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PREFACE

In the last few decades, e-commerce has become an essential component of the
global retail structure over the last few years. There are 4 traditional types of e-
commerce business model commonly applied by the company, which is Business-
to-business (B2B), Business-to-Consumer (B2C), Consumer-to-Consumer (C2C)
and Consumer-to-Business (C2B), while B2B and B2C model are most prominent
e-commerce model. Due to the growing digitization of modern life, customers in
almost every country today benefit from the advantages of online purchases. The
number of digital purchasers keeps growing year by year as the internet availability
and usage increase at a rapid pace throughout the world. Due to the acceleration of
the industry, it is a challenge to gain competitive advantages among several
outstanding e-commerce platforms and the competition among the market.
However, the significant growth of internet usage and electronic devices, it gives a
different tale about the increase in purchase intention in e-commerce platforms.
There is much is yet to be understood about the factor drive Generation Z’s intention

on purchasing among several e-commerce platforms.

Besides, the purpose of this research is to provide industrial practitioners on the
benefits in practical guidance based on detailed analysis of specific factors that
affect consumers’ purchase intentions, which may improve their marketing
activities. This research enables several industries to have an in-depth
understanding about the consumers’ preferred features provided by the e-commerce
platforms. Also, for policy maker, it enables them to have a better understanding of
consumer behaviour when shopping in the e-commerce platform that can promote
Malaysia’s national economic growth as well as introduce effective regulations and

policies.

XV
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ABSTRACT

Digital platforms have become the most popular option to congested malls and in-
person shopping as millions of people stayed at home in early 2020 to prevent and
control the spread of the virus. In this context, the main objective of this study is to
determine the factor affect the purchase intention in e-commerce platforms among
Generation Z. With this aim, empirical data were collected with self-administrated
questionnaires from 270 convenience sample of consumers who reside in Malaysia
and had previously experienced on online shopping. Proposed hypotheses were

tested with Statistics Package for Social Sciences (SPSS).

In this respect, the Extended Technology Acceptance Model (TAM2) is employed
as the theoretical bases to investigate the role trust, subjective norms, perceived ease
of use, perceived usefulness, perceived enjoyment affect purchase intention in e-

commerce platforms among Generation Z.

The findings of this research reported that trust has a positive impact on purchase
intention in e-commerce platforms among Generation Z. It was also revealed that
subjective norms have a significant relationship between purchase intention in e-
commerce platforms among Generation Z. In addition, perceived usefulness was
found to have a positive relationship between purchase intention in e-commerce
platforms among Generation Z. Moreover, the empirical findings also supported
that the impact of trust, subjective norms, and perceived usefulness purchase

intention in e-commerce platforms among Generation Z.

At the end of this study, theoretical contributions, managerial implications,

limitations, and suggestions for future research are discussed.

XVi
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CHAPTER 1: RESEARCH OVERVIEW

1.0 Introduction

This study proposed to identify in-depth what characteristics that affect Generation
Z’s purchase intention in e-commerce platforms. Additionally, this research also
examines the research framework model about the purchase intention in e-

commerce platforms as a reference to be developed in further research.

1.1 Research Background

E-commerce is the activity of purchasing or selling things electronically using
online services or the Internet. Today, almost all industries including education,
customer service, finance, retail, food and beverage, entertainment, and healthcare
industry, have undergone a significant alteration in the business environment as a
result of the development of the internet (“24 Industries & Technologies,” 2021).
According to Daniela (2021), the statistic of e-commerce sales was climbing
continuously, especially in 2020, the sales have increased by around 78.36%, which
is above average compared to the previous years. Daniela (2021) prediction shown
that the following year after 2021, worldwide e-commerce sales will continue
climbing. It indicated that e-commerce would become the omnichannel shopping

trend and it will become more prevalent in the future.
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Figure 1.1: Retail E-commerce Sales Worldwide from 2014 to 2024.

Retail e-commerce sales worldwide from 2014 - 2024
(in billion US dollar)
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Source: Daniela (2021)

In addition to the above, e-commerce traffic is boosting due to the growth
of mobile. Even though conversion rates for desktop and tablet visits were higher
in 2020, smartphones accounted for more than 70% of all retail website visitors in
2021 (Daniela, 2021). Mobile connectivity will continue to define the future
shopping experience as the penetration of mobile devices accelerates, especially in
areas where other digital infrastructure is lacking. Besides the spread of mobile
usage, the Covid-19 pandemic is another significant factor pushing e-commerce to

the top.

With the development of e-commerce, online shoppers can enjoy a wide
range of services provided by various e-commerce platforms, which allow them to
explore, compare, and purchase the items or services they require. The global leader
in worldwide e-commerce platforms is Amazon, followed by Alibaba, Walmart,
Home Depot and Prosus (“World Top eCommerce,” 2021). Narrow down to
Malaysia, with about 54 million clicks, Shopee was Malaysia's leading e-commerce
site, followed by Lazada, PG Mall, Zalora and Ebay (Joschka, 2021).
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Figure 1.2: Top 10 e-commerce sites in Malaysia as of 2nd quarter 2021

Top 10 e-commerce sites in Malaysia as of 2nd quarter 2021, by
monthly traffic
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According to Department of Statistics Malaysia (2021) shown that in the
second quarter of 2021, revenue from e-commerce transactions increased by 23.3%
to RM 267.6 million, mostly pushed by the manufacturing and service sectors. It
indicates that Malaysia’s economy and competitiveness is mainly boosted by the e-
commerce especially during this pandemic period (Department of Statistics
Malaysia, 2021). Above data indicates that the purchasing behaviour is changing
due to electronic devices accelerates, the development of e-commerce especially
Covid-19 pandemic occurred. The future progress of Covid-19 will have a
significant impact on how online activity, shopping behaviours, and the general

future of e-commerce and the global retail business will seem in 2022 and beyond.

1.2 Research Problem

As mentioned above, global e-commerce activity is growing readily year by
year. One of the most significant reasons is the rise of technology. It provides

customers with the benefits of mobile adaptability. By connecting with internet

3
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networks, customers can obtain real-time updates on new product announcements,
special discounts, and promotional programs. Particularly, the one-touch

purchasing option has speeded up the growth of e-commerce.

Purchasing behaviour nowadays was shifting to online purchase due to
modern digital technology and especially pandemic occurred. In this aspect, there
are lots of people found that e-commerce is a golden opportunity to develop and
invest, which results in there being too many e-commerce platforms in the world of
internet. As a result, it is a challenge to gain competitive advantages among several
outstanding e-commerce platforms and the market is highly competitive to get
market share on the e-commerce platform. According to Martins, Costa, Oliveira,
Goncalves and Branco, (2019) found that marketers are finding it challenging to
adapt to the demands of Generation Z due to a lack of sufficient customer
information. Therefore, it is vital to investigate the characteristics that consumers

evaluate while making an online purchase.

In addition, the increase in the usage of electronic devices appears to be
unstoppable and aggressive. According to Harizah (2020) shows that there is a
higher demand for electronic devices such as laptop and mobile phones during
movement control order (MCO). In Malaysia, mobile phones are used by
approximately 99.2% of the population, followed by laptop or desktop computer
users accounting for 75.8%, and tablet device users accounting for 32.3% (Joschka,
2021). In addition, most of the web traffic was generated by smartphones nowadays,
which is around 54.8% (Clement, 2021). In 2021, about 88.56% of the Malaysian
population were using the internet, the figure was increasing readily compared with
previous years (Joschka, 2021). Based on the research shown above, there is a
significant growth of internet usage and electronic devices in Malaysia. However,
the significant growth of internet usage and electronic devices, it gives a different
tale about the increase in purchase intention in e-commerce platforms. Because of
this gap, it will become an issue that will be investigated through this study, which
will identify the factors that influence customers’ purchase intention which
eventually affect their decision to purchase the desired product from e-commerce

platforms.
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1.3 Research Objectives

1.3.1 General Objective

To investigate the purchase intention in e-commerce platforms among

Generation Z.

1.3.2 Specific Objectives

1. To investigate the relationship between trust and purchase intention in e-
commerce platforms among Generation Z.

2. To investigate the relationship between subjective norms and purchase
intention in e-commerce platforms among Generation Z.

3. To investigate the relationship between perceived ease of use and
purchase intention in e-commerce platforms among Generation Z.

4. To investigate the relationship between perceived usefulness and
purchase intention in e-commerce platforms among Generation Z.

5. To investigate the relationship between perceived enjoyment and

purchase intention in e-commerce platforms among Generation Z.

1.4 Research Questions

1. Is there a relationship between trust and purchase intention in e-commerce
platforms among Generation Z?

2. Is there a relationship between subjective norms and purchase intention in e-
commerce platforms among Generation Z?

3. Is there a relationship between perceived ease of use and purchase intention in e-
commerce platforms among Generation Z?

4. Is there a relationship between perceived usefulness and purchase intention in e-

commerce platforms among Generation Z?
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5. Is there a relationship between perceived enjoyment and purchase intention in e-

commerce platforms among Generation Z?

1.5 Research Significant

This research report of factors that affect purchase intention among Generation Z
will combine the hypothesis of trust, subjective norms, perceived ease of use,
perceived usefulness, and perceived enjoyment to determine the effect of online
purchase intention among Generation Z. In this report, there are several

contributions provided after the completion of the research.

First, this research enables various industries to have an in-depth
understanding about the consumers’ preferred features provided by the e-commerce
platforms, especially for the top 5 hottest industries involved in e-commerce, which
are fashion and apparel industry, beauty and personal care industry, entertainment
industry, household product industry and electronic industry (Abigail, 2021). After
the completion of this research, it has greatly contributed to efficiencies and

productivity among various industries.

Additionally, the research enables the management of an organization to
identify which component is the most significant impact for the purchase intention
among Generation Z when making an online purchase. By having a thorough
understanding of the customer's decision-making process, the manager can
implement the most suitable marketing strategy to meet the needs of customers,
increase customers interest and purchase, create business awareness, and prepare

for potential growth in the future.

Moreover, this research enables the policy maker in Malaysia to further
understand the trend of e-commerce nowadays and the elements that affect the
purchase intention the most to adopt differing degrees of intervention within the
commercial world, as this directly influences their participation worldwide. It

serves as the foundation for well almost all government initiatives in the economy.
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For example, government budgets are partially based on an assessment of citizens’
needs and the availability of funds to satisfy those demands. The cost of necessities
should be compared to the potential revenue, and here is where the greatest study is
needed. Policy makers may readily construct different policies and examine the

consequences of each of these possibilities based on the findings of this research.

Overall, the findings of this research provide several insights that could help
the industries, managers, and practitioners in better understanding the role of trust,
subjective norms, perceived ease of use, perceived usefulness and perceived
enjoyment, and its antecedents in e-commerce. As a result, incorporating with the

dependent variables mentioned above to reach the desired results.

1.6 Conclusion

The reminder of this study is organized in five sections. In this chapter, it indicated
that e-commerce platforms usage is growing due to technology advances and
especially pandemic occurred. However, the external and internal characteristics
that directly affect the purchase intention have not been justified. Thus, this research
proposed an integrated model for exploring both the antecedents and consequences
of the purchase intention between trust, subjective norms, perceived ease of use,
perceived usefulness, and perceived enjoyment in e-commerce platforms. For the
next section, it reviews the concept of extended technology acceptance model,
purchase intention, trust, subjective norms, perceived ease of use, perceived

usefulness, and perceived enjoyment.
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CHAPTER 2: LITERATURE REVIEW

2.0 Introduction

The theoretical underpinning adopted in this research, which is Extended
Technology Acceptance Model (TAM2) will explain and discuss in this chapter. In
addition, this chapter provides the antecedents and consequences of independent
variables (trust, subjective norms, perceived ease of use, perceived usefulness,

perceived enjoyment) that may affect the dependent variable (purchase intention).

2.1 Underlying Theories

2.1.1 Extended Technology Acceptance Model (TAM2)

This research adopted Extended Technology Acceptance Model (TAM2) to
examine the influences perception of technology (perceived usefulness,
perceived ease of use) and perception of social influence (subjective norms)
on online purchase intention in e-commerce platforms. According to Manis
and Choi (2019) found that TAM is an appropriate measurement for online
purchase intention in e-commerce platforms. Thd TAM2 is extended from
TAM by Venkatesh and Davis (Venkatesh & Davis, 2000). It is an extended
version of TAM with social influence and cognitive processes on the
perceived usefulness and intention usage (Figure 2.1). In TAM, the focus of
the investigation is on two theoretical constructs, which are perceived
usefulness and perceived ease of use (Davis, 1989). The purpose is to use
the primary determinant of usage to determine whether a new technological
tool will be accepted or not. Thus, under this theory, it proposed that
perceived usefulness and perceived ease of use have an impact on a person's
attitude toward adopting a certain technology. However, this theory has
been widely criticized by researchers because it primarily focuses on the
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perceptions and usage intentions of individual adopters, with no
consideration of social influence or personal control factors (Chau, 1996;
Shachak, Kuziemsky & Petersen, 2019). Therefore, TAM2 was generated
by extending social influence and cognitive processes (Venkatesh et al,
2000).

Figure 2.1: Extension of Technology Acceptance Model (TAM?2)
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Source: Venkatesh & Davis (2000).

In TAM2, the extended theory illustrates the impact of
interconnected social forces on a person presented with the choice of
accepting or rejecting a new technological system. In consistent with the
Theory of Reasoned Action (TRA), which was a critical theoretical
underpinning for the development of TAMZ2, the researchers use subjective
norms to delve into social influences (Venkatesh et al, 2000). The subjective
norms are hypothesized to have a direct impact on a person's decision to
engage in a certain behaviour, even if that behaviour is unfavourable to
themselves (Venkatesh et al, 2000).
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2.2 Review of Variable

2.2.1 Purchase Intention

According to Bebber, Milan, De Toni, Eberle, and Slongo (2017) showed
that the purchase intention is defined as the customer's desire to acquire a
product or service, as well as likelihood of being effectively purchased.
Meanwhile, Huang and Ge (2019) explained purchase intention as an
individual’s attitude toward a product that evolves after an overall
evaluation of the product. For instance, after seeing an advertisement of
whitening serum on an e-commerce platform, a consumer seeks out more
information about the product, along with its ingredients and other
consumers’ reviews. If the consumer decides to purchase the product after
gathering further information, it can be considered as purchase intention. In
a more in-depth perspective, Jin and Kang (2011) stated that purchase
intention can be evaluated by four types of behaviour, which are a solid
intention to buy the product, a strong motivation to buy the product, a deep
desire to buy the product in the future, and a strong intention to acquire a
certain product. A previous study stated that customers with purchase
intentions and higher buying impulsiveness will show a higher actual
purchase rate than customers without purchase intentions (Liu, Lee, & Lien,
2021). The significant rise in purchase intention will have a direct positive
effect on sales (Nguyen, Jeong & Chung, 2018). Therefore, it indicates that

increasing purchase intention is important for every organization.

2.2.2 Trust

Trust is defined as a level of personal assurance that an online business will
meet its duties, act as expected, and pay close attention to its customers
(Dachyar & Banjarnahor, 2017). According to the findings of Ross and
LaCroix (1996) found that trust is a psychological trait that predisposes an

individual to behave cooperatively in mixed-motive social circumstances.

10



Characteristics that affect Purchase Intention in E-commerce Platforms

As it is fundamental to how we interact with others, trust is essential for
positive interpersonal connections in diverse circumstances (Wheeler, 2018).
In the field of e-commerce, trust is a vital aspect that cannot be ignored,
especially if businesses want to be successful. Therefore, its implementation
underlines the importance of incorporating new technology into Malaysian
legislation to protect customers from fraudsters and cybercrime (Ikumoro &
Jawad, 2019). In the context of e-commerce, trust is the largest challenge to
determine how it impacts online business and how it can be managed to
preserve e-commerce continuation. In addition, online businesses that
exercise trust in their daily operations will see a rise in customer loyalty
(Kitukutha & Olah, 2018). This will elicit a positive response and improve
both parties' relationships. Organizations who invest in their online business
and enhance its online services to ensure the sustaining of trust shows a sign

of goodwill and can be a symbol of good connection with their customers.

2.2.3 Subjective norms

According to Yulianita (2018) mentioned that the subjective norms is a
measurement of an individual's awareness of social pressure surrounding a
certain behaviour. A study conducted by Hossain (2019) explained that the
subjective norms is formed by normative beliefs about what relevant others
expect behaviour of an individual and their motive is to comply with such
expected beliefs. Since normative beliefs form social pressures and
influences, thus the normative belief becomes a significant to understanding
of an individual’s preferences for whether should or should not engage in a
certain behaviour (Si, Shi, Tang, Wu & Lan, 2020). According to the
findings of Apau and Koranteng (2019) found that the subjective norms can
influence an individual’s intention on a certain action, which includes
shopping and purchasing on e-commerce platforms. When an individual has
already passed the initial adoption process, in which the individual received
several e-commerce reviews from prior adopters such as families and

friends, the role of subjective norms in affecting an individual to shop and

11
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purchase in e-commerce platforms becomes more important (Kaushik, Jain
and Singh, 2018).

2.2.4 Perceived Ease of Use

According to Yadegaridehkordi, Shuib, Nilashi and Asadi (2019) found that
the level to which an individual feels that using a new specialised
technological system will need little or no effort during the process if the
technology is used is known to as perceived ease of use. Conversely,
research done by Hansen, Saridakis and Benson (2018) stated that perceived
ease of use is defined as a measure of how easy it is to comprehend or utilise
a new technology. According to the findings of Moslehpour, Pham, Wong
and Bilgicli (2018) found that perceived ease of use construct has been
applied to a variety of contexts including e-commerce, and the intention to
use online applications. More precisely, if a technology is more likely to be
accepted by e-shoppers, it is more desirable for use than another
(Moslehpour et al, 2018). Since from e-shoppers perspective, the greater the
ease of use of the e-commerce platform, the more e-shoppers can be
motivated to use the e-commerce platform to seek information and purchase
the desired products (Kian, Boon, Fong & Ai, 2017). In the e-commerce
context, because e-shoppers cannot touch or test the goods, e-shoppers will
need credible and usable information to make purchasing judgments. As a
result, the ease with which they can acquire product and service information
on e-commerce platforms has an impact on their purchase intention (Kian et
al, 2017).

2.2.5 Perceived Usefulness

Research done by Rafique, Almagrabi, Shamim, Anwar and Bashir (2020),
the study stated that the perceived usefulness of a tool is determined by how

much a person believes it will help him or her do a task more efficiently. It
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is a critical variable that has a significant influence on people’'s beliefs and
expectations about using the technology (Alzahrani & Seth, 2021).
According to the research conducted by Alalwan, Baabdullah, Rana,
Tamilmani and Dwivedi (2018) mentioned that perceived usefulness could
be defined as the extrinsic and functional advantages enjoyed via the
utilization of technology. Extrinsic motivation refers to doing something
because it is thought to benefit someone to achieve goals that are not directly
related to the activity itself, such as increased performance, pay or
promotions (Taherdoost, 2018). These advantages may be attributed to
customers' perceptions of the usefulness of e-commerce as a more efficient
way compared to traditional methods of obtaining the same services. An
individual who has a positive attitude towards e-commerce believes that
using the internet will help to speed up the purchasing process and improve
the overall shopping experience (Jiang, Wang & Yuen, 2021). In the point
of fact, some researchers revealed that perceived usefulness has a stronger
impact on intention to use a certain tool when compared with perceived ease

of use (Joo, Park & Lim, 2018; Panagiotopoulos & Dimitrakopoulos, 2018).

2.2.6 Perceived Enjoyment

According to Mohammed (2018) defined that the level to which the action
of utilising a certain technology is fun is known as perceived enjoyment,
which is distinct from any anticipated benefits in terms of performance.
Another research also described that customers’ feelings of pleasure when
purchasing products or services on the internet are referred to as perceived
enjoyment (Kian et al, 2017). It indicates that customers are more likely to
make purchases when they are enjoying themselves in an e-commerce
marketplace. In prior information system and technology adoption studies,
it has been widely asserted that intrinsic motivations such as enjoyment, fun,
entertainment, and playfulness play a significant role in customers' intention
to utilise new systems and applications (Alalwan, 2018). Allam, Bliemel,
Spiteri, Blustein and Ali-Hassan (2019) explained that the concept of

13
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playfulness is associated with enjoyment. In the e-commerce context, an
experience on a website or in an e-commerce marketplace delivers
perceived enjoyment. According to the findings of Chen and Yao (2018)
showed that customers are more likely to make purchases when they are
having fun on an e-commerce platform. Coherently, when customers enjoy
and feel happy, they are more satisfied with online shopping and are more

willing to purchase products and services on the online platforms.

2.3 Conceptual Framework

To facilitate understanding of the research hypothesis, Figure 2.2 presents
the proposed conceptual framework, aiming at investigating the relationship among
the constructs of trust, subjective norms, perceived ease of use, perceived usefulness,
and perceived enjoyment as determinants of purchase intention in e-commerce

platforms among Generation Z.

Figure 2.2: Conceptual framework proposed for this research
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Source: Developed for the research.
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2.4 Hypothesis Development

2.4.1 Relationship Between Trust and Purchase Intention

Preliminary studies had shown the relationship between trust and purchase
intention in multiple contexts. According to the research of Huang, Bai,
Zhang and Gong (2019) proved that trust was significantly correlated with
purchase intention. Another past study showed that trust positively
influences purchase intention due to purchasing products or services in e-
commerce platforms exists a relatively high level of risk and trust deficiency
(Roudposhti, Nilashi, Mardani, Streimikiene, Samad & lbrahim, 2018).
Therefore, it is necessary for the e-commerce platforms to create a
trustworthy side to ensure the customers are not harmed by fraudsters and
cybercrime. In addition, the study conducted by Le-Hoang (2020) proved
that customer’s trust has a positive effect on online purchase intention.
Hence, in the line with the results of previous studies, this research posits
the following hypotheses:

H1: There is a positive significant relationship between trust and purchase

intention among Generation Z.

2.4.2 Relationship Between Subjective Norms and Purchase

Intention

Subjective norms play a vital role in the formation of purchase intention
(Hossain, 2019). According to Yulianita (2018) found that subjective norms
have a positive and significant influence on purchase intention. It finds that
most of the e-shoppers which adopt collectivist norms, feel obliged to base
their activities on other crucial people’s perspective. Apart from this study,
another study also examines the relationship between subjective norms and
shows there is a positive impact on purchase intention (Saut & Saing, 2021).
It indicates the influence of referents plays a minor role in predicting

whether an individual tends to purchase products or services on e-commerce
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platforms. Moreover, the past study of Jain (2020) has stated that subjective
norms has direct significant impact on purchase intention due to individual’s
purchase decisions being greatly influenced by the opinion of others. Hence,
it is assumed that purchase intention will be affected by subjective norms
among Generation Z and proposed the following hypotheses:

H2: There is a positive significant relationship between subjective norms

and purchase intention among Generation Z.

2.4.3 Relationship Between Perceived Ease of Use and

Purchase Intention

A past study which was conducted by Yulianita (2018) proved that
perceived ease of use had a strong correlation on purchase intention among
Generation Z. Another past study showed that perceived ease of use has a
positive association with purchase intention (Moslehpour et al, 2018). Since
customers' perceptions of ease of use are very important when it comes to
how they purchase online in e-commerce platforms and how they utilise the
technology. Moreover, a past research defined that the positive influence of
perceived ease of use on consumer purchase intention through e-commerce
platforms emphasises the necessity for e-commerce platforms to improve its
functionality and benefits to be more user-friendly and provide customers
with a pleasant shopping experience (Kian et al, 2017). Hence, if an e-
commerce platform is complicated to use, potential customers will become
discouraged before making a purchase decision. On the other hand, if
customer perceived an e-commerce platform to be easy to use, they will be
more willing to learn how to use it. Therefore, based on the past studies, the
hypotheses have been developed:

H3: There is a positive significant relationship between perceived ease of

use and purchase intention among Generation Z.
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2.4.4 Relationship Between Perceived Usefulness and

Purchase Intention

Referring to the study of Hanjaya, Kenny and Gunawan (2019), it revealed
a significant influence for perceived usefulness towards the purchase
intention in e-commerce platforms. In addition, another past research stated
that perceived usefulness will positively influence customers' intention to
adopt e-commerce platforms (Alalwan et al, 2018). The study indicates the
degree of perceived usefulness will mostly reflect customers' beliefs in the
targeted system's capabilities and integrity. Besides, a study proved that
perceived usefulness of technological innovation has a significant impact on
purchase intention (Moslehpour et al, 2018). The results of the study imply
that most of the individual nowadays perceive technology as a useful tool
for online shopping. As a result, one of the primary important factors of
purchase intentions is perceived usefulness. According to the findings and
result of past study in line with the research, the following hypotheses can
be developed:

H4: There is a positive significant relationship between perceived

usefulness and purchase intention among Generation Z.

2.4.5 Relationship Between Perceived Enjoyment and

Purchase Intention

Perceived enjoyment will positively influence customers' purchase intention
to adopt e-commerce (Alalwan et al, 2018). The research explained that the
role of intrinsic utilities which includes perceived enjoyment was also
considered to be the strongest predictor of customer purchase intention.
Another study shown that perceived enjoyment has a statistically significant
effect on purchase intention among Generation Z (Mohammed, 2018). The
study determined that perceived enjoyment was the key influential factors
that control the buying decision on e-commerce platforms among

Generation Z. Additionally, the study results of Kian, Boon, Fong, and Ai
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(2017) show that customers' perceived enjoyment is strongly connected with
consumer purchase intention while shopping on the internet. The study
explained that the perception of enjoyment can have the same influence on
the intention to purchase online as it does on the intention to shop in a
physical store. Therefore, it is assumed that purchase intention will be
affected by perceived enjoyment among Generation Z and proposed the
following hypotheses:

H5: There is a positive significant relationship between perceived

enjoyment and purchase intention among Generation Z.

2.5 Conclusion

In this chapter, it indicated that purchase intentions on e-commerce platforms have
a relationship between trust, subjective norms, perceived ease of use, perceived
usefulness, and perceived enjoyment. For the next section, it reviews the collection

method, and analysis method of this research.
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CHAPTER 3: METHODOLOGY

3.0 Introduction

In conducting this study, the researcher adopted several methods and techniques to
develop an approach that matches the objectives of this study. Mainly, a quantitative
and descriptive approach will be adopted in this study. Not only that, sampling
design, data collection method, research instrument, construct measurement, data

process and analysis method will be described in this chapter.

3.1 Research Design

The research design is a blueprint that provides structure and direction by
demonstrating how all the major variables of the research project connect to address
the research questions (Baran, 2022). Besides, some researchers mentioned that
research design is to guide the research process in a structured and logical way for
decision making (Jaakkola, 2020).

3.1.1 Quantitative Research

Quantitative research is an approach which according to Bloomfield &
Fisher (2019), is defined as a formal, objective, systematic method for
describing variables, testing relationships between variables in a larger
population, and investigating cause and effect interrelations. The research is
also known as empirical research as it can be measured accurately and
precisely. By using this method, the data collected can be classified into
categories, ranked, or quantified in terms of units of measurement.
Additionally, raw data graphs and tables may be constructed, making it
easier for the researcher to analyze the results of quantitative study.
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In this research, it attempts to find out the variables that will affect
Generation Z’s purchase intention in e-commerce platforms. A quantitative
research method was employed to investigate the hypothesis in the current
research. Therefore, to collect quantitative data, questionnaires will be
employed. Data from Queiros, Faria & Almeida (2017) study mentioned
that there are lots of advantages of quantitative results, including large
amount of information and numerous domains can be explored, as well as
several statistical tests can be used and techniques and the technical rigor of

the process.

3.1.2 Descriptive Research

According to Hunter, McCallum and Howes (2019), descriptive research is
a research approach that outlines the characteristics of the population or
phenomenon under study. Sahin & Mete (2021) defined descriptive research
as primarily concerned with describing the characteristics of a demographic
segment, which focuses on the "what" of the research topic rather than the

"why" of the research topic.

In this research, descriptive research is adopted because it can
illustrate the characteristics of purchase intention in e-commerce platforms
among Generation Z. Demographic profiles such as gender, age, education,
race, employment status, monthly income or allowance, and online purchase
behavior are designed in Section A and Section B of the questionnaire. Apart
demographic profiles, factors that affect Generation Z’s purchase intention
in e-commerce platforms including trust, subjective norms, perceived ease
of use, perceived usefulness and perceived enjoyment are designed in
Section B of the questionnaire. By referring to the past studies and compared
with researcher results to describe and support the hypotheses proposed in

this research.
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3.2 Sampling Design

Sharma (2017) stated that a researcher will utilise sampling to select a limited
number of representative things or individuals from a pre-defined group to serve as
subjects for experience or observation in line with the study's objectives.

3.2.1 Target Population

Lowrey (2017) defined population as a group of interacting entities with
similar characteristics. Early in the research process, clearly identifying a

study population helps in ensuring the overall validity of the study outcomes.

The targeted population in this study is consumers who stay in
Malaysia with past or current experience in purchasing goods and services
through e-commerce platforms. The range in age targeted is from 6 to 24
years old, which is the newest generation, Generation Z. Generation Z was
chosen as the targeted population as the term of Generation Z has come to
mean the next generation of technology (Seedat, Roodt & Mwapwele, 2019).
While Millennials were digital, Generation Z is the first generation to have
grown up with technology from the beginning. In terms of business
marketing, it is critical to target Generation Z as an audience segmentation.
Nowadays, the eldest members of the Generation Z group are now 24 years
old and would have recently obtained spending power. Based on the survey
done by The Nielsen Company (2019) found that internet penetration among
individuals aged between 18 to 24 is 98%, with 99% having a smartphone
in Malaysia. This is a generation with a special ability to comprehend and
cut through vast volumes of information while smoothly navigating the
online and offline worlds. It indicates that the consumers attitudes,
behaviors and purchasing habits will be changed resulting in a trend of
buying behavior will shift from physical to online. Investigation
demonstrated that nearly two thirds, representing 61% of Generation Z in

Malaysia, shop online at least two times a month and nearly all, representing
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88% of Millennials, have the same characteristics with Generation Z (Jeff,
2020). This data indicated that online shopping has become a part of lifestyle
among Generation Z in Malaysia. Therefore, the number of respondents
from Generation Z who stay in Malaysia with past or current experience in
purchasing goods and services through e-commerce platforms is significant

to represent this study.

3.2.2 Sampling Location

In this study, data was collected using online surveys created with Google
Form and distributed to respondents. Thus, no precise sampling location was
chosen for this study. One of the most obvious advantages of using online
surveys is its accessibility and scalability. Hence, the researcher can
distribute the online survey to the target respondents in any state of Malaysia.
Besides that, an online survey is accessible since respondents may access
the questionnaire through a variety of devices, including mobile devices,
desktop computers, tablets, and laptops. The questionnaire will be
distributed online to reach respondents throughout all Malaysian states.

3.2.3 Sampling Elements

Generation Z consumers who stay in Malaysia with past or current
experience in purchasing goods and services through e-commerce platforms
are recognized as the population in this research. Apart from age, there are
no specific constraints on ethnicity, education level, occupation, and income

level as long as respondents meet the requirements mentioned above.

22



Characteristics that affect Purchase Intention in E-commerce Platforms

3.2.4 Sampling Technique

In the current study, non-probability sampling was employed. Study done
by Jager, Putnick, and Bornstein (2017) found that convenience sampling
was implemented in this research as it is commonly accessible and
convenient to complete the sampling when compared to other sampling
techniques. Using a convenience sampling method in this study makes it
easier and more convenient for researchers to collect primary data sources
for research (Jager et al, 2017). Furthermore, convenience sampling can
offer results speedily and simply in a shorter period and without the need to
invest any money through online surveys. However, a convenience sample
cannot be confidently generalized to the entire population and has high

chances of sampling error (Bhardwaj, 2019).

3.2.5 Sample Size

The sample size is about a group of participants chosen from the general
population, and these participants were representative of the real population
for the purposes of the study. Based on the study conducted by Maydeu-
Olivares, Shi, and Rosseel (2018), it was recommended that sample sizes
more than 30 and less than 500 are sufficient for most studies. Additionally,
to overcome the existing gap, Krejcie and Morgan (1970) constructed a table
for accurately predicting sample size for a particular population for easy
reference. It should be noticed that when the population grows, the sample
size grows at a diminishing rate and remains relatively constant at slightly
more than 380 samples. By referring to the Krejcie and Morgan’s (1970)
sample size table, a sample size of 384 would be recommended to represent
quantitative research (refer to Appendix 3.1). Additionally, a large sample
size can reduce the possibility of inaccuracy when generalizing to the target
population. Consequently, 300 samples are planned to be collected in this
study to reduce the possibility of acquiring inaccurate data in a shorter

period.
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3.3 Data Collection Method

Data collection will be carried out in a systematic way when the sampling design
has been decided. Data collection is the systematic process of collecting and
analyzing measuring information on targeted variables in order to answer research
questions, test hypotheses, and evaluate outcomes. Hence, the data employed in this

study came from both primary and secondary sources.

3.3.1 Primary Data

Williams and Shepherd (2017) defined primary data as the information
collected directly from primary sources by researchers using methods such
as interviews, surveys, and experiments. Primary data sources are typically
chosen and customized to meet the criteria or specifications of a certain
research study. A survey is being used as primary data, which the survey
results of 300 respondents are required to be collected in this study. Most of

the questions were closed-ended for the responders to answer.

3.3.2 Secondary Data

Secondary data is information that has previously been gathered from
primary sources and made accessible to researchers that can be used in their
own research (Williams et al, 2017). It was the type of information that had
previously been collected, such as books, personal sources, journals,
newspapers, websites, and government documents. Secondary data is more
easily accessible as compared to primary data. Therefore, secondary data
sources such as online journals, e-books, and government sources were used
in this study to ensure the study’s reliability and accuracy. However, as
secondary data could be out of date, it is vital to evaluate the data's reliability
and accuracy before employing it as a reference. Thus, most of the

secondary data used in this study was obtained from the last 5 years.
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3.4 Research Instrument

3.4.1 Questionnaire Design

A self-assessment questionnaire is designed in this study. Additionally, the
questionnaire was constructed with fixed—alternative questions that have
multiple-choice answers for each question. Therefore, the respondents can
answer easily and quickly select the correct response or answer that
perfectly suits their preferences. Furthermore, it can increase response
consistency while also making it easier for researchers to compare results

with other respondents and compute outcomes.

Regarding the structure of the questionnaire, the cover page of the
questionnaire clearly discloses and acknowledges the research topic,
research objectives, including the protection of privacy and confidentiality
to the respondents. Section A, B, and C are the three sections that make up
the main body of the questionnaire in this study (refer to Appendix 3.2). For
Section A, the demographic questions of the respondent are designed, such
as gender, age, education level, ethnicity, employment status, and monthly
income or allowance, with the purpose of acquiring basic information from
the respondents. In Section B, screening is designed with the purpose of
screening out the non-online buyers to increase the accuracy and avoid
faulty or irrelevant results. Besides, general investigations concerning
consumers' experiences purchasing products and services through e-
commerce platforms are also designed in Section B. For example, questions
on the duration of time that consumers have been making online purchases
and the frequency of online purchases in the last year. Whereas
questionnaires on independent variables were included in Section C such as
trust, subjective norms, perceived ease of use, perceived usefulness,
perceived enjoyment factors that influence Generation Z’S purchase

intention in e-commerce platforms.

25



Characteristics that affect Purchase Intention in E-commerce Platforms

3.4.2 Operational Definition

An operational definition can be referring to how the researcher decides to
measure the variables in the study. The different measurements for each

construct are shown in Table 3.1.

Table 3.1: Operational Construct

Variable Source Item Statement
Trust Dachyar & [ TR1 The e-commerce platforms are
Banjarnahor (2017) trustworthy.

TR2 The e-commerce platforms are
keeps guarantees and
responsibilities.

TR3 The e-commerce platforms meet
my expectations.

TR4 | retain believe that e-commerce
platforms keep my best selection
compared with physical stores.

Subjective | Saut & Saing (2021) | SN1 Most people who are important to
Norms me think 1 should purchase
products on e-commerce
platforms for consumption.

SN2 Most people who are important to
me would want me to purchase
products on E-commerce
platforms for consumption.

SN3 People whose opinions | value
would prefer that | purchase
products on E-commerce
platforms for consumption.

SN4 My family would advise me to
purchase  products on E-
commerce platforms for
consumption.

SN5 My friends, who are important to
me, think that | should purchase
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products  on E-commerce
platforms for consumption.

Perceived Dachyar & | PEOUL | The e-commerce platforms are
Ease of Use | Banjarnahor (2017) easy-to-use.

PEOU2 | Learning to operate e-commerce
platforms are easy.

PEOUS3 | The interaction with these e-
commerce platforms is clear and
easy to understand.

PEOU4 | | find that it is simple to find the
data that | need from these e-
commerce platforms.

PEOUS | I find it simple to get e-commerce
platforms’ system to do what |

need it to do.
Perceived Dachyar & [ PUL Purchasing online is easy on
Usefulness | Banjarnahor (2017) these e-commerce platforms.
PU2 Purchasing online on these e-

commerce platforms is fast.

PU3 These e-commerce platforms
improve my performance in
searching and purchasing
products.

PU4 These e-commerce platforms
enhance my effectiveness in
searching and purchasing
products.

PU5 The information on these e-
commerce platforms is useful to

me.
Perceived Alalwan, PE1 Using the e-commerce platforms
Enjoyment | Baabdullah, Rana, to purchase products is fun.
Tamilmani &
Dwivedi (2018) PE2 Using the e-commerce platforms
to  purchase products s
enjoyable.
PE3 Using the e-commerce platforms

to purchase products is very
entertaining.
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Purchase Zhao, Fang, Zhang | PI1 I am likely to purchase products
Intention & Jiang (2020) on e-commerce platforms.

P12 I am likely to recommend e-
commerce platforms to my
friends.

PI3 | am likely to make another
purchase from  e-commerce
platforms if 1 need the products
that I will buy.

Source: Developed for the research.

The construct for trust is adopted from Dachyar & Banjarnahor (2017), with a total
of 4 items, while subjective norms is adopted from Saut & Saing (2021), with 5
items constructed. Perceived Ease of Use and perceived usefulness are both 5 items
of constructs taken from Dachyar & Banjarnahor (2017). Furthermore, 3 construct
items of perceived enjoyment are taken from the study done by Alalwan,
Baabdullah, Rana, Tamilmani, and Dwivedi (2018), while 3 construct items of
purchase intention are taken from the research done by Zhao, Fang, Zhang, and
Jiang (2020).

3.5 Construct Measurement

In this study, 3 types of measurement scales are used as below:

3.5.1 Nominal Scale

A nominal scale classifies variables without the use of a numerical value or
order (Potdar, Pardawala & Pai, 2017). In both Section A and Section B of
surveys, this method of scale measurement is used in this research, which is
demographic profile such as gender, ethnicity, and screening out the non-
online buyers by responding yes or no.
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Figure 3.1: Example of Nominal Scale in Questionnaire

1. Gender
( ) Male
( ) Female

Source: Developed for the research.

3.5.2 Ordinal Scale

The ordinal scale is a type of variable measurement scale that is used to
illustrate the order of variables rather than their differences (Potdar et al,
2017). In this research, this type of scale measurement has been adopted in
Section A and Section B of questionnaires. For instance, demographic
profile such as age, education level, employment status, and monthly
income or allowance in Section A, and duration of time that consumers have

been making online purchases and the purchase frequency in Section B.

Figure 3.2: Example of Ordinal Scale in Questionnaire

6. Monthly Income/Allowance:

( ) Less than RM2000

( ) Between RM2001-RM5000
( ) More than RM5001

Source: Developed for the research.

29



Characteristics that affect Purchase Intention in E-commerce Platforms

3.5.3 Likert Scale

According to Taherdoost (2019), 5-point Likert Scale is easy to construct,
can eliminate misunderstanding and is able to increase the response rate.
However, this Likert Scale has certain drawbacks in that respondents prefer
to avoid extreme response categories, resulting in central tendency bias, and
respondents may answer questions or statements depending on their
emotions. To examine all the factors that influence Generation Z’s purchase
intention in e-commerce platforms, Section C of the questionnaire uses a 5-

point Likert Scale.

Table 3.2: Likert Scale Measurement

Strongly Disagree Disagree | Neutral | Agree | Strongly Agree

1 2 3 4 5

Source: Developed for the research.

3.6 Pilot Test

A pilot study is the first step in the research process, usually a smaller-scale study
that helps in the planning and modification of the study and is conducted before the
major trial to determine its validity (In, 2017). In this study, a total of 35 pilot test

samples were collected anonymously.

The values for each of the constructs (TR, SN, PEOU, PU, PE and PI) are
greater than the minimum recommended validation of 0.70 (Anelli, Len, Terreri,
Russo & Reiff, 2019). It indicates that all scales are within an acceptable and

reliable range. The results of each construct are shown in Table 3.3.
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Table 3.3: Pilot Test Reliability Study

Variable Items Cronbach’s Alpha
Trust (TR) 4 0.757
Subjective Norms (SN) 5 0.838
Perceived Ease of Use (PEOU) 5 0.830
Perceived Usefulness (PU) 5 0.715
Perceived Enjoyment (PE) 3 0.721
Purchase Intention (PI) 3 0.727

Source: Developed for the research.

3.7 Data Collection Procedures

Questionnaires are a common method of acquiring information or data since they
are time efficient, have a high return rate, and employ standardized questions.
(Brace, 2018). In this study, data was gathered through an electronic questionnaire,
Google Form, since it is fast to deliver, economical, and simple to administer.
During the data collection, a post with survey link was posted out and sent out
through Facebook, WhatApps, Instagram and Microsoft Teams in order to gain
more participants to complete the survey.

3.8 Data Processing

This is a critical stage in which the obtained data is explained or interpreted using
reports, tables, or graphs by documenting the figures and facts. Consequently, it
improves data analysis accuracy and provides better results in the future. This stage

involves the several processes as below:
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3.8.1 Questionnaire Checking

At this stage, all questionnaires submitted by research participants will be
checked immediately to ensure the completeness and quality of the
questionnaire with the aim to ensure the accuracy of the data. Thus, errors
can be discovered at an earlier stage and corrective procedures can be

implemented more effectively, thereby enhancing data consistency.

3.8.2 Data Editing

In this study, an online self-administered questionnaire which is Google
Form was used, and specific settings were designed to allow research
participants to skip any of the questions before proceeding, hence
preventing invalid responses. As a result, data omission is minimized, and

the editing procedure is no longer required.

3.8.3 Data Coding

Data coding is the process of summarizing and re-presenting data to offer a
systematic description of the recorded or observed phenomena (Williams &
Moser, 2019). The coding approach is by far the most popular and
recommended way since it makes the researcher's lives easier during the
data analysis and summarization stages. Moreover, this approach assists
researchers in transferring data more efficiently into SPSS software using
numerical data. For instance, in Section B the coding for online buyers such
as “Yes” is 1 and “No” is 2. Furthermore, the coding approach also applied
in Likert scale measurement such as “Strongly Disagree” as 1, “Disagree”
as 2, “Neutral” as 3, “Agree” as 4 and “Strongly Agree” as 5 which are

shown in the Section C of questionnaire.
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3.8.4 Data Transcribing

The researcher will transmit the coded data from the questionnaire directly
to the system at this stage. After all the data has been correctly input into the

SPSS software, the system will run the data automatically.

3.8.5 Data Cleaning

Xie, Chu, Chiu & Wang (2021) express that data cleansing is used to
discover, check, and take corrective actions in case of a missing response.
During this stage, SPSS software can assist researchers in efficiently
identifying errors and preventing data inconsistencies, enabling out-of-
range values to be created for each variable. To put it another way, it assists

in determining the error value generated in each response.

3.8.5.1 Treatment of Missing Data

Missing value happens when respondents fail to reply to questions due to a
lack of information or data entry problems. If the researcher does not
manage missing values appropriately, ambiguity will be added into the
study analysis, resulting in inaccurate data interpretations. Yet, if the
variable's value is uncertain, the researcher can use data imputation or list-
wise deletion as omitted treatments. In this study, neutral value was

employed to overcome omissions.
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3.9 Analysis Method

Data analysis is the most important aspect of any research since it gives a summary

of the data collected.
3.9.1 Descriptive Analysis

Research conducted by Kemp, Ng, Hollowood & Hort, (2018) stated that A
descriptive analysis is a sort of data analysis that assists in the explanation,
illustration, or summarization of data points in a constructive manner, such
as central tendency, variability, and distribution, allowing structures to form
that fulfil all the data's criteria. By performing descriptive statistics, it
enables a researcher to evaluate and explain the fundamental characteristics

of a collected data through histogram, table, and chart.

3.9.1.1 Frequency Distribution

Frequency distributions are commonly used to describe categorical
variables and are computed in percentage. For ease of understanding,
frequency distributions can be presented graphically or tabularly. In this
study, graphical elements such as a pie chart and tabular elements such as a
frequency distribution table are used to show and visualize the demographic
profile in Sections A and B of the questionnaire. This is because frequency
distribution tables clearly present a snapshot of the data collected, allowing
the researcher to readily identify trends. While the data presented by a pie
chart is more intelligible and the proportions of each part are clearly shown.
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3.9.2 Scale Measurement

3.9.2.1 Internal Reliability Test

The objective of implementing validity and the reliability into research is to
guarantee that data is reliable and reproducible, as well as those outcomes
are correct (Mohajan, 2017). Cronbach's alpha typically varies from 0 to 1,
with 0 suggesting no relationship between items on a scale and 1
representing absolute consistency (Cronbach, 1951). In the social sciences,
alpha values between 0.7 and 0.8 are considered acceptable; alpha values
below 0.6 are recommended to be removed from the measure to improve
inter-item consistency. The rules of thumb for Cronbach's Alpha are shown
in Table 3.4.

Table 3.4: Cronbach’ Alpha Rule of Thumb

Cronbach’s Alpha Internal Consistency
a>0.9 Excellent
09>02>0.8 Good
0.8>a>0.7 Acceptable
0.7>0>0.6 Questionable
0.6>a>0.5 Poor
0.5>a Unacceptable

Source: Cronbach (1951)
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3.9.3 Inferential statistic

Based on sample data, inferential statistics will be utilised to derive
inferences about the population. The results generated are used to infer how
weak or how strong the independent variables are close to the dependent
variable (Amrhein, Trafimow & Greenland, 2019). Analysis such as
Multiple Linear Regression Analysis, One Way ANOVA Analysis and

Multicollinearity will be conducted in this research.

3.9.3.1 Multiple Linear Regression Analysis

Multiple linear regression is a regression model that uses a straight line to
evaluate the relationship between a quantitative dependent variable and two
or more independent variables (Brata, Husani & Ali, 2017). It is used to
examine the relative influence of the five independent variables (trust,
subjective norms, perceived ease of use, perceived usefulness, perceived
enjoyment) on the single dependent variable (purchase intention).

The formula equation for multiple regression analysis:

y = bixi+ b2x2+ ... + bnxn + C.

Equation: Pl = baTR + b2SN + bsPEOU + b4PU + bsPE + c.
Whereby, TR = Trust

SN = Subjective Norms

PEOU = Perceived Ease of Use

PU = Perceived Usefulness

PE = Perceived Enjoyment

Pl = Purchase Intention
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3.9.3.2 One Way ANOVA Analysis

ANOVA relies on the assumptions that two or more samples are
independent and compares the means of two or more independent groups
(Delacre, Leys, Mora & Lakens, 2019). In this research one way ANOVA
is employed to assess if there is statistical evidence that the related
population means differ significantly.

3.9.3.3 Multicollinearity

To measure multicollinearity, tolerance value and variance inflation factor
(VIF) are commonly used (Marcoulides & Raykov, 2019). If there is a small
tolerance value (0.10 or lower) or a large VIF value (10 or higher) indicates
high collinearity (Marcoulides et al, 2019). In short, if the VIF value is
between 1 to 10, it indicates that there is no symptom of multicollinearity.
Besides, if VIF value below 3 is considered as low correlation and ideal.
Otherwise, if VIF value below 10 is considered as an acceptable range.

3.10 Conclusion

This chapter outlined all the methods and techniques used for this research to
improve data analysis efficiency. For the next section, it discloses the data collected

by the Google Form from respondents and interprets it section by section.
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CHAPTER 4: DATA ANALYSIS

4.0 Introduction

This chapter will show the findings of this study, which were derived through
various analyses, after specifying the sample design, data collecting technique,
research instrument, construct measurement, data process, and analytic method.
The chapter begins with a profile of the respondents, which is supported by
demographic data. To guarantee sample reliability, reliability tests were performed
in the preliminary analyses phase, and descriptive analyses were performed for each
item and variable. In addition, inferential analysis such as Multiple Linear

Regression Analysis were carried out for data analysis purpose.

4.1 Data Collection Process and Respond Rates

An online self-administered questionnaire such as Google Form is created in
collecting data from the Generation Z online buyers. During the data collection, a
post with survey link was posted out and sent out through Facebook, WhatsApp,
Instagram, and Microsoft Teams in order to gain more participants to complete the
survey. Overall, 300 questionnaires were distributed, and 271 of them were returned,
yielding an 87% response rate. After eliminating non online buyers (7 cases) and
non-Malaysian online buyers (4 cases), 260 questionnaires will be proceeding to

further analysis.
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4.2 Data Processing

4.2.1 Data Cleaning

Overall, 271 questionnaires were collected from the respondents. After
checking the 271 returned questionnaires, 11 of them were deleted due to
the non-online buyers and non-Malaysian online buyers. As a result, a total

of 260 respondents will be analysed in this section.

4.2.1.1 Treatments of Missing Value

In the case of online self-administered surveys such as Google Form,
specific options have been designed to allow research participants to follow
the order of questions and go to the next section based on the answer, hence
preventing invalid answers. Therefore, there is no missing value in this

research.

4.3 Descriptive Analysis

4.3.1 Respondent’s Demographic

This analysis included respondent’s gender, age, education level, ethnicity,
employment status, and monthly income or allowance, identification of
online buyers and non-online buyers, the duration of time that consumers
have been making online purchases and the frequency of online purchases
in the last year. Both graphical such as pie charts and tabular such as
frequency distribution tables are used to interpret and visualize the

respondents’ demographic profile.
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4.3.1.1 Gender

Figure 4.1: Gender

Gender

= Male

= Female

Source: Developed for the research.

Figure 4.1 exhibit the respondent’s gender. Most respondents are female at 53.8%
(120 respondents), while male only accounts for 46.2% (140 respondents). This
results in line with previous research, females prefer online shopping because it
offers additional discounts, availability of the varieties of products and product
comparison is much easier for online shopping (Rahman, Islam, Esha, Sultana &
Chakravorty, 2018).
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4.3.1.2 Age

Figure 4.2: Age

Age

0.80% -9.40%

= 6 - 10 years old
11 - 15 years old

11.50%

16 - 19 years old
20 - 24 years old

82.30%

Source: Developed for the research.

Figure 4.2 shows the age group of respondents. Major 82.3% (214 respondents)
were 20-24 years old, with over 11.5% (30 respondents) were aged 16-19 years old.
Respondent aged 11-15 years old and 6-10 years old accounted for 5.4 % (14
respondents) and 0.8% (2 respondents) respectively. These results consistent with
previous research showing that among Generation Z, respondents ages between 20
to 24 years old were more likely to shop online compared with other age group

(Malaysian Communications and Multimedia Commission, 2018).
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4.3.1.3 Education

Figure 4.3: Education

Education

0.80% /-6-20%
6.50%

= Primary
= Secondary

12.70% = Higher Secondary

Diploma

= Undergraduate

Source: Developed for the research.

Figure 4.3 shows various education levels of respondents. Regarding education
level, 73.8% respondents (192 respondents) indicated they had undergraduate
education, and 12.7% (33 respondents) had diploma graduates, while higher
secondary, secondary, and primary educations accounted for 6.5% (17 respondents),
6.2% (16 respondents) and 0.8% (2 respondents) respectively.
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4.3.1.4 Race

Figure 4.4: Race

Race

= Malay
= [ndian

= Chinese

Source: Developed for the research.

Figure 4.4 demonstrate the ethnicity of respondents. The ethnicities of respondents
consist of Chinese at 66.2% (172 respondents), Indian at 17.3% (45 respondents)
and Malay at 16.5% (43 respondents). Chinese showed a higher percentage in this

study while the weights of Malay respondents were relatively lower.
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4.3.1.5 Employment Status

Figure 4.5: Employment Status

Employment Status

= Student

= Unemployment

= Self-employed
Employed

Source: Developed for the research.

Figure 4.5 demonstrate different occupation of respondents. Over 76.9% of
respondents (200 respondents) were students with over 20% (52 respondents) were
employed, while 2.3% (6 respondents) were self-employed. By contrast, only 0.8%

(2 respondents) were unemployed.
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4.3.1.6 Monthly Income / Allowance

Figure 4.6: Monthly Income / Allowance

Monthly Income / Allowance

= Less than RM500
= Between RM500 - RM1000
= More than RM 1001

Source: Developed for the research.

Figure 4.6 exhibit respondent’s individual income level or allowance. About 46.9 %
of respondents (122 respondents) fell below RM500 category. Nearly, 26.9% of
respondents (70 respondents) reported they have more than RM1001 income, while
26.2% (68 respondents) indicated their income fell between RM500 — RM1000

category.
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4.3.1.7 ldentification of online buyers and non-online buyers

Figure 4.7: Identification of online buyers and non-online buyers

Identification of online buyers and non-online buyers

= Yes

= No

Source: Developed for the research.
Figure 4.7 shows the identification of respondents. It is to screen out the non-online

buyers to participate in this survey. Thus, 100% of respondents (260 respondents)

are online buyers, who participate in this survey.

46



Characteristics that affect Purchase Intention in E-commerce Platforms

4.3.1.8 Duration of time that consumers have been making

online purchases

Figure 4.8: Duration of time that consumers have been making online purchase

Duration of time that consumers have been making online purchase

0% 6.90%

= Not at all
Less Than 1 year

33.10% Between 1-3 years

More than 3 years
60%

Source: Developed for the research.

Figure 4.8 presents respondents’ duration of time that have been making online
purchases. Majority of 60% respondents (156 respondents) indicated they have
more than 3 years of online shopping experience. Some 33.1% (86 respondents)
shopped between 1-3 years, while only 6.9% (18 respondents) less than 1 year of

online shopping experience.
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4.3.1.9 Frequency of online purchases in the last year

Figure 4.9: Frequency of online purchase in the last year

Frequency of online purchase in the last year

0%

13.50%
= Never

1-5 times

22 70% 6-10 times
o 0

More than 10 times
63.80%

Source: Developed for the research.

Figure 4.9 illustrate online purchase frequency of respondents in previous year. The
largest proportion of 63.8% respondents (166 respondents) indicated they purchase
items through online more than 10 times. Some 22.7% (59 respondents) shopped 6-
10 times, while only 13.5% (35 respondents) shopped 1-5 times.
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4.3.2 Central Tendencies of Measurement

The mean and standard deviation of each construct, including TR, SN,
PEQU, PU, PE, and PI, will be described in this section.

4.3.2.1 Mean and Standard Deviation of Trust

Table 4.1 illustrates the mean followed by highest to lowest and standard
deviation of trust on each scale items applied in the questionnaire that

contributed by 260 respondents.

Table 4.1: Mean and Standard Deviation of Trust

Item Statement Mean Standard
Deviation
TR1 The e-commerce platforms are keeps 4.32 0.692
guarantees and responsibilities.
TR2 The e-commerce platforms are trustworthy. 4.17 0.589
TR3 The e-commerce platforms meet my 4.12 0.647
expectations.
TR4 | retain believe that e-commerce platforms 4.12 0.811
keep my best selection compared with
physical stores.

Source: Developed for the research.

4.3.2.2 Mean and Standard Deviation of Subjective Norms

Table 4.2 illustrates the mean followed by highest to lowest and standard
deviation of subjective norms on each scale items applied in the

questionnaire that contributed by 260 respondents.
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Table 4.2: Mean and Standard Deviation of Subjective Norms

Item Statement Mean Standard
Deviation
SN1 Most people who are important to me would 3.87 0.974
want me to purchase products on e-
commerce platforms for consumption.
SN2 My friends, who are important to me, think 3.87 0.898
that 1 should purchase products on E-
commerce platforms for consumption.
SN3 My family would advise me to purchase 3.84 0.976
products on e-commerce platforms for
consumption.
SN4 Most people who are important to me think 3.78 0.880
| should purchase products on e-commerce
platforms for consumption.
SN5 People whose opinions | value would prefer 3.77 0.912
that | purchase products on e-commerce
platforms for consumption.

Source: Developed for the research.

4.3.2.3 Mean and Standard Deviation
Use

of Perceived Ease of

Table 4.3 illustrates the mean followed by highest to lowest and standard

deviation of perceived ease of use on each scale items applied in the

questionnaire that contributed by 260 respondents.

Table 4.3: Mean and Standard Deviation of Perceived Ease of Use

platforms’ system to do what I need it to do

Item Statement Mean Standard
Deviation
PEOUL | The e-commerce platforms are easy-to-use. 4.39 0.602
PEOU2 | Learning to operate e-commerce platforms 4.36 0.651
are easy.
PEOUS3 | | find that it is simple to find the data that I 4.30 0.694
need from these e-commerce platforms.
PEOU4 |1 find it simple to get e-commerce 4.27 0.645
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PEOUS

The interaction with these e-commerce
platforms is clear and easy to understand.

4.24

0.655

Source: Developed for the research.

4.3.2.4 Mean and Standard Deviation of Perceived Usefulness

Table 4.4 illustrates the mean followed by highest to lowest and standard

deviation of perceived usefulness on each scale items applied in the

questionnaire that contributed by 260 respondents.

Table 4.4: Mean and Standard Deviation of Perceived Usefulness

Item Statement Mean Standard
Deviation
PU1 Purchasing online on these e-commerce 4.41 0.599
platforms is fast.
PU2 Purchasing online is easy on these e- 4.38 0.553
commerce platforms.
PU3 These e-commerce platforms improve my 4.30 0.642
performance in searching and purchasing
products.
PU4 These e-commerce platforms enhance my 4.28 0.671
effectiveness in searching and purchasing
products.
PU5S The information on these e-commerce 4.28 0.622
platforms is useful to me.

Source: Developed for the research.
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4325 Mean and Standard Deviation of Perceived
Enjoyment

Table 4.5 illustrates the mean followed by highest to lowest and standard
deviation of perceived enjoyment on each scale items applied in the

questionnaire that contributed by 260 respondents.

Table 4.5: Mean and Standard Deviation of Perceived Enjoyment

Item Statement Mean Standard
Deviation

PE1 Using the e-commerce platforms to 4.15 0.836
purchase products is enjoyable.

PE2 Using the e-commerce platforms to 4.08 0.846
purchase products is fun.

PE3 Using the e-commerce platforms to 4.06 0.859
purchase products is very entertaining.

Source: Developed for the research.

4.3.2.6 Mean and Standard Deviation of Purchase Intention

Table 4.6 illustrates the mean followed by highest to lowest and standard
deviation of purchase intention on each scale items applied in the

questionnaire that contributed by 260 respondents.

Table 4.6: Mean and Standard Deviation of Purchase Intention

Item Statement Mean Standard
Deviation
P11 I am likely to purchase products on e- 4.32 0.647
commerce platforms.
P12 I am likely to make another purchase from 4.32 0.676
e-commerce platforms if I need the products
that | will buy.
P13 | am likely to recommend e-commerce 4.28 0.693
platforms to my friends.
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Source: Developed for the research.

4.4 Reliability Test

To assess reliability, Cronbach’s alpha of each construct was evaluated. A total of
25 items being tested. Table 4.7 depicts the reliability values. The results show all
constructs are within an acceptable reliable range, while subjective norms (0.895)
show the highest reliability value and perceived usefulness (0.702) show the lowest

reliability value.

Table 4.7: Internal Reliability Test

Variable Items Cronbach’s Alpha
TR 4 0.715
SN 5 0.895
PEOU 5 0.766
PU 5 0.702
PE 3 0.837
Pl 3 0.705

Source: Developed for the research.
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4.5 Inferential Analysis

After supporting the reliability, proposed hypotheses were tested with Multiple
Linear Regression, One-way ANOVA, and multicollinearity.

4.5.1 Multiple Linear Regression Analysis

Table 4.8: Model Summary

R R Square Adjusted Std. Error R Square F Change dfl df2 Sig. F Change
R Square of Estimate  Change

0.717=  0.514 0.504 0.37564 0.514 53.660 5 254 0.000

Source: Developed for the research.
According to the model summary shown above, the 51.4% of the dependent

variables has been influenced by all independent variables in this study, and

the remaining of 48.6% is influence by other factors.

Table 4.9: ANOVA

Sum of Squares df = Mean Square F Sig.
Regression 37.859 5 7.572 53.660 0.000v
Residual 35.841 254 0.141
Total 73.700 259

Source: Developed for the research.

The result of ANOVA analysis shows that the p-value is 0.000, which is less
than 0.05, indicating that the model is significant and suitable for prediction.
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Table 4.10: Regression Analysis for Predicting towards Purchase Intention

Coefficients

B SE B t Sig.
(Constant) -0.023 0.269 -0.086 0.931
TR 0.264 0.054 0.251 4.930 0.000
SN 0.110 0.033 0.161 3.315 0.001
PEOU 0.040 0.070 0.035 0.566 0.572
PU 0.602 0.081 0.472 7.425 0.000
PE 0.007 0.038 0.009 0.171 0.865

N =260

Source: Developed for the research.

To indicate insignificant:

Equation:

Pl =b1TR + b2SN + bsPEOU + baPU + bsPE + c.

-0.023 = 0.264 (Trust) + 0.110 (Subjective Norms) + 0.040 (Perceived Ease
of Use) + 0.602 (Perceived Usefulness) + 0.007 (Perceived Enjoyment)

As per equation formed above, take trust as an example, the
regression coefficient of trust is 0.264. This implies that a one-unit increase
in trust leads to a 0.264-unit rise in purchase intention while the other
variables stay unchanged.

Not only that, by referring to the beta value, the most significant
element affecting purchase intention is perceived usefulness which value
0.472. The second critical factor is trust, which has a value of 0.251.
Subjective norms, with a value of 0.161, are the third most important factor.
The second lower important factor is perceived ease of use with the value
of 0.035. The least important factor, with a value of 0.009, is perceived

enjoyment.
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Additionally, if p-value less than 0.05, it indicates that there is a
positive relationship, thus accept research hypothesis, reject null hypothesis

and not vice versa.

4.5.2 Test of Significant

According to table 4.10, the significant results of each construct are as below:

Hypotheses 1:

HO: There is a negative relationship between trust and purchase intention
in e-commerce platforms among Generation Z.

H1: There is a positive significant relationship between trust and purchase

intention in e-commerce platforms among Generation Z.

Since p-value of trust is 0.000, which less than 0.05, thus HO is rejected and
H1 is accepted. It shows that there is a positive significant relationship
between trust and purchase intention in e-commerce platforms among

Generation Z.

Hypotheses 2:

HO: There is a negative relationship between subjective norms and purchase
intention in e-commerce platforms among Generation Z.

H1: There is a positive significant relationship between subjective norms

and purchase intention in e-commerce platforms among Generation Z.

Since p-value of subjective norms is 0.001, which less than 0.05, thus HO is
rejected and H1 is accepted. It shows that there is a positive significant
relationship between subjective norms and purchase intention in e-

commerce platforms among Generation Z.
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Hypotheses 3:

HO: There is a negative relationship between perceived ease of use and
purchase intention in e-commerce platforms among Generation Z.

H1: There is a positive significant relationship between perceived ease of

use and purchase intention in e-commerce platforms among Generation Z.

Since p-value of perceived ease of use is 0.572, which more than 0.05, thus
H1 is rejected and HO is accepted. It shows that there is no relationship
between perceived ease of use and purchase intention in e-commerce

platforms among Generation Z since p-value is more than 0.05.

Hypotheses 4:

HO: There is a negative relationship between perceived usefulness and
purchase intention in e-commerce platforms among Generation Z.

H1: There is a positive significant relationship between perceived
usefulness and purchase intention in e-commerce platforms among

Generation Z.

Since p-value of perceived ease of use is 0.000, which less than 0.05, thus
HO is rejected and H1 is accepted. It shows that there is a positive significant
relationship between perceived usefulness and purchase intention in e-

commerce platforms among Generation Z.

Hypotheses 5:

HO: There is a negative relationship between perceived enjoyment and
purchase intention in e-commerce platforms among Generation Z.

H1: There is a positive significant relationship between perceived
enjoyment and purchase intention in e-commerce platforms among

Generation Z.

Since p-value of perceived enjoyment is 0.865, which more than 0.05, thus
H1 is rejected and HO is accepted. It shows that there is no relationship
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between perceived enjoyment and purchase intention in e-commerce

platforms among Generation Z since p-value is more than 0.05.

4.5.3 Multicollinearity

To assess multicollinearity, tolerance value and VIF value of each construct
were evaluated, which are depicted in Table 4.25. In this research, the
tolerance value for the construct ranges from 0.510 to 0.813 and VIF value
for the construct range from 1.230 to 2.107. Hence, it implies that no

multicollinearity.

Table 4.11: Collinearity Statistics of Construct

Construct Tolerance Variance Inflation Factor
TR 0.740 1.351
SN 0.813 1.230
PEOU 0.510 1.960
PU 0.475 2.107
PE 0.681 1.469

Source: Developed for the research.
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CHAPTER 5: DISCUSSION, CONCLUSION AND

IMPLICATIONS

5.0 Introduction

Future analysis for the study outcomes will be undertaken in this chapter, including

an examination of the relationship between all the independent factors and the

dependent variable, the implications of the findings, a discussion of the limitations,

and recommendations for future research.

5.1 Discussion of Findings

Table 5.1: depicts the hypothesis result of this research.

Table 5.1: Hypothesis Testing Summary

Hypothesis Relationship Result Supported / Rejected

H1 Trust has a significant positive influence | p = 0.251*** Supported
purchase intention among Generation Z | p = 0.000

H2 Subjective norms have a significant | f=0.161** Supported
positive influence purchase intention | p=0.001
among Generation Z

H3 Perceived ease of use has a significant | p =0.035 Rejected
positive influence purchase intention | p=0.572
among Generation Z

H4 Perceived usefulness has a significant | p = 0.472*** Supported
positive influence purchase intention | p =0.000
among Generation Z

H5 Perceived enjoyment has a significant | p = 0.009 Rejected
positive influence purchase intention | p = 0.865

among Generation Z
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*p<0.1 **p<0.01 ***p<0.001

Source: Developed for the research.

Figure 5.1: Structural Equation Model Results

Trust

Subjective norms

0.251%**

0.161**

Perceived ease of

use Purchase Intention
Perceived
usefulness 0.009.-~ Supported
/.«"‘ --------- Rejected
Perceived 7
enjoyment

*p<0.1 **p<0.01 ***p<0.001

Source: Developed for the research.

5.1.1 Relationship between Trust and Purchase Intention

According to H1, trust is a predictor of purchase intent in e-commerce

platforms among Generation Z. The result indicates that trust is positively

and significantly related to purchase intention in e-commerce platforms
among Generation Z (p = 0.251; p = 0.000 < 0.001). Therefore, H1 is

accepted. This result is also in line with previous study, trust positively

affects purchase intention (Huang, et al, 2019). Similarly, previous research
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suggested the role of trust will motivate consumer’s purchase intention in e-
commerce platforms (Roudposhti et al, 2018). Another study demonstrates
that better and detailed information in the e-commerce platforms will have
a significant impact on customers’ trust towards the e-commerce platforms
(Zhao, Wang, Tang & Zhang, 2020). In contrast, the main element
influencing consumers' purchasing intentions is a lack of trust (Dachyar et
al, 2017). It's because there is a lot of risk and uncertainty involved with
internet transactions, trust is becoming increasingly important. In this
research, it indicates that the level of trust will be increased when there is a
high guarantee and responsibility in the e-commerce platforms. In short, the
finding of H1 is consistent with previous research indicating a favourable
association between trust and purchasing intent. Therefore, providing
appropriate information and meeting consumers’ expectations is important

to increase customer trust and in turn trigger consumers’ purchase intention.

5.1.2 Relationship between Subjective Norms and Purchase

Intention

H2 suggests that the subjective norms have a positive impact on purchase
intention in e-commerce platforms among Generation Z. The result
indicates that the subjective norms are positively and significantly related to
purchase intention in e-commerce platforms among Generation Z (3 =0.161;
p = 0.001 < 0.01). This results in compliance with previous study, it stated
that subjective norms have significant and positive influence on purchase
intention (Yulianita, 2018). When consumers' social environments become
more accepting of e-commerce usage, their purchase intention will increase.
According to the findings done by Hsu, Chang and Yansritakul (2017)
proved that subjective norms on purchase intention were significantly
positive. Consumers who have negative behavior towards e-commerce, low
subjective norms are less likely to make online purchases. Similarly,
Rehman, Bhatti, Mohamed and Ayoup (2019) verified that subjective norms

showed a significant effect on online purchase intention. Subjective norms
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from friends and family have a positive impact on online purchasing with a
reason that consumers are more likely to make an online purchase if they
perceive their peers are in favor of it. This finding appears to be consistent
with previous research, which found that subjective norms indicate that a
consumer perceives his or her family and friends will support his or her
online shopping behaviors (Youn, Lee & Ha-Brookshire, 2021). Hence,
these findings support the argument that subjective norms’ influence on
purchase intention are not only positive, but also significant, proving the

second hypothesis.

5.1.3 Relationship between Perceived Ease of Use and

Purchase Intention

The positive relationship between perceived ease of use and purchase
intention towards e-commerce platforms among Generation Z is stated in
H3. However, the findings reveal that there is no association between
subjective norms and purchase intention in e-commerce platforms among
Generation Z (B = 0.035; p = 0.572 > 0.10). Hence, H3 is rejected. This
outcome is consistent with prior research, which found that perceived ease
of use has no direct impact on purchase intention (Dachyar et al, 2017).
Another prior study highlights the role of perceived ease of use does not
stimulate purchase intention of consumers (Mohammed, 2018).
Additionally, some researchers argue that TAM perceived ease of use made
us ignore some other important factors contributing to the adoption of
technology (Dumpit & Fernandez, 2017). Therefore, according to the
findings above, the perceived ease of use has no significant effect on

purchase intention. towards e-commerce platforms among Generation Z.
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5.1.4 Relationship between Perceived Usefulness and

Purchase Intention

The positive role of perceived usefulness on purchase intention towards e-
commerce platforms among Generation Z is formulated in H4. According
to the findings, Generation Z perceives technology as a valuable tool for
online shopping and purchases more online, confirming H4 (p =0.472; p =
0.000 < 0.001). The result obtained can be supported by prior study, The
perceived usefulness has a favourable and considerable impact on e-
commerce purchase intention (Yulianita, 2018). This might be explained by
the fact that Generation Z grew up with technology. Hence, they have a
favorable perception toward technology, particularly e-commerce. Besides,
research conducted by Moslehpour et al (2018) found that perceived
usefulness has a significant impact on purchase intention. Also, previous
study highlights perceived usefulness as a factor that directly and
significantly affects purchase intention because usefulness will be perceived
by the consumer once the consumer experienced a particular website that is
easy to use (Dachyar et al, 2017). This finding is similar to previous findings,
verifying that perceived usefulness is an important predictor of customers’
purchase intention in e-commerce platforms (Kian et al, 2017). As a result,
one of the primary important factors of purchase intention in e-commerce

platforms among Generation Z is perceived usefulness.

5.1.5 Relationship between Perceived Enjoyment and

Purchase Intention

H5 states that perceived enjoyment has a positive impact on purchase
intention towards e-commerce platforms among Generation Z. However,
the result indicates that there is no relationship between perceived
enjoyment and purchase intention in e-commerce platforms among
Generation Z (fp = 0.009; p = 0.865 > 0.10). Hence, H5 is rejected. This

result is in line with previous study, in which perceived enjoyment does not
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directly change purchase intention Lee & Chen, 2010). Another prior study
also mentioned that perceived enjoyment does not stimulate purchase
intention of consumers (Camoiras-Rodriguez & Varela, 2020). This is due
to some of the consumers being more concerned in perceived usefulness
compared with perceived enjoyment. Therefore, this implies that perceived
enjoyment does not really affect purchase intention in e-commerce

platforms among Generation Z.

5.2 Implications of Findings

5.2.1 Theoretical Implications

The purpose of this current research is to examine the role of trust,
subjective norms, perceived ease of use, perceived usefulness, perceived
enjoyment, and purchase intentions in the context of e-commerce platforms
among Generation Z. There is one main noteworthy theoretical implication
derived from this study. Referring to Extended Technology Acceptance
Model (TAM2), it is an extended version of TAM with social influence and
cognitive processes on the perceived usefulness and perceived ease of use.
However, in contrast to some of the findings using the TAMZ2 in this study,
perceived ease of use did not reveal a significant influence on Generation Z
purchase intention in e-commerce platforms. In fact, research cannot say
that this is surprising since different key studies found that perceived ease
of use is no more relevant as using the technology and internet is easy and
their benefits are well acknowledged. Not only this, but some researchers
argue that TAM's perceived usefulness and ease of use made us ignore some

other important factors contributing to the adoption of technology.
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5.2.2 Practical Implications

This study's findings will not only add to theoretical implications but will
also have some practical implications. This study will assist other
researchers in better understanding the direct and indirect relationship
between trust, subjective norms, perceived ease of use, perceived usefulness,
perceived enjoyment, and purchase intention. The findings in this research
suggests that increasing trust, subjective norms and perceived usefulness

can consequently increase purchase intention in e-commerce platforms.

Increasing customers’ trust is important since the social glue that
maintains business connections together is trust. Companies should be
honest and try to be as transparent as possible in terms of products,
information, and regulations of e-commerce platforms. In this context, the
administrator of e-commerce platforms should provide sufficient
information and guidelines to let sellers create a legally binding contract
outlining the terms of a sale between a buyer and a seller. Consequently,
buyers will be protected by guaranteeing that the seller cannot modify the
terms and conditions to their advantage, and buyers' trust in the e-commerce
platform will increase. Besides, e-commerce platforms can focus on
personal data protection to enhance trust among the customers. loannis and
Kimberley (2019) found that most of the consumers are more likely to trust
a company when the e-commerce platform has clearly stated how their
personal data was used. Hence, maintaining and enhancing the level of trust
among customers is important to increase purchase intention in e-commerce

platforms.

Considering subjective norms may be useful, in turn, contributes to
intention to purchase in e-commerce platforms. With a reason that some of
the customers will rely on a certain person or group of people to accept and
encourage their specific behaviour. According to Goh & Lee (2018), most
of the Generation Z is easily affected by surrounding people such as friends,

family. Hence, companies can utilise marketing communication channels
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such as booklets, television, or the internet to deliver product messaging and
further stimulate their good attitude toward online purchasing and attempt
to influence a specific group of people who have subjective norm traits. As
a result, customers with high subjective norms are the ones that will most

likely make online purchases via e-commerce platforms.

Identifying perceived usefulness is vital for business practitioners to
increase purchase intention in e-commerce platforms among Generation Z.
This is because the perceived usefulness is an e-commerce system is tied to
the system's productivity and effectiveness. For instance, company is can
provide globally recognized safe and quick payment channels payment and
ready-to-use shipping services to increase consumers’ perceived usefulness.
Besides that, it is recommended that companies give precise information
that leads to customer perceived product information, pricing perception,
convenience perception, and perceived service and product quality, since
Generation Z was preferred to search for information by themselves
(Schwieger & Ladwig, 2018).

As aresult, companies that engage with e-commerce business should

take into consideration the significant roles of trust, subjective norms, and

perceived usefulness in motivating their sales in e-commerce platforms.

5.3 Limitation of Study

Although this research has provided significant contributions, it undoubtedly has
certain limits that must be acknowledged and highlighted so that the researcher can

learn and recognize them.

66



Characteristics that affect Purchase Intention in E-commerce Platforms

5.3.1 No Target Group Can Be Compared

Firstly, the demographic for this study only focuses on Generation Z
consumers, researcher unable to further understand another Generation
group preference and opinion, hence there is no comparison that can be
made with other generations in this study.

5.3.2 Insufficient Sample Size

First, this research covers only a relatively small number of respondents,
about 260 respondents which does not reach the number of respondents that
can represent the population. Moreover, the majority of the respondents live
in Malaysia. Therefore, the findings cannot be used to explain the attitude
of all Generation Z across the country. Future studies with a larger sample

size which also includes respondents from the rural area are suggested.

5.3.3 Geographical Bias

The limitation of this study is the data were collected and obtained from
samples of consumers in one country, which is Malaysia. Furthermore, the
data did not specifically capture the respondent's city. Even though the
survey data are collected through several social media applications, the
results of this study may not represent the overview of online users’

intention to purchase in e-commerce platforms.

5.3.4 Non-specific E-commerce Platform

Apart from limited sample size, the respondent of this study was questioned
about their purchase intentions toward e-commerce platforms in general

rather than focusing on a particular e-commerce platform individually.
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Additionally, this research did not focus on a specific e-commerce platform

like Lazada and Shopee.

5.4 Suggestion and Recommendation for Future Studies

Consequently, to enhance the research quality, the researchers proposed alternative

solutions to the limitations discussed in the preceding section.

5.4.1 Create Cross-Generational Study

To help e-commerce companies to create more targeted marketing
campaigns, it is recommended a cross-generational study may be performed
in future to understand the similarities and differences that exist across
generational cohorts. A cross-generational study may improve marketing
strategies for business practitioners and further improve customer
experiences, build up awareness and loyalty, and even lead to better
products and services. Additionally, targeting different generations makes it
easier for businesses to reach target customers in a more authentic, relevant,

and personal way.

5.4.2 Increase Amount of Sample Size

As mentioned earlier, sample size in this research is insufficient to represent
the population and omitted to record respondent’s city they stay. Therefore,
future studies should expand the sample by collecting data from whole
Malaysia to gain additional insights as well as increase the
representativeness of the results. Additionally, city selection should be
added in the questionnaire to capture the results more precisely and
specifically.
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5.4.3 Narrow Down the E-commerce Platform

There are various e-commerce platforms in Malaysia, including Lazada, PG
Mall, and Zalora, with Shopee being the most popular. Consumer’s
intentions may vary depending on the services, usefulness, brand
participation and other factors. By concentrating on a specific e-commerce
platform, research will be able to evoke more specific reactions and draw
on personal experience, rather than providing broad explanations that rely
on generalization. Hence, it is suggested that in future studies, researchers
practise refining the following general questions into more specific

questions that elicit people's personal experiences.

5.5 Conclusion

In conclusion, guided by Extended Technology Acceptance Model (TAM2) theory,
this research sheds new insight on the role of trust, subjective norms, perceived ease
of use, perceived usefulness, perceived enjoyment, and purchase intention towards
e-commerce platforms among Generation Z. In this research, results indicated
positive effects of trust, subjective norms, and perceived usefulness on purchase
intention towards e-commerce platforms among Generation Z. Specifically,
consumers' purchasing intentions were shown to be most influenced by perceived
usefulness. A summary of the test analysis results and discussion on the major for
the variables are presented based on the research findings. In addition, some
significant theoretical, managerial insights, limitations, and recommendations are

suggested to the researchers to make improvement for future studies.
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APPENDICES

Appendix 3.1: Table for Determining Sample Sizes

Table 3.1: Table for Determining Sample Sizes for a Given Population

N S N S N S N S N S

10 | 10 | 100 80 280 | 162 800 265 2800 338

15 | 14 | 110 86 290 | 165 850 269 3000 341

20 | 19 | 120 92 300 | 169 900 274 3500 346

25 | 24 | 130 97 320 | 175 950 274 4000 351

30 | 28 | 140 | 103 | 340 | 181 | 1000 | 278 4500 354

35|32 | 150 | 108 | 360 | 186 | 1100 | 285 5000 357

40 [ 36 | 160 | 113 | 380 | 191 | 1200 | 291 6000 361

45 [ 40 | 170 | 118 | 400 | 201 | 1300 | 297 7000 364

50 | 44 | 180 | 123 | 420 | 205 | 1400 | 302 8000 367

55 | 48 | 190 | 127 | 440 | 210 | 1500 | 306 9000 368

60 | 52 | 200 | 132 | 460 | 214 | 1600 | 310 10000 370

65 | 56 | 210 | 136 | 480 | 217 | 1700 | 313 15000 375

70 | 59 | 220 | 140 | 500 | 226 | 1800 | 317 20000 377

75 | 63 | 230 | 144 | 550 [ 234 | 1900 | 320 30000 379

80 | 66 | 240 | 148 | 600 | 242 | 2000 | 322 40000 380

85 | 70 | 250 | 152 | 650 | 248 | 2200 | 327 50000 381

90 | 73 | 260 | 155 | 700 | 254 | 2400 | 331 75000 382

95 | 76 | 270 | 159 | 750 | 260 | 2600 | 335 1000000 384

Notes: N is population size; S is sample size.

Source: Krejcie & Morgan (1970)
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Appendix 3.2: Questionnaire

UNIVERSITI TUNKU ABDUL RAHMAN

Wholly owned by UTAR Edusalion Foundation
(Ca. Na. 578227-M)

01200

UNIVERSITI TUNKU ABDUL RAHMAN
FACULTY OF ACCOUNTANCY AND MANAGEMENT
BACHELOR OF INTERNATIONAL BUSINESS (HONS)
Characteristics that affect purchase intention in e-commerce platforms

among Generation Z

Survey Questionnaire

Dear Respondents,

I am Cheong Xiao Jun, a final year undergraduate student, currently pursuing
Bachelor of International Business (Hons) from Universiti Tunku Abdul Rahman
(UTAR). T am currently conducting research on “Characteristics that affect
purchase intention in e-commerce platforms among Generation Z”. I would like to

invite you to participate in this survey.

This survey consists of THREE (3) sections:
Section A: Demographic information
Section B: General questions

Section C: Construct Measurement

This survey may require you to spend approximately 10 minutes to complete it.
Please answer all the questions as honestly as possible in each section. Your

participation will contribute the success of this survey.

Note that all the responses will be kept PRIVATE and CONFIDENTIAL and to be
used solely for academic purpose only. If you have any further enquired, please do

not hesitate to contact me through email at chloe0806@ lutar.my.
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Thank you for your willingness to participate in this survey. I truly appreciate your

time cooperation.

Your sincerely,

Cheong Xiao Jun

Undergraduate student of Bachelor of International Business (HONS)
Faculty of Accountancy and Management (FAM)

Universiti Tunku Abdul Rahman (UTAR)

Section A: Demographic Information
1. Gender:
1 Male

0 Female

2. Age:
1 6-10
0o 11-15
o 16-19
1 20-24

3. Education:
7 Primary
© Secondary
7 Higher secondary
o Diploma

© Undergraduate

4. Race:
0 Malay
7 Indian
7 Chinese
7 Other:
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5. Employment status:
7 Student

O

Unemployed

[

Self-employed

[

Employed

6. Monthly income/allowance:
71 Less than 500
7 Between 501-1000
~ More than 1001

Section B: General Question
1. Have you ever purchased from an E-commerce platform (Shopee, Lazada, Zalora
and etc.)?

7 Yes

0 No

2. How long have you been making online purchases?
1 Notatall
o Less than 1 year
'] Between 1-3 years
© More than 3 years

3. Frequency of online purchases in last year?
7 Never
7 1-5times
7 6-10 times

0 More than 10 times
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Section C: Construct Measurement

This section will provide independent variables questions regarding Trust,
Subjective Norms, Perceived Ease of Use, Perceived Usefulness, Perceived
Enjoyment, and dependent variable questions regarding the Purchase Intention in

e-commerce Platforms.
Please rate each statement below by using 5 points likert scale.
(1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, and 5 = Strongly

Agree)

Independent Variable: Trust

1 2 3 4
1. The e-commerce platforms are trustworthy. O 0 O O
2. The e-commerce platforms are Kkeeps O 0 O O
guarantees and responsibilities.
3. The e-commerce platforms meet my O 0 O 0
expectations.
4. | retain believe that e-commerce platforms O 0 O O
keep my best selection compared with physical
stores.

Independent Variable: Subjective Norm

1 2 3 4
1. Most people who are important to me think 1 O O O 0
should purchase products on e-commerce
platforms for consumption.
2. Most people who are important to me would O O O 0
want me to purchase products on E-commerce
platforms for consumption.
3. People whose opinions | value would prefer O O O O
that | purchase products on E-commerce
platforms for consumption.
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4. My family would advise me to purchase 0 0 0 O
products on E-commerce platforms for

consumption.

5. My friends, who are important to me, think 0 0 0 O
that | should purchase products on E-commerce

platforms for consumption.

Independent Variable: Perceived Ease of Use

1 2 3 4
1. The e-commerce platforms are easy-to-use. O O 0 O
2. Learning to operate e-commerce platforms are O O O O
easy.
3. The interaction with these e-commerce O O O 0
platforms is clear and easy to understand.
4. | find that it is simple to find the data that | O O 0 O
need from these e-commerce platforms.
5. I find it simple to get e-commerce platforms’ O O O 0
system to do what | need it to do.

Independent Variable: Perceived Usefulness

1 2 3 4
1. Purchasing online is easy on these e- O O 0 0
commerce platforms.
2. Purchasing online on these e-commerce O O 0 O
platforms is fast.
3. These e-commerce platforms improve my 0 O 0 O
performance in searching and purchasing
products.
4. These e-commerce platforms enhance my O O O O
effectiveness in searching and purchasing
products.
5. The information on these e-commerce O O 0 O
platforms is useful to me.
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Independent Variable: Perceived Enjoyment

1 2 3 4
1. Using the e-commerce platforms to purchase O O O O
products is fun.
2. Using the e-commerce platforms to purchase O O 0 O
products is enjoyable.
3. Using the e-commerce platforms to purchase 0 O 0 O
products is very entertaining.

Dependent Variable: Purchase Intention

1 2 3 4
1. I am likely to purchase products on e- O O 0 O
commerce platforms.
2. | am likely to recommend e-commerce O O 0 O
platforms to my friends.
3. I 'am likely to make another purchase from e- O O O 0
commerce platforms if | need the products that |
will buy.
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