  1 1 6  1 1 6  

Missing 0 0 0 0 

Mean 16. 1724 23.6897 45.2759 33.5862 

Median 16.0000 24.0000 45.0000 34.0000 

Std. Deviation 2.85376 3.51002 3.71972 7.24487 

Frequency Table 

POU 

Valid Cumulative 

Frequency Percent Percent Percent 

Valid 8.00 4 3.4 3.4 3.4 

12.00 12 10.3 10.3 13 .8  

13 .00 4 3.4 3.4 17.2 

14.00 4 3.4 3.4 20.7 

15.00 1 2  10 .3 10.3 3 1 . 0  

16.00 32 27.6 27.6 58.6 

17.00 12 10.3 10.3 69.0 

18.00 4 3.4 3.4 72.4 

19.00 16 13 .8  13.8 86.2 

20.00 16 13 .8  13.8 100.0 

Total 1 1 6  100.0 100.0 
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PEU 

Valid Cumulative 

Frequency Percent Percent Percent 

Valid 12.00 4 3.4 3.4 3.4 

18.00 4 3.4 3.4 6.9 

20.00 4 3.4 3.4 I 0.3 

21 .00 8 6.9 6.9 17.2 

22.00 12 I 0.3 I 0.3 27.6 

23.00 16 13 .8  1 3 . 8  41.4 

24.00 36 3 1 . 0  3 1 . 0  72.4 

25.00 4 3.4 3.4 75.9 

26.00 8 6.9 6.9 82.8 

28.00 8 6.9 6.9 89.7 

29.00 8 6.9 6.9 96.6 

30.00 4 3.4 3.4 100.0 

Total 1 1 6  100.0 100.0 

IE 

Valid Cumulative 

Frequency Percent Percent Percent 

Valid 37.00 4 3.4 3.4 3.4 

39.00 4 3.4 3.4 6.9 

40.00 4 3.4 3.4 I 0.3 

41 .00 4 3.4 3.4 13 .8  

42.00 12 I 0.3 10.3 24.1 

43.00 12 10.3 10.3 34.5 
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44.00 12 10.3 10.3 44.8 

45.00 12 l 0.3 10.3 55.2 

46.00 4 3.4 3.4 58.6 

47.00 8 6.9 6.9 65.5 

48.00 16 13 .8  13 .8  79.3 

50.00 16 13.8 13 .8 93.1 

51 .00 8 6.9 6.9 100.0 

Total 1 1 6  100.0 100.0 

OSB 

Valid Cumulative 

Frequency Percent Percent Percent 

Valid 11.00 4 3.4 3.4 3.4 

22.00 4 3.4 3.4 6.9 

23.00 4 3.4 3.4 10.3 

24.00 8 6.9 6.9 17.2 

28.00 4 3.4 3.4 20.7 

31 .00 4 3.4 3.4 24.1 

32.00 8 6.9 6.9 3 1 . 0  

33.00 12 10.3 10.3 41.4 

34.00 12 10.3 10.3 5 1 . 7  

35.00 4 3.4 3.4 55.2 

36.00 16 13 .8  13 .8  69.0 

37.00 4 3.4 3.4 72.4 

39.00 8 6.9 6.9 79.3 

41.00 8 6.9 6.9 86.2 

99 



42.00 

43.00 

Total 

8 

8 

1 1 6  

6.9 

6.9 

100.0 

6.9 

6.9 

100.0 

93.1  

100.0 

Regression 

Descriptive Statistics 

Std. 

Mean Deviation N 

OSB 33.5862 7.24487 1 1 6  

POU 16.1724 2.85376 1 1 6  

PEU 23.6897 3 .51002 1 1 6  

IE 45.2759 3.71972 1 1 6  

Correlations 

OSB POU PEU IE 

Pearson OSB 1 .000 .702 .713 . 188 

Correlation 
POU .702 1.000 .717 .330 

PEU .713 .717 1.000 .529 

IE . 1 88  .330 .529 1 .000 

Sig. (I-tailed) OSB .000 .000 .022 

POU .000 .000 .000 

PEU .000 .000 .000 

IE .022 .000 .000 

N OSB 1 1 6  1 1 6  1 1 6  1 1 6  

POU 1 1 6  1 1 6  1 1 6  1 1 6  

PEU 1 1 6  1 1 6  1 1 6  1 1 6  

IE 1 1 6  1 1 6  1 1 6  1 1 6  
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Variables Entered/Removed" 

Model 

Variables 

Entered 

IE, POU, 
PEUb 

Variables 

Removed Method 

Enter 

a. Dependent Variable: OSB 

b. All requested variables entered. 

Model Summary 

Change Statistics 

R Adjusted Std. Error of R Square F 

Model R Square R Square the Estimate Change Change dfl 

1 .790a .623 .613 4.50552 .623 61.784 3 

Model Summary 

Change Statistics 

Model df2 

1 1 2  

Sig. F Change 

.000 

a. Predictors: (Constant), IE, POU, PEU 
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ANOVA" 

Sum of 

Model Squares df Mean Square F Sig. 

1 Regression 3762.573 3 1254. 191 61 .784 .coo- 

Residual 2273.565 1 1 2  20.300 

Total 6036.138 1 1 5  

a. Dependent Variable: OSB 

b. Predictors: (Constant), IE, POU, PEU 

Coefficients" 

Unstandardized Standardized 

Coefficients Coefficients Correlations 

Model B Std. Error Beta t Sig. Zero-order 

(Constant) 1 1 . 339  5.205 2.179 .031 

POU .933 .212 .368 4.401 .000 .702 

PEU 1 . 1 87  . 192 .575 6 . 190 .000 .7 13  

IE -.463 . 134 -.238 -3.467 .001 . 1 88  

Coefficients" 

Correlations 

Model Partial Part Tolerance VIF 

(Constant) 

POU .384 .255 .482 2.074 

PEU .505 .359 .390 2.566 

IE - . 3 1 1  -.201 .715 1 .398 

a. Dependent Variable: OSB 
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Collinearity Diagnostics- 

Condition 
Variance Proportions 

Model Dimension Eigenvalue Index (Constant) POU PEU IE 

3.971 1.000 .00 .00 .00 .00 

2 .0 19  14.300 .09 .35 .03 .04 

" .007 24.168 . 12 .58 .72 .01 J 

4 .003 37.598 .79 .08 .24 .95 

a. Dependent Variable: OSB 

Correlations 

Correlations 

IV 
- 

IV 2 

IV 1 Pearson 1 .714" 

Correlation 

Sig. (2-tailed) .000 

N 1 1 6  1 1 6  

JV 2 Pearson .714" 

Correlation 

Sig. (2-tailed) .000 

N 1 1 6  1 1 6  

** . Correlation is significant at the 0.01 level (2- 
tailed). 
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Correlations 

Correlations 

POU PEU IE OSB 

POU Pearson I .717" .330" .702" 

Correlation 

Sig. (2-tailed) .000 .000 .000 

N 1 1 6  1 1 6  1 1 6  1 1 6  

PEU Pearson .717" .529" .713" 

Correlation 

Sig. (2-tailed) .000 .000 .000 

N 1 1 6  1 1 6  1 1 6  1 1 6  

IE Pearson .330" .529" . 188'  

Correlation 

Sig. (2-tailed) .000 .000 .044 

N 1 1 6  1 1 6  1 1 6  1 1 6  

OSB Pearson .702" .713" . 188'  

Correlation 

Sig. (2-tailed) .000 .000 .044 

N 1 1 6  1 1 6  1 1 6  1 1 6  

**. Correlation is significant at the 0.0 l level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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Regression 

Descriptive Statistics 

Std. 

Mean Deviation N 

OSB 33.5862 7.24487 1 1 6  

POU 16.1724 2.85376 1 1 6  

PEU 23.6897 3.5 I 002 1 1 6  

IE 45.2759 3.71972 1 1 6  

Correlations 

OSB POU PEU IE 

Pearson OSB 1.000 .702 .713  . 1 88  

Correlation 
POU .702 1.000 .717 .330 

PEU .713 .717 1.000 .529 

IE . 188  .330 .529 1.000 

Sig. ( I-tailed) OSB .000 .000 .022 

POU .000 .000 .000 

PEU .000 .000 .000 

IE .022 .000 .000 

N OSB I I 6 1 I 6 l 16 1 1 6  

POU 1 1 6  1 1 6  1 1 6  1 1 6  

PEU 1 1 6  1  I  6  1 1 6  1 1 6  

IE 1 1 6  1 1 6  l  I  6  l  16 
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Variables Entered/Removed" 

Variables Variables 

Model Entered Removed Method 

1 IE, POU, Enter 
PEUb 

a. Dependent Variable: OSB 

b. All requested variables entered. 

Model Summary" 

Change Statistics 

R Adjusted R Std. Error of R Square F 

Model R Square Square the Estimate Change Change dfl 

.790" .623 .613 4.50552 .623 61.784 3 

Model Summary" 

Change Statistics 

Model df2 

1 1 2  

Sig. F Change 

.000 

a. Predictors: (Constant), IE, POU, PEU 

b. Dependent Variable: OSB 
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ANOVA' 

Sum of 

Model Squares df Mean Square F Sig . 

Regression 3762.573 3 1254.191 61.784 .  ooo- 

Residual 2273.565 1 1 2  20.300 

Total 6036.138 1 1 5  

a. Dependent Variable: OSB 

b. Predictors: (Constant), IE, POU, PEU 

Coefficients' 

Unstandardized Standardized 

Coefficients Coefficients 

Model B Std. Error Beta Sig. 

(Constant) 1 1 . 339  5.205 2. 179 .031 

POU .933 .212 .368 4.401 .000 

PEU 1 . 1 87  .192 .575 6.190 .000 

IE -.463 .134 -.238 -3.467 .001 
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Coefficients" 

95.0% Confidence Interval for B Collinearity Statistics 

Model Lower Bound Upper Bound Tolerance VIF 

(Constant) 1.026 21 .651  

POU .513 1 .353 .482 2.074 

PEU .807 1 .567 .390 2.566 

TE -.728 -. l 98 .715 1 .398 

a. Dependent Variable: OSB 

Collinearity Diagnostics" 

Condition 
Variance Proportions 

Model Dimension Eigenvalue Index (Constant) POU PEU IE 

I 3.971 1.000 .00 .00 .00 .00 

2 .0 19 14.300 .09 .35 .03 .04 

" .007 24.168 . 12  .58 .72 .01 � 

4 .003 37.598 .79 .08 .24 .95 

a. Dependent Variable: OSB 

Residuals Statistics" 

Maxi mu Std. 

Minimum m Mean Deviation N 

Predicted Value 14.9907 42.4608 33.5862 5.71997 1 1 6  

Std. Predicted Value -3.251 1 .552 .000 1.000 1 1 6  

Standard Error of .432 1.488 .809 .214 1 1 6  

Predicted Value 
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Adjusted Predicted 14 . 1321  42.4395 33.5767 5.80089 1 1 6  

Value 

Residual -12.53005 7.45401 .00000 4.44636 1 1 6  

Std. Residual -2.781 1 .654 .000 .987 1 1 6  

Stud. Residual -2.832 1.682 .001 1.007 1 1 6  

Deleted Residual -12.99687 7.86785 .00954 4.62722 1 1 6  

Stud. Deleted Residual -2.926 1.696 -.002 1 .019  1 1 6  

Mahal. Distance .064 1 1 . 557  2.974 2.231 1 1 6  

Cook's Distance .000 .083 .010 .020 1 1 6  

Centered Leverage .001 . 100 .026 .019 1 1 6  

Value 

a. Dependent Variable: OSB 
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MVA 

Univariate Statistics 

Std. 
Missing No. of Extremes" 

N Mean Deviation Count Percent Low High 

OSBl 1 1 6  3.4828 1.04243 0 .0 4 0 

OSB2 1 1 6  3.6207 1 .03550 0 .0 4 0 

OSB3 1 1 6  3.4828 .97341 0 .0 4 0 

OSB4 1 1 6  4.1034 1 .03318  0  .0 12 0 

OSB5 1 1 6  3.4828 1.25444 0 .0 0 0 

OSB6 1 1 6  3 .5 172 1.07528 0 .0 4 0 

OSB7 1 1 6  3 .9310 1 . 0 19 16  0  .0 12 0 

OSB8 1 1 6  3.8276 .83693 0 .0 0 0 

OSB9 1 1 6  4.1379 .77904 0 .0 4 0 

POU! 1 1 6  4.1379 .77904 0 .0 8 0 

POU2 1 1 6  4.0345 1.00374 0 .0 16 0 

POU3 1 1 6  3.9655 .81220 0 .0 0 0 

POU4 1 1 6  4.0345 .96847 0 .0 16 0 

PEUl 1 1 6  3.9655 .61758 0 .0 

PEU2 1 1 6  3.7931 .84973 0 .0 0 0 

PEU3 1 1 6  4.0690 .74278 0 .0 4 0 

PEU4 1 1 6  3.8966 .76191 0 .0 

PEU5 1 1 6  4.0345 .61758 0 .0 

PEU6 1 1 6  3 .9310 .74278 0 .0 

IE! 1 1 6  4.5172 .72810 0 .0 4 0 

IE2 1 1 6  4.5172 .67865 0 .0 4 0 

IE3 1 1 6  4.6207 .55412 0 .0 0 0 

IE4 1 1 6  4.5862 .56057 0 .0 0 0 
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JES 1 1 6  4 .5172 .62530 0 .0 0 0 

IE6 1 1 6  3.3448 1.27247 0 .0 0 0 

IE7 1 1 6  4.3793 .55412 0 .0 0 0 

IE8 1 1 6  3.7241 .82973 0 .0 0 0 

IE9 1 1 6  4.1724 .70125 0 .0 4 0 

IElO 1 1 6  2.7241 1 . 14654 0 .0 0 12 

!El 1 1 1 6  4.1724 .74921 0 .0 4 0 

a. Number of cases outside the range (Q 1 - l .S*IQR, Q3 + l .S*IQR). 

Regression 

Descriptive Statistics 

Std. 

Mean Deviation N 

OSB 33.5862 7.24487 1 1 6  

POU 16.1724 2.85376 1 1 6  

PEU 23.6897 3 .5 1002 1 1 6  

IE 45.2759 3 .71972 1 1 6  

Correlations 

OSB POU PEU IE 

Pearson OSB 1.000 .702 .713  . 1 8 8  

Correlation 
POU .702 1.000 .717 .330 

PEU .713  .717 1 .000 .529 

IE . 1 8 8  .330 .529 1.000 

Sig. (I-tailed) OSB .000 .000 .022 
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POU .000 .000 .000 

PEU .000 .000 .000 

IE .022 .000 .000 

N OSB 1 1 6  1 1 6  1 1 6  1 1 6  

POU 1 1 6  1 1 6  1 1 6  1 1 6  

PEU 1 1 6  1 1 6  1 1 6  1 1 6  

IE 1 1 6  1 1 6  1 1 6  1 1 6  

Variables Entered/Removed" 

Model 

1 

Variables 

Entered 

IE, POU, 

PEUb 

Variables 

Removed Method 

Enter 

a. Dependent Variable: OSB 

b. All requested variables entered. 

Model Summary" 

Change Statistics 

R Adjusted R Std. Error of R Square F 

Model R Square Square the Estimate Change Change dfl 

1 .790' .623 .613  4.50552 .623 61 .784 3 
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Model Summary" 

Change Statistics 

Model df2 Sig. F Change 

1 1 2  .000 

a. Predictors: (Constant), IE, POU, PEU 

b. Dependent Variable: OSB 

ANOVA" 

Sum of 

Model Squares df Mean Square F Sig. 

I Regression 3762.573 3 1254 . 19 1  61.784 .coo- 

Residual 2273.565 1 1 2  20.300 

Total 6036.138 1 1 5  

a. Dependent Variable: OSB 

b. Predictors: (Constant), IE, POU, PEU 

Coefficients" 

Unstandardized Standardized 

Coefficients Coefficients 

Model B Std. Error Beta Sig. 

1 (Constant) 1 1 . 339  5.205 2.179 .031 

POU .933 .212 .368 4.401 .000 

PEU 1 . 187  . 192 .575 6. 190 .000 

IE -.463 . 134 -.238 -3.467 .001 
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Coefficients" 

95.0% Confidence Interval for B Collinearity Statistics 

Model Lower BOLmd Upper Bound Tolerance VIF 

I (Constant) 1 .026 2 1 . 65 1  

POU .5 13  1 .353 .482 2.074 

PEU .807 1.567 .390 2.566 

IE -.728 - .198 .715 1 .398 

a. Dependent Variable: OSB 

Collinearity Diagnostics" 

Condition 
Variance Proportions 

Model Dimension Eigenvalue Index (Constant) POU PEU IE 

I 1 3.971 1.000 .00 .00 .00 .00 

2 .019 14.300 .09 .35 .03 .04 

3 .007 24.168 . 12 .58 .72 .01 

4 .003 37.598 .79 .08 .24 .95 

a. Dependent Variable: OSB 
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Residuals Statistics" 

Maxi mu Std. 

Minimum 111 Mean Deviation N 

Predicted Value 14.9907 42.4608 33.5862 5.71997 1 1 6  

Std. Predicted Value -3.251 1 .552 .000 1 .000 1 1 6  

Standard Error of .432 1.488 .809 .214 1 1 6  

Predicted Value 

Adjusted Predicted 14 . 1321  42.4395 33.5767 5.80089 1 1 6  

Value 

Residual -12.53005 7.45401 .00000 4.44636 1 1 6  

Std. Residual -2.781 1 .654 .000 .987 1 1 6  

Stud. Residual -2.832 1.682 .001 1.007 1 1 6  

Deleted Residual -12.99687 7.86785 .00954 4.62722 1 1 6  

Stud. Deleted Residual -2.926 l.696 -.002 1 .019  1 1 6  

Mahal. Distance .064 1 1 . 557  2.974 2.231 1 1 6  

Cook's Distance .000 .083 .0 10  .020 1 1 6  

Centered Leverage .001 . 100 .026 .019 1 1 6  

Value 

a. Dependent Variable: OSB 
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Reliability 

Scale: ALL V ARJABLES 

Case Processing Summary 

N % 

Cases Valid 

Excluded" 

Total 

1 1 6  

0  

1 1 6  

100.0 

.0 

100.0 

a. Listwise deletion based on all variables 

in the procedure. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.927 9 
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Reliability 

Scale: ALL VARIABLES 

Case Processing Summary 

N % 

Cases Valid 

Excluded" 

Total 

1 1 6  

0  

1 1 6  

100.0 

.0 

100.0 

a. Listwise deletion based on all variables 

in the procedure. 

Reliability Statistics 

Cronbach's 

Alpha N ofltems 

.807 4 
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Reliability 

Scale: ALL VARIABLES 

Case Processing Summary 

N % 

Cases Valid 

Excluded" 

Total 

1 1 6  

0  

1 1 6  

100.0 

.0 

100.0 

a. Listwise deletion based on all variables 

in the procedure. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.891 6 

Reliability 

Scale: ALL VARIABLES 

Case Processing Summary 

N % 

Cases Valid 1 1 6  100.0 

Excluded" 0 .0 

Total 1 1 6  100.0 

a. Listwise deletion based on all variables 

in the procedure. 
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Reliability Statistics 

Cronbach's 

Alpha N ofltems 

.631 9 

Reliability 

Scale: ALL VARIABLES 

Case Processing Summary 

N % 

Cases Valid 1 1 6  100.0 

Excluded" 0 .0 

Total 1 1 6  100.0 

a. Listwise deletion based on all variables 

in the procedure. 

Reliability Statistics 

Cronbach's 

Alpha N ofltems 

.545 1 1  
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