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Abstract

The study concerns about the Covid-19 pandemic have shifted many businesses away from

traditional (offline) models and toward modern (E-commerce) models, which has also shifted

customers' purchasing platforms from physical to online. Trust in E-commerce platforms and

satisfaction with their system quality influence customers' purchasing decisions in this

situation. Individuals assume they are in control of their purchases, but there are some factors

that influence them. As a result, this study sought to discover how consumer trust influences

buying decisions on E-commerce platforms, as well as how system quality influences buying

decisions on E-commerce platforms. As far as the researchers are aware, previous research

has primarily focused on purchasing behaviour rather than purchasing decision; as a result,

this study focuses on how the two variables mentioned above influence purchasing decision.

An online survey was distributed to 330 respondents from various age groups in order to

investigate the differences in perceived usefulness and perceived ease of use between age

groups, as well as the influence of E-commerce platforms on consumer purchasing decisions

(below 24, 25-44 and 45 and above etc.) The responses were analysed using multiple linear

regression and the ANOVA test, respectively. The findings revealed few significant findings:

the actual E-commerce platform use had a positive effect on purchasing decisions, and the

perceived usefulness and ease of use of E-commerce platforms varies greatly depending on

the age group as age group 45 and above differs greatly from the age groups 24 and below

and 25 to 44. Furthermore, the systemic quality of E-commerce platforms has been

demonstrated by using the TAM model to positively influence purchasing decisions.

Consequently, public relations professionals can benefit from it as they can create more

effective messages for their clients' audiences and more accurately target the potential

audience as a result of the research.

Keywords: E-commerce Platforms, System Quality, Trust, TAM Model, Purchasing Decision
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CHAPTER 1

1.1 Introduction

E-commerce is gradually developing and penetrating to society when human

economic activities are greatly affected by the pandemic outbreak of coronavirus, or known

as Covid-19, the major offline business has been brought down and forced everyone to

transform to online trading. The expansion of E-commerce throughout the time of the Covid-

19 pandemic raised the need for research to study how the influences on the acceptance of

information and technology by users impact their actual use of the system. In this chapter, it

will explain the background of the Covid-19 pandemic, economic business consequences of

the external condition of the Covid-19 pandemic and the effects on E-commerce uses by

consumers.

It will have seven components for discussion in Chapter One of this research,

including background of the research, the problem statement regarding the pandemic and

effects on E-commerce, research questions and research objectives will be stated, research

significance that highlighted the purposes of study, scope of study that involved the

investigating elements’ coverage, as well as the definition and key terms that presented in

table form.
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1.2 Background

Covid-19, one of the most fatal viruses known to humans, has already killed a large

number of humans and withdrawn the country's economic progress in nearly half of the

country (Hasanat et al., 2020; Shah et al., 2020). The Covid-19 pandemic had a substantial

impact on various sectors, resulting in an unanticipated shock to the global economy (Koh et

al., 2020; Hasanat et al., 2020). Numerous countries, including Malaysia, are bearing the

brunt of the scenario's consequences (Shah et al., 2020).

The government implemented a Movement Control Order (MCO) and various

Standard Operating Procedures (SOP) across the country in order to minimize the economic

and social repercussions of the Covid-19 pandemic, restrain the development of Covid-19

virus, and protect citizen health (Shah et al., 2020). However, the MCO has imposed a limit

on movements of citizens and hindered innumerable businesses from operating regularly

(Hasanat et al., 2020; Masum et al., 2021). When consumers are unable to purchase in the

traditional manner, the probability of their E-shopping behaviour will be increased and make

purchase decisions in various online purchasing venues such as E-commerce sites. As a result,

consumers are increasingly turning to E-commerce platforms to fulfill their purchasing

requirements (Alhaimer, 2021; Gu et al., 2021). As a reason, it is critical to examine the

impact of trust and system quality in E-commerce on consumer purchasing decisions, not

only to aid merchants in adjusting their business models, but also to assist customers in

comprehending the significance of their purchase decisions and assisting Malaysia's economy

to thrive.

The global economy has unexpectedly changed since the Covid-19 pandemic. Many

countries have suffered severe economic recession, including Malaysia. Malaysia not only

faced economic recession, but also the money depreciation, and high unemployment rate to a
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great extent (Landau, 2020). According to Nambiar (2021), the first lockdown period of the

Covid-19 pandemic in March 2020 caused severe economic recession in Malaysia, resulting

in a 5.3 percent increase in the country's unemployment rate. Consequently, the Covid-19

pandemic resulted in a 6.1 percent depreciation of the country's currency, as shown by the

ringgit path. The Covid-19 pandemic has caused it to decline from a median of RM4.10 per

US dollar prior to the pandemic to RM4.35 per US dollar by April 2020 (Mohamed &

Shahrier, 2020).

Various companies, especially small and medium-sized enterprises (SMEs), have

been completely closed down because the government implemented the Movement Control

Order (MCO) to inhibit the spread of Covid-19 virus. As per the report Small and Medium

Enterprises (SMEs) Performance 2020, the proportion of SMEs remained at 48 percent in

2020, a 0.9 percent reduction from already. Additionally, Figure 1 shows that in the year of

2020, SMEs GDP registration had a decline to negative 7.3 percent which is the first time

lower than Malaysia's GDP in the past 17 years. Specifically, this means that only 7.25

million people worked in small and medium enterprises for the year, compared to 65,000

(7.32 million) in 2019 (Sunil, 2021). The steeper decline in SMEs employment compared to

the decline in Malaysian or national employment showed that SMEs have been hit hard by

the Covid-19 health crisis. SMEs are experiencing deficiencies of labor and creation inputs as

Covid-19 misshapes and upsets supply chains, contrarily influencing their deals and capacity

to meet monetary commitments and pay their employees (Adam & Alarifi, 2021). Private

ventures as examples: SMEs should be aware and apprised on how they should pursue for

help to improve and redesign their commercial activity, deal and market segmentation.

According to the Chief Economist of Bank Islam Malaysia mention about all aspects of the

business to ensure that technology will be embedded in ("SMEs need new ways to rebuild

business in COVID-19 era", 2021).



4

Figure 1: Malaysia’s GDP, SMEs GDP and Non-SMEs at Constant Prices- Annual

Percentage Change.

Numerous businesses have transformed their business models from traditional (offline)

models into E-commerce platforms. The main reason for changing the business model to E-

commerce is E-commerce trends which have become the new emerging trends since the

advancement of technology and the Covid-19 pandemic. High utilization on the Internet also

definitely leads to high E-commerce utilization in Malaysia. Around 50 percent of the

populace (16.53 million) are dynamic internet based customers, and 62 percent of mobile

phone clients utilize their gadgets to make online decisions (Malaysia - eCommerce, 2021).

Additionally, another factor of changing the business model to E-commerce that must be

indispensable is the soaring customer demand. This has brought benefits to Malaysia’s

overall GDP because it provides a new gold breakthrough for merchants. Malaysia’s E-

commerce business’ revenue is projected to reach US $4.179 billion out of 2020 and is

projected to develop at a 17.8 percent yearly development rate (CAGR 2020-2024), with an

expected market size of US $805.9 billion by 2024 (Malaysia - eCommerce, 2021).

Undoubtedly, the value of E-commerce in helping an increasingly depleted economy and the



5

convenience of people buying necessities during the MCO period are clearly visible.

According to GlobalData (2020), the Covid-19 pandemic has caused the Malaysian E-

commerce market to grow at least 30 percent by 2020. Malaysia is the 38th greatest E-

commerce industry, with revenue of US$4 billion in 2020, trailing only Portugal and ahead of

South Africa.

On the other hand, not only the country and companies, but even customers are

inevitably affected by the Covid-19 pandemic. The purchasing behaviour of customers have

been altered by the Covid-19 pandemic and its effects are unstoppable and uncontrolled

(Shahzad et al., 2020). Due to MCO, Malaysians are forced to not go out to buy groceries. As

the convenience to the E-commerce trend, selling and buying groceries online has become a

need for Malaysians. During the MCO period, over 30 percent of Malaysian adults shopped

for groceries online, resulting in a massive increase of 144 percent in online grocery shopping

(Impact of Covid-19 on Malaysian E-commerce Consumers, 2021). Malaysians are

principally propelled by item quality, value advantage, item range, and accessible audits.

Customers will be mostly influenced by select arrangements, free delivery, convenience and

what online stores offer (Malaysia - eCommerce, 2021). For certain merchandise, clients are

constantly ready to pay extra to get their products rapidly. Raising the base cost of the

products, yet offering free delivery, causes customers to feel it merits paying more (Wright,

2017). E-commerce assists customers with setting aside cash, yet in addition assists them

with saving time and energy (Jaiswal & Singh, 2020). Another researcher, Srinivasan, defines

convenience in the E-commerce business as the extent to which clients perceive a site to be

straightforward, exotic, and simple to understand (Salehi et al., 2012).

As of the most recent Juwai IQI questionnaire on the Covid-19 pandemic, 57 percent

of Malaysians have used E-commerce more frequently than pre-pandemic. This resulted in an

unprecedented surge in E-commerce in the country. For example, Lazada Malaysia reported a



6

300 percent growth rate of fresh online merchants, which was one of the effects of the E-

commerce industry's unexpected explosive growth ("Survey: More Malaysians shopping

online", 2021). Likewise, Bank Negara mentioned that retail sales on E-commerce nearly

doubled during the Covid-19 pandemic. This demonstrated that E-commerce has expanded

rapidly as a contributor toward the country's economy (Idris, 2021).

Villa and Monzon (2021) stated that globalization and E-commerce have facilitated

the development of an open market where products could be acquired from any location in

the setting of urban merchandise distribution, resulting in rapid increase in road transport.

The Covid-19 issue has exacerbated this effect, customers have been forced to follow new

buying and consumption behaviours, resulting in an increase in the percentage of users who

purchase tangible things online (Villa & Monzon, 2021). According to recent studies stated in

Sumarliah et al. (2021), the environmental elements surrounding the Covid-19 outbreak have

a substantial impact on consumers' desire to shop online (Ali et al., 2021; Nguyen et al., 2020;

Sumarliah et al., 2021). Yet, when referring to E-commerce, features such as platforms

design and utilities, commodities, service, and security problems remain one of the most

important factors (Phan & Nguyen, 2021). Leong and Chaichi (2021) mentioned that the

growing popularity of online buying has indeed been progressively modified by computer

equipment, including mobile applications in the area of E-commerce that facilitate customer

internet shopping experiences said by Li et al. (2020).
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1.3 Problem Statement

In this research, it will look into the issue of how E-commerce platforms usage could

be affected by trust and system quality if they are ignored by consumers. Rasheed and Abadi

(2014) declared in Rita et al. (2019) that trust is a precedent of service quality which studied

the impact of e-service quality on trust in service. Kim et al. (2008), Mou et al. (2017), and

WOLOR et al. (2020) as cited in Fan et al. (2021) expressed that many shoppers are wary of

E-commerce as perceived risk is relatively high and uncertainties. Based on Qalati et al.

(2021), given the increase in internet and online shopping consumption around the world,

shoppers in certain nations are still hesitant to shop online due to the absence of reliability

(Stouthuysen et al., 2018), confidentiality (Regner & Riener, 2017), schooling (Badwan et al.,

2017), potential risk (Pelaez et al., 2019), and quality perception (Sahoo et al., 2018). In

compliance with Falahat et al. (2019), online transaction security, organization credibility and

the deficiency of privacy and policy are the key issues that people do not participate in online

commerce claimed by the Better Business Bureau.

The E-commerce system’s expected features are assessed with system quality

dimensions (Hwang et al., 2012). Accompanied with the rise of E-commerce, online sellers

alter, control, and manipulate a number of indications in order to provide customers with a

pleasant buying experience (Hwang et al., 2012). In addition, an E-commerce system which

is an online-based information system permitted the customers to conduct electronic banking

(Sun, 2010). Thus, the underpinning website layout has been determined to be a vital aspect

in influencing customer understanding, as well as having a substantial effect on a retailer's

overall performance (Underhill, 2001). An argument also being raised by DeLone and

McLean (2004) that business benefits will be influenced by information system, service

quality and system quality indirectly via perceived ease of use of E-commerce systems.

However, there is a lack of researchers sharing this view point.
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Trust is one of the crucial elements in E-commerce that influences consumer purchase

intention from Chen and Ching (2013 as cited in Dachyar & Banjarnahor, 2014). Referring to

Li et al. (2020), consumers’ intention to buy commodities and services is captured by the

trust which is significant (Ariffin et al., 2020). Website trust can lead to a positive attitude

since it lowers customers' perceived risk that is disclosed by Hsu et al. (2014). As shown by

Al-Debei et al. (2015), a high level of trust can cause consumers to modify their behaviour in

order to reflect a positive attitude. Koufaris and Hampton-Sosa (2004, as cited in Kwek et al.,

2011) said that the success or failure of any E-commerce transaction in the market is

primarily affected by the level of trust placed in online platforms. The growth of online trades

requires not just the trust of consumers, but also the trust of merchants and ongoing use of e-

marketplaces by Sun (2010 as cited in Cui et al., 2019). As per Dasan and Chung (2015),

online customers will avoid purchasing from online stores they do not trust, as noticed by

Gefen et al. (2003, as cited in Fang et al., 2011), since they anticipate that online sellers will

not be ethical and act appropriately. It also stated that both parties must have trust if online

retailers are not to use their websites for unfair pricing, misleading information, or security

and privacy violations (Weisberg et al., 2011).

The term "system quality" indicates the overall value of information processing,

which is identified by the application of cutting-edge technology, a system containing key

functions and features, and software that is user-friendly, simple to understand, and

sustainable (Al-Mamary et al., 2014). When analyzing the E-commerce platforms, the

information quality, system quality and service quality are all important elements that have to

be considered (Sharma & Wang, 2015). Saha et al. (2012) found that the desirable attributes

of an E-commerce system are measured by system quality in the online environment

(DeLone & McLean, 2003, 2004a). Koufaris and Hampton-Sosa (2004, as cited in Daud et al.,

2011) said that the success or failure of any E-commerce transaction in the market is
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primarily affected by the level of trust placed in online platforms. Based on Cao et al. (2005),

if the performance is unsatisfactory, there are absolutely no restrictions to switching to

another website (Bhatti et al., 2000). Some scholars have examined the quality of online

information (Bhatti et al., 2000; Gullikson et al., 1999), the appropriateness of information

(Perkowitz & Etzioni, 1999), as well as the utilization of multimedia features (Bhatti et al.,

2000; Gullikson et al., 1999) when studying web information (Huizingh, 2000). Roy et al.

(2001), Slatin (2001), and Wen et al. (2001) said in terms of performance, there are additional

studies of many search engines (Thelwall, 2000), waiting duration (Weinberg, 2000), reaction

times (Lin & Lu, 2000), and interface design (Lin & Lu, 2000). As a result, it is essential to

evaluate the characteristics that an E-commerce website must possess in recruiting and

maintaining potential clients (Smith & Merchant, 2001).

In conclusion, the occurrence of Covid-19 pandemic has led numerous businesses in

Malaysia to transform their business models from traditional models into E-commerce. The

Covid-19 pandemic also caused the customer to change their buying platforms from physical

to E-commerce platforms. Customers' purchasing decisions, regrettably, will be influenced by

their trust in E-commerce and the quality of the E-commerce platforms' system, as discussed

in Chapter Two. Individuals always believe that their purchasing decisions are in their hands,

but in reality, there are some factors influencing people's purchasing decisions. Thereby this

research is aimed to study how consumer’s trust influences consumer buying decisions in E-

commerce platforms; to find out how system quality affects the consumer buying decisions

on E-commerce platforms; and study how the difference of age groups between perceived

usefulness and perceived ease of use that influence attitude to use E-commerce platforms. In

this way, the readers are able to understand how their buying decision will be affected by

these trust and system quality.
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Derived from the gap statement by Gu et al. (2021), the respondents' perceptions will

alter from time to time. E-commerce, as a crucial component, will influence customer

purchasing decisions (Gu et al., 2021). Individuals' lifestyles and purchasing behaviour are

changing as the Covid-19 pandemic spreads around the world (Alhaimer, 2021; Gu et al.,

2021). Since there is fluctuation due to the uncontrollable environment, the customers follow

the trend passively as the economic activities are switched to online. Their ultimate

purchasing decisions are subjected to the changes in technology adoption they are compatible

with. In this perspective, TAM has only been used in a limited but encouraging situation to

estimate consumer acceptance of Internet technologies (Klopping & McKinney, 2004). The

TAM was proven to be effective in analysing online buying at a specific "virtual" on-line

shop by Chen et al. (2002). The TAM has also been employed to assess attitudes regarding

Internet purchasing (Childers et al., 2001). The research is focused on the consumer’s buying

decision towards E-commerce with TAM. It studied different age groups from different

generations of Malaysians by examining the external variables of trust and system quality

that are affecting the consumers’ attitude and intention on the actual use of the E-commerce

platforms and lead to the final buying decision. From the research, it can fill up the gap by

knowing the perceptions of respondents on the acceptance of the perceived technology which

are affected by their attitude and behavioural intention to utilize the E-commerce system.
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1.4 Research Questions

1. Does consumer’s trust influence E-commerce platforms use?

2. Does E-commerce system quality influence E-commerce platforms use?

3. Do E-commerce platforms influence consumer buying decisions?

4. Does age group have a difference in perceived usefulness and perceived ease of use?

1.5 Research Objectives

1. To examine the influence of consumer’s trust on E-commerce platforms use.

2. To examine the influence of E-commerce system quality on E-commerce platforms

use.

3. To examine the influence of E-commerce platforms use on the buying decisions of

consumers.

4. To examine the differences of perceived usefulness and perceived ease of use by age

group.
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1.6 Research Significance

1.6.1 Theoretical Significance

The current research is a new extension of TAM. TAM's stinginess has been criticised

by many researchers, who argue that it only explains a small percentage of customers'

intentions to adopt new technology Venkatesh (2000 as cited in Rehman et al., 2013).

Therefore, Technology Acceptance Model 2 (TAM 2) and Theory of Planned Behavior (TPB)

have been developed to address the difference of TAM. Despite these models improve

predictability by capturing greater diversity in behavioural intentions, they are more complex

and involve the integration of a large number of factors or variables. Additionally, in this

research, extension in TAM of influencing the consumers’ buying decision can be considered

as a new contribution. Based on the observations of some studies, there is a lot of extended

research using the TAM model, such as Tong (2010), and Rehman et al. (2013) to observe

the external variables that influence the customer’s intention. Therefore, current research is

expected to contribute to the academic field or researchers for further research.

1.6.2 Practical Significance

The current research is expected to contribute to the communication field. During the

advancement of the technological era, individuals switch their purchase method from face to

face communication to online communication within E-commerce platforms. Consumers

have expanded their activities on the online applications related to shopping in Malaysia

(Hasanat et al., 2020). It indicates that the individuals related to the communication field have

to communicate and convey the messages to the consumer through a transition channel.

However, there was a significant increase of inactive and new users in the use of online

shopping applications and E-commerce mobile applications based on the research studies

(Hasanat et al., 2020). In this case, the information related to products and services have to be
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created and organized well for an effective online communication purpose between the

decoders and the users who are the potential clients. The interfered communities are needed

to design more effective digital marketing or business strategies that suit the multiple kinds of

online targeted audiences respectively. Hence, public relations practitioners are benefited as

they can produce more effective messages by publicizing the goods during the online

interaction on behalf of their organization with customers. It also benefits the public relations

practitioners by providing them as a helpful reference from the influence of different age

groups on the E-commerce adoption and purchasing decision. They are able to know more

about the trust level and their perceived simplicity on utilizing the system quality from

different age groups and the useful messages for communication. Since major tasks have to

rely on a digital system to complete nowadays, it is encouraged to conduct research to answer

the questions of this study.
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1.7 Scope of study

This study adopted the quantitative method to conduct according to the designed

methodology. Different age groups are targeted, which include age below 24, 25-44 and 45

and above in order to find out whether the moderator of age could affect the influence of

perceived usefulness and perceived ease of use on the attitude and intention to use E-

commerce platforms. A total of 330 respondents will be targeted to collect the data and each

110 respondents are from the three age groups. Meanwhile, descriptive research will be

applied to describe the age group versus the relationship between perceived ease of use and

perceived usefulness and cross-sectional survey will be implemented to collect the data and

gather respondent opinions regarding the situation of Covid-19 pandemic which may affect

the Malaysian buying decision based on E-commerce platforms use. All of the surveys will

be distributed via an online platform to the respondents in Malaysia due to safety purposes.

The theory, TAM, which was developed by Davis also will be used to explain the six

hypotheses, the relationship between the 8 variables as stated in the conceptual framework.

The duration for coming up with this study will be three months which include the

conducting of a survey, collecting the data, measurement and evaluating the data and coming

up with the conclusion.
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1.8 Definitions of key terms

Table 1: Summarized definition of key terms
Key Term Definition Citation

Consumer Trust Trust is the readiness to become vulnerable to
E-commerce.

(Shia et al., 2015)

System Quality of
E-commerce
Platforms

System quality refers to the quality of
information systems which have impact
towards perceived usefulness and perceived
ease of use.

(Gorla et al., 2010;
Lee et al., 2017)

Perceived
Usefulness

A variable which could be influenced by
consumer satisfaction and have an impact on
consumers' inclination to continue purchasing.

(Davis et al., 1992;
Shia et al., 2015)

Perceived Ease of
Use

The degree to which the user believes that the
technology or system can be used easily and
without problems.

(Davis, 1989; Iriani
& Andjarwati, 2020)

Attitudes towards
Using E-

commerce

The emotions of an individual while using E-
commerce.

(Kim & Woo, 2016)

Behavioural
Intention

The fervour with which a user intends to
engage in a particular behaviour.

(Kim & Woo, 2016)

E-commerce
Platforms use

The use of E-commerce platforms that is
influenced by behavioural intention.

(Alharbi & Drew,
2014; Dishaw &
Strong, 1999)

Buying Decision The process of making decisions on
purchasing behaviour.

(Puspitasari et al.,
2018)

1.9 Summary

In brief, the outbreak of the Covid-19 pandemic brought quick changes to society and

in expanding E-commerce. By going through Chapter One, the problem statement improved

understanding of the cause of the Covid-19 pandemic, which has repercussions on the

Malaysian economy and E-commerce. The research tends to discover whether the aim of

attitudes towards using E-commerce platforms will affect the consumer buying decision. The

study is going into detail to develop the research objectives and research questions which are

derived from discussing the effects of using E-commerce.
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CHAPTER 2
2.1 Introduction

For the entire Chapter Two, it will discuss the definitions and concepts that focus on

the study attached with relevant facts and examples. The research will develop the theoretical

framework with the TAM to adapt the situation of usage on E-commerce platforms.

Additionally, innumerable past studies are used to support the statements as the explanation

and elaboration for the following subtopics.

2.2 E-commerce

E-commerce has been described as companies or individuals undergoing business

through the Internet, promoting products and services supplied offline along with those which

are "digitized" and provided online (Coppel, 2000). Individuals can indeed access E-

commerce at any time and from any location by simply clicking a button on their device, and

the transaction is performed (Omar & Anas, 2014). E-commerce has become an essential tool

for individuals to purchase goods and services, particularly groceries, cosmetics, and other

necessities (Galhotra & Dewan, 2020; Shahzad et al., 2020), whereas many businesses

choose to facilitate online marketing and sales operations since it can enable the firm to

accurately identify the client in order to fulfill the expectations and requirements of fresh

online customers (Chua et al., 2006).

According to Wong (2013), E-commerce was first introduced in its most primitive

form approximately four decades ago. Wong also stated that E-commerce appears to have

developed in Malaysia since 2011, since more global E-commerce companies entered the

market. The Internet has become more popular, and more businesses are turning to E-

commerce (Khan, 2016). Handley (2017) indicated that the Malaysian E-commerce

marketplace is anticipated to develop by 10.8 percent in 2016. Based on the article, the

government plans to double this increase to 20.8 percent by 2020, with the help of Alibaba's
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Jack Ma, who was recently appointed Malaysia's Digital Economy Advisor. Furthermore, the

speedy increase withinside the wide variety of computer systems in Malaysia, in addition to

the percentage of computer systems related to the Internet, has led to an boom in E-commerce,

according to Chua et al. (2006). Users benefit from it because they have access to foreign

markets, allowing them to compare prices and find the best deal. This is one of the reasons

why individuals are currently more prone to utilize E-commerce (Khan, 2016). In addition,

individuals are more prone to utilize E-commerce since it can meet their needs, according to

Davis (1989), who claimed that people believe their performance will improve when they can

utilize the system. In brief, the function of the system and other external concerns may

influence the use of E-commerce.

In accordance with Chua et al. (2006), the first E-tailing via the Internet, sometimes

known as online shopping, began in 1994. The research stated that this was a novel concept

in non-store selling that drew the attention and interest of a large number of retailers. Slowly

but steadily, more merchants and retailers are accepting and adopting this new way of

purchasing and selling in order to grow their businesses (Rowley, 2020). E-commerce sites

like Shopee and Lazada, for instance, have risen in importance in Malaysia. Numerous

wholesalers, retailers, and businesses register as E-commerce vendors to conduct their

business and promote not only their products, and indeed their brand. Individuals prefer to

conduct research in E-commerce before making purchasing decisions because the barrier to

entry is lower, resulting in lower product prices.
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2.3 Four Features of E-commerce

A. Ubiquitous

E-commerce is ubiquitous as individuals are able to access E-commerce anytime,

anywhere through the Internet currently (Shafiyah et al., 2013) instead of limiting their

purchase in physical shops. The consumer base of a physical firm is cramped to the urban

area in which it is located, whereas the arrival of an E-commerce business is global (Bhasin,

2019). As a result, customers can purchase products from all across the globe, and as a result

of this feature, an increasing number of people are turning to E-commerce to trade and make

purchases. The widespread use of E-commerce made individuals able to fulfil their

purchasing desires in a more convenient manner. For example, individuals are unable to shop

across borders due to the pandemic. Everyone's desire to make contactless transactions and

have products delivered to their door without leaving the house or travelling abroad, on the

other hand, can still be met by E-commerce platforms with the engagement and product lines

of plenty of nations. Simultaneously, the ubiquitousness of E-commerce highlights its

advantages; it can be disguised as advertising to promote the products of e-businesses in

order to entice customers to buy.

B. Universal Standards

According to Shafiyah et al. (2013), there is a universal standard that all nations

around the world adhere to. The researchers stated that the significantly lower market

entrance cost, which means merchants must pay the cost of the commodities they bring into

the market, is one of the universal standards shared in E-commerce. At the same time, from

the consumer's perspective, universal standards may lower search costs, i.e., the time and

effort required for consumers to find suitable and desired products (Shafiyah et al., 2013;

UKEssays, 2018). The standards make it easy for people to start a business using current
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technology, which lowers the barrier to entry, resulting in a plethora of competitors (Shafiyah

et al., 2013). As a result, merchants must make the price and product introduction more

outstanding in order to impress customers in a wide sea of people, as well as make finding

suitable products easier, convenient, and quick. An example could be shown is Shopee, one

of the E-commerce platforms. When searching for products on Shopee, there is always a filter

button on the page. It not only assists customers in finding the perfect products, but it also

assists merchants in comparing their selling prices in order to adjust and grow their business.

C. Richness

The intricacy and content of a message are referred to as richness (Shafiyah et al.,

2013; UKEssays, 2018). According to Shafiyah et al. (2013), branding and advertising are

critical in E-commerce to entice customers. They had stated that whether it's video, audio, or

animation, it can all be used to promote a business and advertise in E-commerce to reach a

large audience. When compared to traditional markets, they are able to give personal, face-to-

face services while selling to customers via aural and visual clues (Shafiyah et al., 2013;

UKEssays, 2018). Therefore, traditional markets have a powerful selling or commercial

atmosphere due to their richness (Shafiyah et al., 2013). However, in E-commerce, material

and information in the form of video, music, animation, and other forms of media could be

rich to attract customers. For example, Lazada, an E-commerce site, has advertisements that

appear in phone alerts, television, radio, and other forms of media. Individual’s interest is

readily piqued, and they click or search for the related products they want on certain E-

commerce platforms. Moreover, consumers that are well-informed and aware always look for

such information before making a purchase (Bhasin, 2019). It demonstrates how content and

information richness may be used to entice customers through E-commerce.
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D. Interactivity

The technology that facilitates two-way communication between the merchant and the

customer is referred to as interactivity (Bhasin, 2019; Shafiyah et al., 2013; UKEssays, 2018).

The engagement with people is how interactivity works (UKEssays, 2018). It allows

customers to communicate with online merchants in a way that is analogous to face-to-face

discussion but in an electronic format. Furthermore, it has a larger and more global scale

(UKEssays, 2018) since customers can connect with online merchants from all over the world,

unlike in traditional stores. In addition, the traditional commerce technologies could merely

reach a limited number of customers compared with E-commerce as the Internet could

deliver messages and information to audiences all around the world. Thus, the research of

Shafiyah et al. (2013) has stated that "E-commerce technologies have changed the traditional

trade-off between reach and richness". For instance, consumers could communicate for

inquiries and details via an E-commerce-specific platform such as customer service, feeds, or

reviews. These are the sites where customers may ask questions or share their shopping

experiences, and where the merchant can respond.

2.4 The roles of E-commerce during Covid-19

Countless individuals have adopted the culture of working from home and E-shopping

in order to maintain a social distance and protect themselves from the pandemic. It has

resulted in increased E-commerce usage in Malaysia ("COVID-19 Accelerates E-commerce

Growth in Malaysia, says Global Data", 2020). Besides, a research stating that 52 percent of

consumers keep away from shopping in crowded areas and brick and mortar shopping.

Additionally, 36 percent of consumers declare that they will avoid going for brick and mortar

shopping before getting vaccinated (Bhatti et.al, 2020). Moreover, according to Galhotra and

Dewan (2020), industry experts have labelled E-commerce as the best support system to help
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citizens combat the pandemic. They believe that after overcoming a number of obstacles, E-

commerce will reach its full potential throughout the pandemic and beyond. Thus, E-

commerce has become an indispensable tool for individuals to purchase goods and services,

particularly groceries, cosmetics, and other necessities (Galhotra & Dewan, 2020; Shahzad et

al., 2020).

Furthermore, according to The Star news online, Malaysia moves beyond MCO,

bridging the gap between online and offline retailing. Retail businesses had to transmit online

in order to survive ("Bridging online and offline retailing as Malaysia moves beyond MCO",

2021). According to Lazada Malaysia CEO Leo Chow, Shopee conducted a survey showing

that out of the 11,850 sellers polled, 5,406 are new entrepreneurs empowered by E-commerce

who run their businesses entirely online and despite being fully employed, 35.4 percent of

respondents used E-commerce as a second or third source of income (Nathan, 2020). Despite

this, there are approximately 45,000 new micro-SMEs added to various E-commerce

platforms such as Lazada and Shopee in the year 2020, which means more than 245

businesses benefited from E-commerce ("Bridging online and offline retailing as Malaysia

moves beyond MCO", 2021). Hence, Covid-19 has led to a surge in E-commerce in having

its own role via a buying or selling perspective.

2.5 Comparison of perception of different age groups

According to the research by Tarhini et al. (2014), age is a significant demographic

factor that influences behavioural intention, adoption, and acceptance of technology in both

direct and indirectly ways (Chung et al., 2010; King & He, 2006; Porter & Donthu, 2006;

Venkatesh et al., 2003; Wang et al., 2009). The applying age as a moderator to a TAM would

enhance its moderating effect hypothesized by a number of scholars (Chung et al., 2010). The

Internet and E-commerce are changing consumer behaviour and gaining significant attention
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in society and the economy (Rybaczewska & Sparks, 2021). Internet usage has been

embedded in the society in Malaysia, with 87 percent of Generation X using the Internet for a

wide range of purposes including online shopping, online purchasing and so on (Rahman &

Hussain, 2014). Naseri et al. (2021) also stated that the majority of E-commerce consumers

are between the ages of 20-30 years old based on the findings of a survey by Malaysian

Communications and Multimedia Commission (2018). However, Stafford et al. (2004)

discovered that there is no obvious influence of gender on purchasing behaviour, and

investigated whether older consumers declined to purchase online in spite of their country of

origin as well as determined the major active online shopper is the age group of 25-34 years

old that have the statistical variance on Internet purchasing level from the 18-24 years old of

age group (Wan et al., 2012).

A. Perception of Generation X

Generation X is defined as 41 years old to 56 years old (Age Range by Generation,

2021). Referring to Rahman and Hussain (2014), 37.1 percent of 30-44 years old completed

online buying and 26.3 percent of 45-59 years old, compared to 24.1 percent of 18-29 years

old and 12.6 percent of 60 years and elders. As a result, Generation X has the highest number

of domain users for online shopping (Rahman & Hussain, 2014). Research by Lissitsa and

Kol (2016) and Heaney (2007) mentioned that traditional search and decision making

procedures are still being used by Generation X. They want to hear about the product’s

characteristics and the reason with a description of these characteristics (Himmel, 2008).

Besides, value other people’s opinions is one of Generation X’s traits as they might require

confirmation from the others that their decisions are acceptable (Lissitsa & Kol, 2016).

Instead, Generation X prefers to do some research before making a purchase decision on the

Internet, they will tend to refer to users’ comments and visit network sites compared to other
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generations (Peralta, 2015). This has been demonstrated by the discussion from Sorce et al.

(2005) that once elderly customers have sought a product online, the less favoured in seeking

a product online of them will be more likely to buy it online than younger customers.

Moreover, there was a study that proved the hypothesis, and came out with the findings that

indicate the elders have lower perceived ease of use and have more access obstacles related to

the Internet (Porter & Donthu, 2006). Although elder population may take longer for the

adoption process, they have the advantage of spending less time researching items as a result

of their extensive shopping experience in an offline environment (Wan et al., 2012).

B. Perception of Generation Y

Generation Y or known as Millennials are born between 1981 and 1986 with the age

range from 25 years old to 40 years old (Age Range by Generation, 2021). Malaysian

Communications and Multimedia mentioned that young adults (Generation Y) are the leading

mobile phone users with 18.8 percent from the age group of 20-24 years old from the survey

conducted in 2014 (Hussein, 2016). It said that the age group of 25-29 years old with 16.3

percent from the overall population is the second largest group which both are considered as

Generation Y. There is an age range from youths to adults regardless of genders claimed as

major Shopee users supported by Sawitri and Giantari (2020 as cited in Kiew et al., 2021).

Bakewell et al. (2006) found that Generation Y is raised in a materialistic environment and

Parment (2009) found they have vast social networks since Generation Y is well-educated in

numerous areas (Wolburg & Pokryvczynski, 2001). They place a high value on technical

information (Rahulan et al., 2015), and make buying decisions after doing extensive study on

the subject (Lissitsa & Kol, 2016). As said by Caplan (2005), Generation Y prefer the items

that fit their personal preferences and lifestyle regardless of the brands concerned. It has been

proven when the buying preference of Generation Y will fluctuate rapidly according to the
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latest fashion, trend, brand reputation, valuing style and quality over price (Lissita & Kol,

2016). Hence, compared with young consumers, elderly consumers probably gained lesser

enjoyment and utilitarian benefits from online purchasing since they just perceived the value

of shopping rather than evaluating Internet search or buying behaviour explored by Roy

Dholakia and Uusitalo (2002 as cited in Sorce et al., 2005).

C. Comparison between both Generation X and Generation Y

In comparison with the older generations, the younger generations are not only more

familiar with E-commerce, but also possess the ability to process website information five

times faster, according to Kim & Ammeter (2008 as cited in Muda et al., 2016). Elderly

consumers are much more inclined to purchase online compared to younger consumers when

they are browsing a product via the Internet. On the contrary, younger consumers purchase

less online compared to elderly consumers, although they searched for more items online

(Sorce et al., 2005). According to the discussion of Hussein (2016), it concluded that the

mobile shopping was preferred by the Generation Y with the reasons of technology user-

friendly, feasible and simple supported by Bigne et al. (2007) which the study stated that

younger generations are more prone to utilize Internet shopping sites than elders when they

perceived the Internet shopping sites easily and realistically. Furthermore, it comes up with

the result that the users from Generation Y are more likely to make E-purchases as they

perceive the system to be helpful, functional, durable (Rehman et al., 2013) and simple to use

(Chiu et al., 2009). Moreover, based on Chang and Samuel (2004) observed, individuals who

shopped frequently were more inclined to the middle age group and individuals who spent lot

of money on each online transaction were more inclined to the oldest age group when they

divided the population into three age groups: below 24, 25 to 44, and 45 and above in their

studies of online consumers (Rahman & Hussain, 2014).
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2.6 Customer Decision Process

Consumer decision process is the process through which consumers look for, choose,

buy, utilize and dispose of products and services in order to meet their needs and desires

(Stankevich, 2017). Based on Kim and Srivastava (2007), it contains five stages of the

decision making process for E-commerce that include need recognition, information search,

alternatives evaluation, purchase decision and post purchase evaluation. The concept of the

customer decision stages is stated in the table below.

Table 2: Concept of Customer Decision Process
Stage Concept Citation

Need
Recognition

Problem recognition occurs when there is a gap
between a desired condition and reality that is
enough to stimulate and activate the decision
making.

(Song, 2016)

Information
Search

Consumers search for both memorized and external
information intentionally to solve their
consumption issues, due to consumers being highly
motivated, so some internet information is not
valued as highly as internal information.

(Soloman, 2012;
Rose & Samouel,
2009, as cited in
Gómez-Díaz,
2016)

Alternatives
Evaluation

Online consumers emerge to assess the sufficient
gathered information (internal or memory, as well
as external, such as advertising and other
recommendations) in order to make the best
selection.

(Gómez-Díaz,
2016)

Purchase
Decision

Consumers have made the decision to purchase a
product after acquiring information from a wide
range of sources, reviewing it, and determining the
place and item to purchase. Consumers purchase
the brand or commodity that has the highest
ranking during the review process.

(Qazzafi, 2019)

Post Purchase
Evaluation

Consumers have the concept of being satisfied or
dissatisfied regarding their perceptions and
expectations after using the product.

(Qazzafi, 2019)
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2.7 Advantages of E-commerce toward the business

In general, the significant benefits gained through E-commerce are perceived as the

source of motivation for businesses to implement E-commerce in their respective businesses.

According to the literature review, we have divided the benefits into four categories as stated

below.

A. Rise in sales

Since merchants do not have to run a physical store, they can devote more time and

effort to their online stores. With the advancement of the Internet, merchants can find more

inspiration on how to run their online stores on the Internet. Besides, the vendors can have

more sales online with a higher profit margin as they are not managing a physical store and

eliminate the fixed costs of operating brick-and-mortar stores (Franco & BulomineRegi,

2016).

B. 24/7, 365 days

E-commerce is a platform that never closes, serving the consumer which leads to

profit keep rising (Franco & BulomineRegi, 2016). E-commerce can take place at any time of

day or night, seven days a week (Bloomenthal, 2021). Accompanying this condition, E-

commerce allows vendors to run their businesses from anywhere and at any time without

having to hire employees to keep an eye on the store and protect the items. Although the

physical products sold will still need to be stored anywhere, storage spaces are frequently less

expensive than retail spaces. Vendors did not have to worry about things like traffic or

parking areas (Khurana, 2019). Thus, merchants can set their business hours based on their

free time, rather than being restricted to a specific time.
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C. Instant transactions

The transactions can be made immediately and there is no cash needed for the

payments via E-commerce platforms unless they choose for cash on delivery. E-commerce

eliminates the need to wait for a check to clear. Online transactions are approved

instantaneously, with the money clearing through all the financial systems in two to three

days at the most (Franco & BulomineRegi, 2016).

D. Low cost of advertising

E-commerce is a low-cost medium of communication that businesses use to promote a

product. E-commerce is growingly being used against business corporations or organizations

throughout the world to advertise and market all these products and services (Svobodová &

Rajchlová, 2020). In this situation, E-commerce enables vendors to advertise their products

and services on social media with the least amount of money.

2.8 Consumer Trust

Aside from financial factors, trust should be the distinguishing feature of the

connection, impacting its fundamental existence and nature (Reichheld & Schefter, 2000, as

cited in Gefen et al., 2003). At the same time, trust can be defined as users' readiness to

become receptive to E-commerce after analysing the characteristics, as consumers are

unwilling to make purchases unless they have trust in the platforms (Shia et al., 2015). Trust

could be built when the party achieved the expected performance of an individual. Besides,

studies have examined whether having trust is equally willing to take the risk (e.g., Li &

Betts, 2011; Shia et al., 2015); nonetheless, trust is perceptually vulnerable because it

demands accepting uncertainty (Li & Betts, 2015).
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Consumer trust is vital in fostering consumer loyalty (Nguyen et al., 2013). Trust can

be developed when a company knows its consumers' needs and desires (Azahari & Nayan,

2020). When consumers acquire trust in platforms, they are more inclined to use it again in

the future. Hoffman et al. (1999) provided an example, stating that some websites require

visitors to fill in their information before viewing the sites, yet approximately 63 percent of

individuals are unwilling to provide their individual information on the web site due to a lack

of trust in the site.

2.9 System Quality of E-commerce Platforms

According to Lee et al. (2017), system quality is an external variable that TAM

researchers frequently employ. The word "system quality" refers to an information system's

good and positive quality in terms of its operational aspects (Gorla et al., 2010). Refer to

system quality, software programs and data components are the overall quality of the

information system processing. (Gorla et al., 2010; Shih, 2004). Furthermore, there are

studies that indicate that system quality has a significant impact on both the consumer's

perceived usefulness and perceived ease of use at online stores (e.g., Ahn et al., 2004; Elik &

Ylmaz, 2011; Lee et al., 2017). For instance, users require a stable and effective platforms to

make purchases in order to assure financial security. Further, they also require platforms that

are simple to use in order to better comprehend and discover what they want to buy.

Additionally, qualities such as usability, functionality, reliability, data quality,

flexibility, and integration could be used to assess system quality (DeLone & McLean, 2003).

Shih (2014) further asserts that the information search assistance function can quantify

consumers' perceptions of system quality. As a result, the system quality of the E-commerce

platforms can predict its success. Improved system quality, according to DeLone and Mclean

(2003), can lead to increased customer satisfaction and the use of E-commerce platforms. The
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higher the quality of the system, the more successful E-commerce platforms will be.

2.10 Perceived Usefulness

Davis (1989) initiated perceived usefulness as a component used in TAM to assess

consumers' behavioural intentions. He also defined perceived usefulness as "the degree to

which a person believes that utilising a certain system will improve his or her job

performance." In other words, it is the standard to which system users believe that by utilising

the system, they would be able to improve their work performance and productivity (Kabir et

al., 2017; Mou et al., 2016). Perceived usefulness is known to be the primary construct in the

original depiction of the TAM (Alsabawy et al., 2016). Consumer perceptions of the

encounter's conclusion could also be referred to as perceived usefulness (Davis et al., 1992).

Shia et al. (2015) mentioned that it has a direct impact on consumer satisfaction; the intent to

continue purchasing from E-commerce and would be influenced by perceived ease of use and

the external variables.

2.11 Perceived Ease of Use

Perceived ease of use is another component used in TAM which refers to the level for

which the user believes the technology or system can be operated easily and without issues

based on (Davis, 1989; Iriani & Andjarwati, 2020). It had been considered as individuals’

perception that utilizing new technology is relatively devoid of effort (Dasan & Chung, 2015;

Perea Y Monsuwé et al., 2004). Le et al. (2020), and Nguyen (2020) claimed it can help to

boost consumer acceptance of a good or service. Derived from Iriani and Andjarwati (2020),

Singh et al. (2016), and Suleman (2018), they identified it has an impact on online buying

decisions. In addition, it is defined as the process leading to the ultimate outcome of online
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purchasing in the context of online shopping (Dasan & Chung, 2015; Perea Y Monsuwé et al.,

2004).

2.12 Attitude Towards Using E-commerce

The term "attitude" denotes one's foremost thoughts regarding the consequences of

one’s action (Leonard, 2015; Pennington et al., 2004). Davis (1989, as cited in Nikou and

Economides, 2017) also explained "attitude towards using" was used to describe and forecast

technology system adoption. Moreover, Kim and Woo (2016) stated that attitude means the

users' entire emotion about executing the goal behaviour. The use of technology (e.g., a

computer and the internet) for enhanced marketing effectiveness is known as online shopping

or marketing. Additionally, merchants are combining techniques to fulfil the needs of online

shoppers; they are busy researching customers in the field of online buying, examining

consumer attitudes regarding online shopping, and evaluating the elements that influence

consumers to purchase online. Akbar and James (2014, as cited in Ahamed and Islam, 2016)

found out that consumers' attitudes inside this area are influenced by their understanding of

E-commerce platforms, their perceived credibility and convenience of use, as well as the

perceived hazards of payment and refund security.

2.13 Behavioural Intention

As stated in Kim and Woo (2016), behavioural intention indicates the intensity of a

user’s intention to engage in a certain behaviour. To enhance the explanation, behavioural

intention, which is the product of a person’ attitude towards the behavioural and subjective

standards around its performance in which the meaning is driven by the Theory of Reasoned

Action (TRA) (Pai & Huang, 2010). Hung et al. (2005) ascertained that attitude and

behaviour attentions are intensely influenced by perceived usefulness and perceived
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simplicity of use. Since attitude alludes to one's positive or negative evaluation of a specific

response, consumers who are more impulsive in using the Internet to research goods and buy

goods will have a greater behavioural intention to do online shopping (Wu & Liao, 2011).

2.14 Actual System Use

TAM claims that the actual use of an Information System (IS) is identified by

behavioral intention to determine the technology acceptance (Alharbi & Drew, 2014). The

description of an individual’s technology IS acceptance behaviours by TAM is modified by

TRA (Dishaw & Strong, 1999), arguing that the user's beliefs shape their attitudes towards

system use. Namely, behavioural intentions are influenced by attitudes to employ the system,

which then in turn impact actual system use (Joo & Sang, 2013). It is supported by Goodhue

and Thompson (1995) that the elaboration of the system will be seen as more valuable and

task productivity will likely improve if the system's attributes fit the task's criteria (Gefen et

al., 2003).

2.15 Buying Decision

Client behaviour that is being understood well includes the consumer’s thoughts,

reactions and picks among the available alternatives to assist markets in optimizing their

efforts (Stankevich, 2017). It said the purchasing decision making process will be driven by

consumer behaviour (Puspitasari et al., 2018). Davis (1989, as cited in Bakar & Bindi, 2014)

introduced the TAM before the buying decision was made when there were the needs for

better understanding the usage and usefulness of the goods and services. There was a

suggestion by Keh and Shieh (2001), and Naresh et al. (2015) borrowed from (Nguyen et al.,

2019), that trust in Internet purchase and websites plays a significant role in consumer

decisions. Information Technology has assisted purchasers in making decisions after
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enhancing the quality of product messages which it applied in the way of the Internet (Mittal,

2013). It is vital to meet consumers' needs and desires in order to influence their purchase

decisions (Indriani, 2016). Other factors, such as system quality (Indriani, 2016), and trust

(LE & HOANG, 2020), have the potential to influence demands and desires, as well as their

purchasing decisions.

2.16 Original Theoretical Framework

External
Variables

Perceived
Usefulness

Perceived
Ease of

Attitud
e

Behavioural
Intention to

Use

Actual
System
Use

Figure 2: Original Framework

Figure 2 shows the original framework of The Technology Acceptance Model (TAM)

developed by Davis (1989) which predicts the usage and the acceptance from technological

or information system users. The TAM model believes that when a new technology is

introduced to the user, several factors will influence the decisions of users about when and

how to use the technology (Ardiansah et al., 2020). TAM is the most influential and widely

used theory for explaining the acceptance of information systems (Lee et al., 2003), which

has been extensively studied and verified by various studies. Davis, according to (Chuttur,

2009), was inspired by the Theory of Reasoned Action (TRA) developed by Fishbein and

Ajzen (1975) and other research results, and thereby adapted as well as improved the

framework of the TAM model he formulated to the conceptualised TAM model that exists

today. This is to assume that the model contains two major variables: (a) Perceived Ease of

Use (PEOU), and (b) Perceived Usefulness (PU), which determine from the individual’s
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information system (Lee et al., 2003). During the proposal of the new TAM model, Davis

(1989) proposed that the two variables can be affected by external variables. Continuing with

the variables will lead to affecting the attitude toward using the system followed by the

intention to use the system and lastly, Actual use of the system by the individuals.

2.17 Hypothesis development

2.17.1 The relationship between trust and perceived usefulness

Developing and maintaining long-term strong relationships with customers is a

necessity for all businesses, regardless of its size. A positive relation is sufficient to influence

the customer's consumption level, thereby influencing sales. Therefore, trust can be

considered as fundamental throughout this process. According to Singh and Keswani (2016),

trust has played an essential part in E-commerce since the level of trust has a direct and

significant impact on the sales E-commerce platforms. Customers will have a high level of

trust in E-commerce if they have a strong relationship with the merchants. As a consequence,

they seem to be more likely to buy from their E-commerce platforms. Additionally, trust has

been regarded as a stimulant in buying and selling transactions as trust has become the most

crucial issue during the communications (Benassi, 1999; Folkman, 2020) and e-transactions

processes (FarajollahEsfahani & Lafvat, 2016; Fung & Lee, 1999).

According to both the findings of Ashraf et al. (2014), and Goundar et al. (2021), trust

was tested as a variable that has a positive and significant impact on perceived usefulness

while the researchers investigated the cases related to E-commerce. Ashraf et al. (2014)

investigated the application of the TAM model in cultural contexts, using online shopping

adoption as a case study. According to their findings, regardless of implementation stage,

building trust and making consumers feel at ease when visiting a website is essential. Further

to that, their research also mentioned Stewart (2003) has stated the higher the trust level of
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customers, the more useful the customer perceives the websites. Besides, as stated by

Goundar et al. (2021), trust might encourage online consumers to engage in E-commerce and

to conduct transactions through the Internet. In their research, they also refer to the research

of Broutsou and Fitsilis (2012), who found that trust is fundamental for E-commerce since it

can influence the desire for online purchases, making trust much more significant. As per

Figure 2, trust, as a variable, plays a role in influencing perceived usefulness. The trust of

customers is hypothesised to have a direct impact on perceived usefulness of the E-commerce

platforms.

H1: Customers’ trust towards E-commerce platforms positively influence perceived

usefulness of E-commerce platforms.

2.17.2 The relationship between system quality of E-commerce platforms and perceived

ease of use

An E-commerce platform is a platform that operates with the use of complex systems.

As a result, the system quality of the E-commerce platforms must be maintained at a high-

quality level in order to provide a positive trading experience on E-commerce platforms for

customers and vendors. System quality has generally been recognised as one of the most

desirable characteristics of a system (Al-Mamary et al., 2014). According to Kuan et al.

(2008), system quality focuses on a technical level that reflects E-commerce system features

on the networking site that generates information about the product. System flexibility,

accessibility, responsiveness, and logistics rate are examples of these characteristics. For

example, the ability to customize a system based on circumstances and externally and

internally adjustments, in which the higher the flexibility of the system, the higher the

customer satisfaction (Al-Mamary et al., 2014).
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System quality as an external variable has the direct impact on the variable's

perceived ease of use. Alsamydai (2014) and Yılmaz and Çelik (2011) have investigated the

relationship between system quality and perceived ease of use and came out with the same

argument that system quality has a positive relationship with perceived ease of use.

H2: System quality of E-commerce platforms positively influence perceived ease of use of E-

commerce platforms.

2.17.3 The relationship between perceived usefulness and attitude toward use of the E-

commerce platforms

Perceived usefulness is the use of certain systems that will improve their ability to

perform their duties (Davis, 1989, p. 320). It also means that the level to which a person

believes that using a given system will improve their job performance (Md Johar & Ahmad

Awalluddin, 2011, p. 5). In short, perceived usefulness is to define the practicability of the E-

commerce platforms. Perceived usefulness of a system is related to its overall benefits for

improved performance and efficiency and user productivity (TAHAR et al., 2020, p. 540).

According to the research’s framework, the variable of perceived usefulness depends

on attitudes towards the use of E-commerce platforms. Users realize that the interaction of

the customer services of the E-commerce platforms innovation will improve their task

performance by easily solving their problem, as well as the fast transaction of the payment.

The more practical the E-commerce platforms are, the more positive it is. Based on Singh and

Keswani (2016), these studies had related research about the significant effect of perceived

usefulness and Attitude Toward use.
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H3: Perceived usefulness of E-commerce platforms positively influence attitude toward use of

E-commerce platforms.

2.17.4 The relationship between perceived ease of use and attitude toward use of the E-

commerce platforms and perceived usefulness

Based on Davis studies, the extent to which one believes it is easy to use a certain

system is the definition of PEOU (Davis, 1989, p. 320). In other sayings, it is to describe how

simplistic it is for a person to use the information system. Based on our research it is

determined that our E-commerce platform is easy to be used by the platform users. In the

TAM, this variable, PEOU, is the one of the most important factors in any acceptance system

(TAHAR et al., 2020, p. 539).

Based on our research’s framework, the variables of perceived ease of use will have a

significant impact on the attitude toward using the E-commerce platforms. A superior system

of E-commerce platforms which mostly performed smoothly and conveniently for platform

users is referred to as ease of use. The more user-friendly the E-commerce platforms, the

more positive the customer's attitude toward the platforms will be. In accordance with

research from Cho and Son (2019), and Singh and Keswani (2016), they found that perceived

ease of use had a positive effect on attitudes toward use.

Besides attitude toward using, perceived usefulness also will be affected by perceived

ease of use. If platforms application is perceived as easier to use, which means that the user is

likely to be accepted (Mohd.Yusoff et al., 2009, p. 78). There are two related studies from

Cheema et al. (2013), and Mohd.Yusoff et al. (2009), stating that perceived ease of use gives

a positive effect to perceived usefulness.
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H4: Perceived ease of use towards E-commerce platforms positively influence attitude

toward using E-commerce platforms.

H5: Perceived ease of use towards E-commerce platforms positively influence perceived

usefulness of E-commerce platforms.

2.17.5 The relationship between attitude toward use of the E-commerce platforms and

behavioural intention to use E-commerce platforms

A person's attitude toward a particular behaviour is determined by the individual's

beliefs and evaluations of the manifest consequences of this particular behaviour (Singh &

Keswani, 2016). Ajzen and Fishbein (2000) define attitude is best regarded as the variation

of an individual's positive or negative influence on a psychological object or target behaviour,

attitude toward use of the E-commerce platforms is an important central feature in the TAM

model, which will lead to the intention of using it and be affected by the two variables. Davis

(1989) had suggested that the impact of the two variables, perceived usefulness and perceived

ease of use on the intention is mediated through attitude. So, positively rated outcomes often

reinforce feelings about the behaviour that leads to the outcome.

In this research’s TAM framework, attitude shows as a variable that affected the

intention to use the E-commerce platforms. The direct influence of attitude on intention to

use has been proven by Jackson et al. (1997), and Singh and Keswani (2016) and it

mentioned that the platform users are more likely to have a stronger intention to shop online

will be more like to use it when they have a positive view or attitude about the E-commerce

platforms.

H6: Attitude towards using E-commerce platforms positively influence behavioural intention

to use by platform users.
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2.17.6 The relationship between behavioural intention to use E-commerce platforms and

actual E-commerce platforms use

Behavioural intention can be meant by a measure of the intensity of the intention to

execute a certain behaviour (Fishbein & Ajzen, 1977; Miniard & Cohen, 1981). A stronger

linking between intention and behaviour happens when the measurements of intent are

specific to the behaviour of interest, when the performance of the behaviour in a timely

manner approximates the measure of intent, and when the behaviour is under the control of

the will (Miniard & Cohen, 1981). In the TAM, behavioural intention to use the system is

determined in a direct way by an individual's attitude toward using the E-commerce platforms

and the subjective likelihood that the use of a particular E-commerce platform or application

will increase the perceived usefulness (Jackson et al., 1997).

According to Figure 2, the framework shows the behavioural intention to use the E-

commerce platforms will lead to the buying decision by the customers. Sheppard et al. (1988)

stated that behavioural intention could indeed effectively forecast actual behaviours. They

cited Fishbein and Ajzen (1975) in their research for their argument that researchers only

have to be concerned with the immediate determinants of such a particular behaviour when

they want to explore if the individuals will perform the behaviour. The more positive the

immediate determinants, the more probable individuals will perform in the behaviour. This

can be adapted in this research, where the more positive the behavioural intention toward

using E-commerce platforms, the more possible it is that individuals will perform the action

of the actual E-commerce platforms use.

H7: Behavioural intention to use E-commerce platforms positively influence actual E-

commerce platforms use.
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2.17.7 The relationship between actual E-commerce platforms use and buying decision

According to Zhu et al. (2011), their study assumed that consumer attitudes toward

online purchases would positively influence purchasing intentions. According to their

research, trust has become a critical factor in consumers' online purchase decisions, which is

supported by their research findings that lower trust in an E-vendor can minimise their

purchase attitude toward the website. For this study, the researchers hypothesised that the

attitude toward using E-commerce platforms will positively affect the behavioural intention

to use E-commerce platforms, which will then influence the actual E-commerce platforms

use and, finally, their purchasing decision.

Nevertheless, the effects of trust and system quality on purchasing decisions were not

clearly stated in previous studies, with the majority of previous studies merely mentioning the

effects of trust and system quality on online purchase intention. None of them attempt using

the TAM model to investigate the effects of consumer trust and system quality on purchasing

decisions. As a result, one of the goals for this research was to determine the actual effects of

trust and system quality on consumer purchase decisions on E-commerce platforms. To the

best of the researchers' knowledge, this will be the first study to examine the effects of trust

and system quality on purchasing decisions using the TAM model.

RQ3: Can E-commerce platforms influence buying decision of consumers?

2.17.8 Difference between age and perceived ease of use and perceived usefulness

Aside from the system quality and trust, consumers' purchasing decisions will be

influenced by their age. Bansal (2015), and Slabá (2019), addressed the argument that

consumer decision making and purchasing behaviour will be influenced by their age as
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different ages will have different perceptions on the same subject. Nevertheless, there has

been very limited research on the effect of age on perceived usefulness and perceived ease of

use in a TAM model. Consequently, age was chosen as a new moderator capable of

influencing perceived usefulness and perceived ease of use.

As a moderator, age has been assumed to be able to influence the perceived ease of

use and perceived usefulness since different ages affect the perceived ease of use and

perceived usefulness of E-commerce platforms. Their relationship with age, on the other hand,

is still in flux. As a result, the study will look into the relationship between age and perceived

usefulness and ease of use.

RQ4: Can age groups moderate the difference between perceived usefulness and perceived

ease of use of E-commerce platforms?

2.18 Proposed Theoretical Framework
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Figure 3: Conceptual Framework

The TAM (figure 3) was extended in this research to identify and understand the

variables that influence purchasing decisions. Numerous researchers have been using the

TAM model as a framework for measuring the quality of E-commerce platforms and

understanding user behaviour (Ahn et al., 2004). In this study, the TAM will be used to
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explain how customer trust and the system quality of E-commerce platforms affect perceived

usefulness and perceived ease of use, and thus affect their attitude toward using E-commerce

platforms, behavioral intention to use, and, ultimately, their buying decision. Additionally,

the relationship of perceived ease of use and perceived usefulness also will be explained.

2.19 Summary

In conclusion, E-commerce is widely adopted by businesses since there are many

benefits from the vast borderless of interactive online trading with various commodities

compared to the limited accessibility of offline trading that is only available for certain

products. The E-commerce activity was also boosted by the burst out of the pandemic due to

the favourable impacts on business supported by the actual statements. Moreover, perceptions

of age groups towards E-commerce and the occurrence of customer decision process are

discussed as the causes that might influence the outcomes of the E-commerce usage. Hence,

the factors for the outcomes will be examined with the application of the TAM with a set of

possible hypotheses.



44

CHAPTER 3

3.1 Introduction

Methodology will outline the systematic procedure for the conduction of the

theoretical work. In Chapter Three, it will further discuss the research method in research

design, adoption of measurement scales according to the tailoring questions and hypotheses,

sampling methods, sample size and respondent. The process will describe in detail the way in

collecting data and evaluating the data with specific techniques. All the components will be

highlighted with their respective measuring position and past studies will be used to

strengthen the study scope of the research.

3.2 Research design

Quantitative research will be carried out to study consumer's trust and E-commerce

platforms system quality will affect their buying decision on E-commerce during Covid-19

pandemic. Quantitative method is suitable for this research as Sukamolson (2007) said the

goal of quantitative research is to measure social reality. Quantitative researchers, according

to his observation, see the world as a reality that can be objectively assessed, hence tight

guidelines in the data collecting and analysis process are critical. Furthermore, the Covid-19

is still under control, a Quantitative method that may distribute the questionnaire via the

Internet, can prevent the researcher from becoming infected.

In Quantitative research methods, there are different kinds of research that can be

designed for a study, such as descriptive research, experimental research and causal research.

Descriptive research will be taking part in this study. According to Williams (2007), the

descriptive research approach is a basic research method for investigating the current

situation. Descriptive studies include identifying the attributes of a particular phenomenon

based on observations or studies of the correlation between two or more phenomena. This
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study aimed to describe the characteristics of relevant groups such as age group for this study

which examine the relationship between age and two variables: perceived ease of use and

perceived usefulness, and the external variables, Customers’ trust and platforms’ system

quality affected their final buying decision. As we specifically focus on the two external

variables, these variables illustrate "what" the consumer will affect on their purchasing

decision while in the Covid-19 pandemic.

Cross-sectional survey will be used for this study as this survey involves a one-time

connection of the information. This is the reason using this survey is that the study is targeted

on three different age group as Cross-sectional survey is adaptable and flexible, can cover

various spaces of human conduct and conditions, and can be utilized with numerous

populaces (Connelly, 2016, p. 369; Polit & Beck, 2014) The effectiveness of using internet,

online surveys will be distributed for respondents in order to follow the SOP and avoid

physical contact. This survey will be collecting the data in order to gather public opinions

regarding the situation of Covid-19 pandemic which may affect the Malaysian buying

decision based on the E-commerce platforms.

3.3 Measurement

According to Malhotra and Birks (2007), stated that measurement is assigning

numbers or other symbols to the characteristics of objects in accordance with predefined rules.

In other words, quantitative data collected by using survey methods is the measurement for

the study. Same as this research online survey, Google Form, will be the measurements tool.

Measurement can be used for a variety of objectives, including quality control, monitoring,

safety, making things fit in design or assembly of the data, and problem resolution. It is worth

noting that measuring might have numerous purposes (Bakker et al., 2011).
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3.3.1 Demographics

For measuring the age for this study, a ratio scale will be used. When equidistant rank

ordered data categories may be placed on a scale with absolute zero, it's called a ratio scale

(de Land & Chase, 1990). The absolute zero means that the smallest number in the scale is

only zero, and it does not have negative numbers. Our study is targeting three different age

groups which are below 24, 25-44 and 45 and above. Three choices will be selected either

one for the respondents to select.

Besides, Gender and Ethic group will be measured by using nominal scale. When

observations become data, a nominal scale is used to classify them by providing them a

unique name or numerical label (de Land & Chase, 1990). In other words, the numbers serve

only as labels or tags for identification and classification, as it has a strict one to one

correspondence between the objects and numbers.

3.3.2 Variables Test

In this study, an interval scale will also be used for measuring variables. The term

"interval scale" refers to the level of measurement in which the variables' qualities are

assessed on specified numerical scores or values and the equal distances between attributes

(Salkind, 2010). In other words, Interval scale is the difference between the objects which can

be compared with an arbitrary zero point. For this survey, Likert scales under interval scales

will be implemented. Likert scales will be applied for measuring the hypotheses except for

buying decisions, there are two questions for buying decisions will be measured by using

ratio scale. Likert scales are often used to assess attitudes or opinions, as they provide a range

of responses to a particular question or statement. Typically, there are five response

categories, ranging from 1 (strongly disagree) to 5 (strongly agree) (Jaimeson, 2020). There

are some arguments for using a five points scale or seven points scale. Based on Joshi et al.



47

(2015) observation, the seven points scale gives more assortments of choices which thus

increase the likelihood of meeting the true truth of individuals. A seven-point scale uncovers

more depictions of the theme and in this manner requests for all intents and purposes from the

"faculty of reason" of the members. So, this research will be conducted by using seven points

Likert scales.

Table 4: Number of questions for each variable
Variables Number of questions

Trust 6

System Quality 8

Perceived usefulness 5

Perceived ease of use 6

Attitude toward use 6

Behavioural intention to use 6

Actual E-commerce use 6

Buying Decision 5

Total 48

Most of the variables are adapted from some of the past studies which are similar or

related to our research. Table 4 shows that the total number of questions are adapted for this

study.

Table 5: Questionnaire for customer’s trust variables
Questions

1. Products as shown on the E-commerce platforms are reliable.
2. The E-commerce platforms are authentic and dependable in its claims.
3. Infrastructure of the E-commerce platforms is dependable.
4. E-commerce platforms offers to secure my personal privacy.
5. E-commerce platforms give the feeling that it keeps guarantees and responsibilities.
6. I believe E-commerce platforms keeps my best selection in mind.
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Table 5 shows the questions to measure the trust variables, there were four of the

questions which were adapted from Chen and Lee (2008). The changes made for the original

questions were the word "the websites" to "E-commerce platforms". There were two

questions which were not suitable for our studies due to the suitability which are asking about

products rather than platforms. Last two questions were adapted from Dachyar and

Banjarnahor (2017). The changes made from the word "site" to "E-commerce platforms".

Unselected two questions were not suitable for this study due to the duplicate question from

Chen and Lee (2008) and the asking is about the seller, not for the platform.

Table 6: Questionnaire for system quality variables
Questions

1. E-commerce platforms have an appropriate style of design for business types.
2. E-commerce platforms have an easy navigation to information.
3. E-commerce platforms have fast response and transaction processing.
4. E-commerce platforms keeps error-free transactions
5. E-commerce platforms keep transactions secure from exposure.
6. I can use an E-commerce platforms when I want to use it.
7. E-commerce platforms have good functionality relevant to site type.
8. E-commerce platforms provide an appropriate video-audio presentation.

Table 6 shows the questions for measuring system quality with eight questions

adapted from Ahn et al. (2004). These questions were adapted by changing the word "the web

site" to "E-commerce platforms". There is a question which was not included due to the

duplication of the question.

Table 7: Questionnaire for perceived usefulness variables
Questions

1. The E-commerce platforms can improve my performance when searching for and
purchasing goods.

2. The E-commerce platforms will make it easier to search for and purchase goods.
3. The E-commerce platforms will probably enhance my effectiveness in goods
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searching and purchasing.
4. Using the E-commerce platforms to acquire a product would allow me to do my

shopping more quickly.
5. The E-commerce platforms will increase my productivity when searching for and

purchasing goods.

Table 7 shows the questions for measuring the perceived usefulness. There are five

questions adopted from Cheema et al. (2013) which also adapted from Davis (1989).

However, Davis’s (1989) questionnaire is focussing on electronic mail while Cheema’s is

focusing on online shopping which is more related to this study. The changes involved in the

word "internet" to "E-commerce platforms".

Table 8: Questionnaire for perceived ease of use variables
Questions

1. The E-commerce platforms would be easy to use to do my shopping.
2. It would be easy for me to become skilful at using the E-commerce platforms to buy

a product.
3. Does not require a lot of mental effort.
4. Learning to use the E-commerce platforms is easy.
5. The interactions with E-commerce platforms are clear and understandable.
6. E-commerce platforms are flexible to interact with.

Table 8 shows the questions for measuring perceived ease of use. There are three

questions that are adapted from Cheema et al. (2013), and Heijden et al. (2003). Every

change has been made to the questions from the words "website" and "internet" to "E-

commerce platforms". Three questions from Cheema et al. (2013) were not included as the

questionnaires for this study because of the lanty of wording, which will be replaced by

Heijden’s questionnaire. Two questions in Heijden et al. (2003) are not suitable for this study

as the questions were not clear enough to picture the answer for respondents.

Table 9: Questionnaire for attitude toward use variables
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Questions

1. Using E-commerce platforms saves my time.
2. Using E-commerce platforms saves my money.
3. Using E-commerce platforms for online shopping is beneficial for me.
4. I think that purchasing on an E-commerce platforms is a wise action.
5. I think that purchasing on an E-commerce platforms is pleasant.
6. I think that purchasing on an E-commerce platforms is enjoyable.

Table 9 shown is to measure the Attitude toward use of the E-commerce platforms.

There were three of the questions which were adapted from Yılmaz and Çelik (2011). The

changes made for the original questions were the word "virtual store" to "E-commerce

platforms". One of the questions was a negative statement, in order to make this study

questionnaire consistent, a positive statement was changed. As well as the fourth question,

the word "I think" to centralize the overall questions. One question had been rejected by

adapting it due to the duplication of the question made for the trust variable. The last three

questions were adapted from Chen and Lee (2008). The changes made from the word

"website" to "E-commerce platforms". Unselected two questions were not suitable for this

study due to the duplicate question from Yılmaz and Çelik (2011).

Table 10: Questionnaire for behavioural intention to use variables
Questions

1. I intend to use the E-commerce platforms frequently to shop for products.
2. I intend to use the E-commerce platforms whenever appropriate to do shopping.
3. I intend to purchase products using the E-commerce platforms to get experience about

online shopping.
4. If I could, I would like to continue purchasing products using the E-commerce platforms

in the future.
5. I am willing to spend more money than I had planned on the E-commerce platforms.
6. I would recommend an E-commerce platforms to my friends.

Table 10 shows the questions to measure the behavioural intention to use the E-

commerce platforms, there were four of the questions which were adapted from Cheema et al.
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(2013). The changes made for the original questions were the word "internet" to "E-

commerce platforms". There were two questions which were adapted from Chen and Lee

(2008). The changes made on the word "the store" and "the website" to "E-commerce

platforms". Four questions were not adapted for this study because of the duplicated

questions.

Table 11: Questionnaire for actual E-commerce use
Questions

1. I would use an E-commerce platforms to find my products.
2. I would use an E-commerce platforms to inquire the seller for more information

about the products.
3. I would use an E-commerce platforms to inquire about product rating and store

rating.
4. I would use my credit card to purchase from E-commerce platforms.
5. I would not hesitate to provide information about my habits to E-commerce

platforms.
6. I am very likely to buy products from an E-commerce platforms.

Table 11 shows there are six measurements to measure the actual E-commerce use.

These six questions were adapted from Gefen (2000). The changes for these questions were

mostly changing the words from "Amazon.com" to "E-commerce platforms" and the "books"

to "products". For the first two questions, changes were made to restructure the questions to

relate to online shopping as the originals are focussing about the book sold.

Table 12: Questionnaire for customer’s buying decision
Questions

1. How many items have you purchased using e-shopping over the E-commerce platforms
in the past one month?

2. How much money have you spent on E-commerce platforms in the past one month?
3. My feelings in overall experiencing the purchase through E-commerce platforms.
4. My experience with using E-commerce platforms was better than what I had expected.
5. Buying on E-commerce platforms is convenient.



52

Table 12 shows the total of five questions to measure the consumer's buying decision.

The first two questions were using ratio scales for measure which were adapted from Lim and

Lim (2005). The changes of these two questions were from the word "internet" to "E-

commerce platforms" and the word "year" to "month". For the next two questions we will be

continuing to use Likert scales to measure. These questions are adapted from Kim et al.

(2009). The reconstructed changes were made for question three. The words "how do you

feel" were cancelled in the sentences to "My feelings" to be consistent with other questions to

become a first person pronoun. As for question 4 the changes made are the same as others,

which is the word "website" to "E-commerce platforms", following the last question which

was adapted from LE and HOANG (2020).

3.4 Sampling Method

Non-probability sampling methods will be applied in this study as the probability of a

subject being chosen is unknown, resulting in selection bias in the study. Under Non-

probability sampling methods, the most commonly used samplings are convenience or

purposeful sampling, quota sampling, snowball sampling, and random sampling (Acharya et

al., 2013).

Quota sampling has been chosen in this study to understand how consumer’s trust and

system quality of E-commerce platforms affect buying decisions on E-commerce during

Covid-19 pandemic. Similarly to stratified sampling, the population is first segmented into

mutually exclusive sub-groups in quota sampling. Then, based on a predetermined proportion,

judgement is used to select the subjects or units from each segment. Strata, a heterogeneous

population that is divided into a number of homogeneous groups, are sampled at non-random

levels in this method (Singh & Masuku, 2014).
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According to Acharya et al (2013), the investigator wishes to have 40 percent men

and 60 percent women in a sample of 100. He would stop when 40 men were recruited which

meant the "quota" for men was met. In other words, each stratum, each different age group,

below 24, 25 years old to 44 years old and above 45, will stop to be collected when it meets

their quota. In this situation, quota samples enable researchers to more easily investigate the

differences between subgroups (Berndt, 2020).

3.4.1 Sample size

A sample of correlated data which contains the equivalent number of independent

observations is accounted for by effective sample size. Thus, the sample size is important as

its quantity needs to be estimated before conducting a sample survey or statistical study. It

evaluates the number of respondents in a research study in order to evaluate the variables of

interest (Vallejos & Acosta, 2021). In this study, G*Power was used to estimate the number

of respondents required. G*Power which is widely used in the field of social and behavioural

research for statistical tests is used to calculate the sample size. It can cover a large range as

well as run in a variety of general computer operating systems. In addition, G*Power had an

improvement and extension to G*Power 3.1 which is free and available on an online platform

(Faul et al., 2007). By using G*Power, it shows that the minimum sample size needed is 107.

However, a sample size of 330 will be used in this study as a larger sample size can minimize

the measurement error (Bartlett, 2019).
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3.4.2 Respondent

This study is targeted on three different age groups which are below 24, 25 years old

to 44 years old and above 45. Hence, there will be a total of 330 respondents, 110 of

respondents from each age group are going to be collected as mentioned in the sample size.

The reason for targeting these age groups is to study whether different age groups of peoples

have different perspectives, attitudes, or behaviours in acknowledging online shopping

platforms, which Weiss and Zhang (2020) stated that individuals have diverse attitudes and

assumptions regarding different age groups and generations. Refer to Chapter Two with the

comparison of generation X and Y, which have a clear indication of their differences in

preferences before having a decision to buy at E-commerce platforms. Therefore, this

research is to study the relationship between these different age groups and perceived

usefulness and perceived ease of use of the E-commerce platforms which assume that either

their experience, perceptions or preferences will influence the usage of E-commerce

platforms.

3.5 Data analysis

Statistical Package for the Social Sciences, also known as SPSS is a software platform

that provides highly developed statistical analysis, a large library of machine learning

algorithms, text analysis, open data extensibility, big data integration, and seamless

application deployment. SPSS is accessible to users of all skill levels due to its ease of use,

flexibility, and scalability. Furthermore, it is adequate for projects of all sizes and levels of

complexity, and it can assist the study in identifying new opportunities, improving efficiency,

and reducing risk (George & Mallery, 2021).

SPSS requires the implementation of a set of variables, followed by the creation of

cases based on appropriate data input into these variables. The SPSS datasheet primarily
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contains four types of variables which includes independent variables, dependent variables,

intervening variables, and moderator variables (Bala, 2016). Independent variable is a cause

while the dependent variable effect whose value is affected by changes in the independent

variable. An intervening variable, also known as a mediating variable, is a hypothetical

variable that is typically used to explain causal links between other variables in research.

Follow up with the moderating variable, it can change the relationship between independent

and dependent variables (Rahman & Muktadir, 2021).

According to Kulas et al. (2021), through SPSS, researchers are able to analyze the

study with the six steps of hypothesis testing process and SPSS output which includes the

descriptive statistics, hypothesis testing, Z- and T- Tests, Anovas, correlation and regression

(Inferential Analyses). The latest version of it is IBM SPSS 28 which is the most stable SPSS

version as new features meta-analysis, power analysis, ratio statistics, relationship maps,

statistics workbook, search, table side-pane editor, and high contrast support are provided

(IBM, 2021).

3.5.1 Descriptive analysis

Descriptive analysis, as known as descriptive statistics, which is to show the

properties of a group of observations in a descriptive way (Marshall & Jonker, 2010), also

assists researchers in making sense of enormous amounts of data. Descriptive statistics is the

scientific approach for gathering, organising, analysing, and interpreting data for the purposes

of description and decision-making (Kaushik & Mathur, 2014). This analysis will look at the

relationship between each of the age groups in this study, which are assumed to have a

relationship with perceived usefulness and perceived ease of use. Descriptive analysis is

dealing with the presentation of numerical facts, or data, in the form of tables or graphs, as
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well as the methodology for data analysis (Kaushik & Mathur, 2014). Therefore, descriptive

analysis will be used in this study.

3.5.2 Regression analysis

Researchers can use regression analysis to determine the effect of one independent

variable on a dependent variable while controlling for any number of other independent

variables or controls (Kremelberg, 2011). There are several types of regression. Linear

regression, the most fundamental types of regression in machine learning. It consists of a

predictor variable and a dependent variable that are related to each other in a linear fashion;

Logistic regression, it will be used when there is binary dependent variable (Menard, 2002);

Ordered logistic regression, it sub from logistic regression. The specific of it is dependent

variable more than two levels; Multinomial logistic regression is the simple extent from

binary logistic regression that allows for the dependent or outcome variable to have more

than two categories (Starkweather & Moske, 2011); Negative binomial regression or Poisson

regression, which used in explaining over-dispersion in multivariable count data (Kremelberg,

2011).

Linear regression will be practised in this study as the best strategy for estimating the

causal effects of buying decision on binary outcomes. It was shown when linear regression is

safer compared to the others as correlation values are directly interpretable in terms of

probabilities, and when correlations or fixed effects are included (Gomila, 2021). Under

linear regression, there are two terms likely to meet in quantitative method studies. A

regression model with a single independent variable is referred to as simple linear regression,

whereas a regression model with two or more independent variables is referred to as multiple

linear regression (Kremelberg, 2011).

In this study, multiple linear regression, also known as classical linear regression

model is being chosen to determine numerical targets and one or more numerical predictors
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(Stehlik-Barry & Babinec, 2017). The variable to be predicted (dependent variable) has a

linear relationship with the independent variable in the multiple linear regression model

(Perdana et al., 2021). By using multiple linear regression, this study ought to know the

influence of each variable, including how customer trust and the system quality of E-

commerce platforms affect perceived usefulness and perceived ease of use, and affect their

attitude toward using E-commerce platforms, behavioural intention to use, and, ultimately,

their buying decision. Instead, perceived ease of use will affect the perceived usefulness as

well.

3.5.3 ANOVA

ANOVA is similar to the t-tests which is used to compare two groups of means scores

of independent variables. The difference is that ANOVA can compare more than two sets of

scores which t-tests cannot. ANOVA is focused on the differences between means rather than

differences between variances. To determine whether the means differ, the technique of

variance is applied (Woodrow, 2014). In this study, ANOVA examines the means within an

age group or between age groups to see if the means of the groups differ significantly. Under

ANOVA types, one-way ANOVA is frequently used (Woodrow, 2014), testing several

independent variables (IV) with three or above three groups and a continuous dependent

variable (DV) (Allen et al., 2009). The reason for using this test is to determine whether there

are significant differences in the buying decisions among the group of the independent

variables. Thus, it examines the null hypothesis that samples from various groups were drawn

from the same population. Accompanying the computing of an F-statistic, comparison group

means will be done as the variability between groups is compared to the variability within the

groups (Verma, 2012).
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3.6 Pilot study

Each researcher had determined the number of respondents, also called sample size,

to ensure the accuracy of the study. For every study, a pilot test was conducted before the

actual parent study. A pilot study studied a small sample size quantitative investigation that

preceded a larger scale study or clinical trial (Polit & Beck, 2004). According to our research

which targeted 330 of the respondents in sample size, however for the pilot study 10 percent

of the sample size had been studied, which was 33 of the respondents, to ensure there were no

accidental errors in the parent study. Connelly (2008) had said that experts recommended that

the sample size for a pilot study be 10 percent of the sample size expected for the bigger

parent study. The selection of the respondent’s gender and age were not strictly conducted in

the pilot test, excluding the age. Age was strictly conducted to be an equal amount of the

respondent to ensure every age group of the respondent was understandable to the research

going in the parent study. Same as the parent study, this pilot study used three social media

platforms which were WhatsApp, WeChat and Instagram to approach the respondents for

distributing the online survey.

Conducting a pilot test was designed to make sure the questionnaire was

understandable for the respondents. For the pilot study of this research, a total of 58 questions,

which included 7 additional questions (table 13) were asked for the respondents who

participated in the pilot test. After the respondents finished up the questionnaires, researchers

asked the extra questions regarding language, words used, writing styles and the questions’

contents were suitable for them to understand. Respondents' opinions expressed by answering

the final section of the questions, allowed the researchers to modify the questionnaires for the

accuracy that this study intends. Following the collection of data from the pilot study,

researchers used the SPSS system to assess the reliability of the questionnaire. Once the pilot

study results were available, researchers assessed the questionnaire's reliability and
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determined the next steps, which might include conducting the parent study, modifying the

questionnaire, or, in the worst-case scenario, terminating the study.

Table 13: List of additional questions for pilot test
Questions

1. Do you find it difficult to understand when you look at these questions?
2. Do you think these questions relate to our research topic?
3. Do you think which question needs to be reinforced?
4. Do you think the words we use are suitable? If not, state the words out and suggest

them.
5. Do you think these questions can be understood by every age group easily?
6. Do you think these questions are applicable for all Malaysian citizens?
7. How do you feel when you answer the questions? Annoying or other emotions?

3.6.1 Reliability of Instrument

The pilot study has a total of 48 items to test on 8 variables for the significant value of

Cronbach’s Alpha from the sample size of 35 respondents within this reliability part.

Supporting statements are found to strengthen the acceptance value of Cronbach’s Alpha and

the determination for one variable test.

Table 14: Reliability Test
Variable Cronbach’s Alpha Number of items

Consumer’s Trust .702 6

System Quality .695 8

Perceived Usefulness .696 5

Perceived Ease of Use .745 6

Attitude Toward Use .775 6

Behavioral Intention to Use .760 6

Actual System Use .729 6

Consumer’s Buying Decision .681 5
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The researchers had conducted a pilot test, and table 14 was the final results of the

reliability test by 35 respondents. Based on the table shows there are somes of the variables

that did not meet the alpha value of 0.70. Ursachi et al. (2015) suggested that the acceptable

alpha for reliability score is between 0.6 to 0.7 while value at 0.8 or more represents a very

good level. Therefore, all the Cronbach’s Alpha scores of the variables are beyond the

acceptable point that indicated they all are reliable for further research. Referring to the

responses of the seven additional questions in pilot study, the overall feedback is good.

However, there were two respondents who had mentioned the huge numbers of questions

asked. As based on the reliability test results, reducing the numbers of questions was not the

consideration for the researchers. Taherdoost (2016) mentioned that repeatability is

considered as reliable when repeating measurements for a scale or test are taken under the

same conditions which will generate the same result. Besides, the Cronbach’s Alpha

sampling value would appear good when a very low sample size for a 6 item questionnaire is

calculated for the Cronbach’s Alpha, however, a 95% confident range for Cronbach’s Alpha

value might have a lower value that indicated extremely poor reliability (Bonett & Wright,

2014). Hence, there is no relational impact of the question amount on Cronbach’s Alpha

value, only the concerns on stable and consistent measurement with repeatability as well as

sample size determines the reliability value result.

3.7 Summary

In a nutshell, the methodology is designed to examine the influence of trust and

system quality on the consumers’ buying decisions on E-commerce that are moderated by age

groups. Quantitative method of research is used to conduct and surveys are used for

collecting data. The study used three types of scales to conduct the survey that included

Interval scale, Ratio scale and Nominal scales. Quota sampling will be the sampling method
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to assess the variables towards buying decisions on E-commerce platforms. A pilot study will

also be conducted prior to the parent study, with a total of 58 questions, including 7

additional questions, being asked of the respondents.
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CHAPTER 4

4.1 Introduction

This chapter is about data analysis and findings. It presents the results of Descriptive

analysis, Reliability test, Multiple Regression analysis and ANOVA analysis, which are used

to test the hypotheses based on the literature review.

4.2 Descriptive analysis

The results of analysis on respondent’s demographics were presented in the following

diagrams.

Table 15: Gender
Gender Percentage (%)

Male 47

Female 53

A total of 344 respondents participated in the survey. According to the data presented

in Table 15, it shows 53% of female respondents and 47% of male respondents have

answered the survey.

Table 16: Age Groups
Age Groups Percentage (%)

24 years old and below 34.40

25 years old to 44 years old 33.53

45 years old and above 32.07

Based on Table 16 above, there were three separate age groups which were 24 years

old and below (age group 1), 25 years old to 44 years old (age group 2), 45 years old and
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above (age group 3). The highest percentage of age group, 24 years old and below, has the

result at 34.40%. It is followed by the age group with the result at 33.53% from 25 years old

to 44 years old. Lastly is the eldest age group, 45 years old and above, possessing the result at

32.07%. However, there was an unknown age group missing from a respondent that showed

the result at 0%.

Table 17: Ethnic Groups
Ethnic Groups Percentage (%)

Chinese 49

Malay 25

Indian 26

Others 0

Table 17 above shows the four ethnics groups which are Chinese, Indian, Malay and

Others. The major respondents came from the Chinese ethnic which has the result at 49%,

subsequently was the 26% of Indian, followed by 25% of Malay and lastly 0% of others was

Iban.

4.3 Reliability analysis

A total sample size of 344 respondents from the actual survey has run the reliability

test for the Cronbach's Alpha value with 48 items for the 8 variables.

Table 18: Reliability Test
Variable Cronbach’s Alpha Number of items

Consumer’s Trust .885 6

System Quality .852 8
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Perceived Usefulness .874 5

Perceived Ease of Use .872 6

Attitude Toward Use .877 6

Behavioural Intention to Use .888 6

Actual System Use .831 6

Consumer’s Buying Decision .741 5

Based on Table 18 above, Cronbach's Alpha result for behavioural intention to use

is .888, which owns the highest reliability score amongst the 8 variables. The following

variable, consumer’s trust has Cronbach's Alpha result at .885. Moreover, Cronbach's Alpha

result for attitude toward use is .877, perceived usefulness is .874 and perceived ease of use

is .872. For system quality, it has the value at .852 whereas actual system use possessed the

value at .831. All the variables have relatively high reliability scores, except for the last

variable which is the consumer’s buying decision, it has the lowest result at .741.

4.4 The influence of consumer trust and system quality on E-commerce platforms use

According to the theoretical framework, the influence of consumer trust and system

quality are hypotheses to influence perceived usefulness, perceived ease of use, attitude

towards E-commerce platforms, behavioural intention, and E-commerce platforms usage. In

this section, the influence of each variable was analysed and the results were presented as

well.

Simple linear regression was used to determine if perceived usefulness was positively

influenced by consumer trust.

Table 19 : Linear regression analysis of the relationship between trust and perceived
usefulness
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Independent Beta (β) t Sig.
Consumer Trust .602 13.933 .000

R2 .362
F 194.118
Sig. .000

The results of this linear regression were statistically significant (R2 = .362, F =

194.12, p < .001), as shown in Table 19. It was discovered that customer trust had a

favourable effect on perceived usefulness (β = .602, p < .001), indicating that hypothesis 1

was supported in this setting which was able to answer the research question 1.

The influence of system quality of E-commerce platforms on perceived ease of use

was tested using simple linear regression.

Table 20 : Linear regression analysis of the relationship between system quality of E-
commerce platforms and perceived ease of use

Independent Beta (β) t Sig.
System Quality .741 20.407 .000

R2 .549
F 416.436
Sig. .000

The results of this linear regression were statistically significant (R2 = .549, F =

416.44, p < .001), as shown in Table 20. It was discovered that system quality of E-

commerce platforms had a favourable effect on perceived ease of use (β = .741, p < .001),

indicating that hypothesis 2 was supported in this setting. In addition, this is related to

research question 2 regarding this research.

The influence of perceived usefulness and perceived ease of use on attitude towards

using E-commerce platforms was tested using multiple linear regression.
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Table 21 : Multiple regression analysis of the relationship between perceived usefulness and
perceived ease of use to attitude towards using E-commerce platforms

Independent Beta (β) t Sig.
Perceived
Usefulness .319 6.772 .000

Perceived Ease of
Use .545 11.569 .000

R2 .655
F 323.627
Sig. .000

The results of this multiple regression were statistically significant (R2 = .655, F =

323.63, p < .001), as shown in Table 21. It was discovered that perceived usefulness had a

favourable effect on attitude toward using E-commerce platforms (β = .319, p < .001), while

perceived ease of use also had a favourable effect on attitude toward using E-commerce

platforms (β = .545, p < .001), indicating that hypotheses 3 and 4 were supported in this

setting, respectively.

Simple linear regression was used to determine if perceived usefulness was positively

influenced by perceived ease of use of the E-commerce platforms.

Table 22 : Linear regression analysis of the relationship between perceived ease of use of the
E-commerce platforms and perceived usefulness

Independent Beta (β) t Sig.
Perceived Ease of

Use .737 20.174 .000

R2 .543
F 406.983
Sig. .000

The results of this linear regression were statistically significant (R2 = .543, F =

406.98, p < .001), as shown in Table 22. It was discovered that perceived ease of use had a
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favourable effect on perceived usefulness (β = .737, p < .001), indicating that hypothesis 5

was supported in this setting.

Simple linear regression was used to determine if behavioral intention to use of the E-

commerce platforms was positively influenced by attitude toward use of the E-commerce

platforms.

Table 23 : Linear regression analysis of the relationship between attitude toward use of the E-
commerce platforms and behavioural intention to use of the E-commerce platforms

Independent Beta (β) t Sig.
Attitude towards using .836 28.151 .000

R2 .699
F 792.455
Sig. .000

The results of this linear regression were statistically significant (R2 = .699, F =

792.46, p < .001), as shown in Table 23. It was discovered that attitude toward use of the E-

commerce platforms had a favourable effect on behavioural intention to use of E-commerce

platforms (β = .836, p < .001), indicating that hypothesis 6 was supported in this setting.

The influence of behavioural intention to use E-commerce platforms on actual E-

commerce use was tested using simple linear regression.

Table 24 : Linear regression analysis of the relationship between behavioural intention to use
E-commerce platforms and actual E-commerce use

Independent Beta (β) t Sig.
Behavioural Intention to

use .810 25.582 .000

R2 .657
F 654.414
Sig. .000
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The results of this linear regression were statistically significant (R2 = .657, F =

654.41, p < .001), as shown in Table 24. It was discovered that behavioural Intention to use

E-commerce platforms had a favourable effect on actual E-commerce use (β = .810, p < .001),

indicating that hypothesis 7 was supported in this setting.

4.5 The influence of E-commerce platforms use on the buying decisions of consumers

Actual E-commerce use was tested using simple linear regression to determine if

buying decision was positively influenced by actual E-commerce use as shown in Table 27.

The results of this linear regression were statistically significant (R2 = .427, F = 2555.27, p

< .001). Hence, it was discovered that actual E-commerce use had a favourable effect on

buying decisions (β = .654, p < .001), and at the same time, it indicates that research question

3 was accepted.

Table 25 : Linear regression analysis of the relationship between actual E-commerce
platforms use and buying decision.

Independent Beta(β) t Sig.
Actual E-commerce use .654 15.977 .000

R2 .427
F 255.266
Sig. .000

4.6 The difference of perceived usefulness and perceived ease of use by age group

A one-way ANOVA was performed to compare the age groups between perceived

usefulness and perceived ease of use of the E-commerce platforms. The research question 4

was answered in this analysis. Tukey’s HSD Test for multiple comparisons found that the

mean values of perceived usefulness were significantly different between age group 24 years

old and below and age group 45 years old and above (PU_Mean: p <.001) or age group

between 25 years old to 44 years old and age group 45 years old and above (PU_Mean: p

<.000) while perceived ease of use were significantly different between age group 24 years
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old and below and age group 45 years old and above(PEOU_Mean: p < .000) or age group

between 25 years old to 44 years old and age group 45 years old and above (PEOU_Mean: p

< .000). However, there was no statistically significant difference in means perceived

usefulness and perceived ease of use between age group 24 years old and below and age

group 25 years old to 44 years old (PU_Mean: p = .993 / PEOU_Mean: p = .887).

Besides, ANOVA revealed that there were statistically significant differences in each

mean, perceived usefulness between at least two groups (PU_Mean: F(2, 340) = [5.376], p

< .000) and perceived ease of use between at least two groups (PEOU_Mean: F(2, 340) =

[8.568], p < .000). Hence, there is a difference in age group between perceived usefulness

and perceived ease of use of the E-commerce platforms as the age group 45 years old and

above is highly different compared to age group 24 years old and below and 25 years old to

44 years old.

Table 26: Multiple Comparisons

Tukey HSD

Dependent
Variable (I) Age Group (J) Age Group

Mean
Difference

(I-J) Std. Error Sig.

PU_Mean 24 years old
& below

25 years old
to 44 years

old

-.01091 .09905 .993

45 years old &
above

.37384* .10018 .001

25 years old
to 44 years

old

24 years old
& below

.01091 .09905 .993

45 years old
& above

.38474* .10081 .000
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45 years old
& above

24 years old
& below

-.37384* .10018 .001

25 years old
to 44 years

old

-.38474* .10081 .000

PEOU_Mean 24 years old
& below

25 years old
to 44 years

old

.04979 .10659 .887

45 years old
& above

.50144* .10781 .000

25 years old
to 44 years

old

24 years old
& below

-.04979 .10659 .887

45 years old
& above

.45165* .10848 .000

45 years old
& above

24 years old
& below

-.50144* .10781 .000

25 years old
to 44 years

old

-.45165* .10848 .000

*. The mean difference is significant at the 0.05 level.

Table 27: ANOVA

Sum of
Squares df

Mean
Square F Sig.

PU_Mean Between
Groups

10.753 2 5.376 9.409 .000

Within
Groups

194.267 340 .571
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Total 205.020 342

PEOU_Mean Between
Groups

17.136 2 8.568 12.950 .000

Within
Groups

224.959 340 .662

Total 242.095 342

4.7 Theoretical framework with beta value

Figure 4: Conceptual Framework with beta value

4.8 Summary

In short, the findings of descriptive analysis, reliability test, regression analysis and

ANOVA analysis by using SPSS version 25.0.0 software were analysed and interpreted in

this chapter. All variables demonstrated perfect internal consistency based on the Conbrach’s

alpha values in the reliability test. Moreover, all hypotheses show positivity effects according

to regression analysis.
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CHAPTER 5

5.1 Introduction

In this chapter, there will be an in depth discussion which include implications,

limitations and recommendations by referring to the findings of the study. A summary is

included to conclude all the key points supported with concise explanations.

5.2 The Influence of Consumer’s Trust and System Quality of E-commerce platforms

toward the Buying Decisions

On the basis of chapter 1, the seven hypotheses were analysed in order to address the

first and second research questions. The first research question is to determine whether

consumer trust in E-commerce would have an impact on the usage of the service. The second

question is whether the E-commerce platforms use would be influenced by the quality of the

E-commerce system. These two study issues have a significant impact on both determinants.

To our knowledge, these two factors have not previously been explored by other academics

in relation to the influence of purchasing decisions on E-commerce platforms. As a result,

this research is notable because it is the first of its kind to be conducted.

H1: Consumers’ trust towards E-commerce platforms positively influence perceived

usefulness of E-commerce platforms.

According to the findings in Chapter 4, hypothesis 1 indicates that consumer trust in

E-commerce platforms is a significantly predicted perceived usefulness of the platforms. This

is reinforced by a study in the E-commerce field conducted by Liao et al. (2006), in which

their research could support our research in that it uses TAM to determine the relationship

between consumers' trust and perceived usefulness. As a result, according to the findings of
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their research, perceived usefulness will have an impact on consumer trust, which is similar

to the findings of this research.

H2: System quality of E-commerce platforms positively influence perceived ease of use

of E-commerce platforms.

There is a positive relationship between system quality and perceived ease of use of

the E-commerce platforms which were supported by Lee et al. (2017). While their study is

centred on a food delivery application, it is also considered to be one of the E-commerce

platforms. However, there is a similarity between these two studies, which is that the system

quality is examined as one of the variables in the research. It was discovered by Lee et al.

(2017) that there is a positive relationship between system quality and perceived ease of use.

This is because when a system can be utilised effortlessly and without concern, the customer

would predict that it is easy to use. As a result, their research reveals that the perceived ease

of use might be influenced by the quality of the system in question.

H3: Perceived usefulness of E-commerce platforms positively influence attitude toward

use of E-commerce platforms.

Hypothesis 3 indicates that perceived usefulness significantly predicted attitudes

toward the use of E-commerce platforms. It was supported by Wu and Wang (2005).

However, despite the fact that their study is more focused on mobile commerce platforms

than E-commerce platforms, the two studies have one thing in common: TAM is used to

determine whether the public accepts a particular commerce platform of interest.

Consequently, their research indicates that attitudes toward using E-commerce platforms,

which are equivalent to the attitudes found in this research, will have an impact on perceived

usefulness.
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H4: Perceived ease of use towards E-commerce platforms positively influence attitude

toward using E-commerce platforms.

Based on the results in chapter 4, hypothesis 4 shows that perceived ease of use has

significantly predicted attitudes toward using E-commerce platforms. Moreover, the research

results of Kanchanatanee et al. (2014) were supportive. Despite the fact that the study's data

gathering was weighted towards Thailand rather than Malaysia, the two studies had the

similar theme: both used the TAM to determine public acceptance to use the E-commerce

platforms of interest in their research. This means that attitudes toward using E-commerce

platforms, such as those discovered in this study, would be positively influenced by perceived

ease of use, according to the researchers.

H5: Perceived ease of use towards E-commerce platforms positively influence perceived

usefulness of E-commerce platforms.

There is a positive relationship between perceived ease of use and perceived

usefulness in E-commerce platforms. This is supported by Pavlou (2003) as the study states

that both perceived ease of use and perceived usefulness have a significant impact on

consumer behaviour, which may help to explain their willingness to accept E-commerce. Due

to the fact that Pavlou (2003) examined consumers' acceptance of E-commerce, his findings

were similar to those of this study, which employed TAM to examine the relationship

between perceived ease of use and perceived usefulness in E-commerce platforms.

Consequently, the perceived usefulness of E-commerce platforms will be affected by

perceived ease of use, according to the findings of this research.
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H6: Attitude towards using E-commerce platforms positively influence behavioural

intention to use by platform users.

According to the findings, there is a positive relationship between attitude toward

using E-commerce platforms and behavioral intention to use the platforms. This is supported

by Yeo et al. (2017). Their research is similar to this study in that it focuses on the customer

experience, attitude, and behavioural intention of the consumer. Furthermore, based on their

research findings, it has been shown that individual’s attitudes toward the platforms, as well

as their behavioural intention of making repeat purchases, would gradually change as a result

of their experience with the platforms. Thus, the behavioral intention of using the E-

commerce platforms will be positively influenced by the attitude towards using the E-

commerce platforms.

H7: Behavioural intention to use E-commerce platforms positively influence actual E-

commerce platforms use.

Hypothesis 7 indicates that behavioral intention to use E-commerce platforms is a

significantly predicted actual E-commerce use. In support of this, Vărzaru et al. (2021)

conducted a study in the field of E-commerce, in which their research is complementary to

this study in that it utilizes TAM to determine the relationship between behavioural intention

to use and actual E-commerce use. This will have an impact on actual E-commerce platforms

use, according to the findings of their research, which is similar to the findings of this

research. As a result, behavioural intention to use E-commerce platforms will have an impact

on actual E-commerce platforms use, according to the findings of their research.
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5.3 E-commerce platforms use influence the buying decisions of consumers

New technology and Internet access enabled individuals to keep performing social

and professional functions while also influencing the buying decision of consumers (Cheba et

al., 2021). Especially during Covid-19, the number of E-commerce platforms has also

expanded. As a result of the benefits of building E-commerce platforms, it is the availability

around the clock, no geographical limits, and better contact with the end user, particularly

when using indirect distribution methods (Belvedere et al., 2021). Moreover, a higher level

of satisfaction improves the likelihood of repurchase (Tandonet al., 2020). In this research, it

also showed that actual E-commerce use had a favourable effect on buying decisions.

Moreover, according to Šneiderienė and Beniušis (2022), consumers expect faster and

higher-quality services, therefore organisations must pay more attention to them, and this

attention should be focused on customer relationship management. Thus, it is important to

remember that investing in customer interfaces on the website and improving service quality

while considering user needs boosts customer satisfaction, which helps to the growth of

loyalty.

5.4 The differences in perceived usefulness and perceived ease of use by age group

Perceived ease of use is a person's belief that employing information technology will

minimise effort and make jobs easier while perceived usefulness can be described as an

individual's belief that technology improves their transactional productivity (Olivia &

Marchyta, 2022). In this research, it showed a highly different in perceived usefulness and

perceived ease of use of the E-commerce platforms in the age group 45 years old and above

compared to the remaining age groups 24 years old and below and 25 years old to 44 years

old. Although there are several journals like Shang and Wu (2017), and PHUONG et al.

(2020) proven that the perceived ease of use has a direct positive influence on the intention to
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continue using the product and customer pleasure, as an intervening variable, effects

perceived usefulness indirectly and positively, showed similar results with this research, but

there is still a need for further research when it relates to the age group. This is because all

adult age groups and educated people are turning away from traditional buying and toward

online shopping (Manoj et al., 2022). Moreover, some of the studies indicate that there is a

difference between age groups but the age range of the studies is not consistent. For example,

Mondego and Gide's (2020) assertion that younger populations who are more tech-savvy are

more likely to use digital payment technologies than older populations in society. Hence, it

still needs to be further discussed for this context.

5.5 Implications

5.5.1 Theoretical Implications

The conceptual framework of this research could be considered as a framework

extension which contributes to the research of related fields. The expansion of the TAM

framework makes it possible for other researchers to conduct additional research on a topic

similar to that of this study. Additionally, the researchers are able to apply this research as

their reference study that has been socially experimentally validated with the different

extensions of variables in the TAM framework. In this research, the theoretical framework

had been extended with three variables: Consumers’ trust, System quality and Buying

decision. There are a lot of studies implementing the TAM framework, but these studies are

more likely to research on perceived ease of use and perceived usefulness with the original

framework, such as Vahdat et al. (2020), and Islami et al. (2021). The implementation of

system quality as the extended variables for the TAM framework in this research is

considered as the second contribution in terms of theoretical implications. To the best of the

researchers' knowledge, earlier studies on the influence of system quality of E-commerce
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platforms on purchasing decisions are limited. Research by Young Kim and Kim (2004), and

Ha and Stoel (2009), for example, utilised TAM framework in-depth research on system

quality, site design and e-shopping quality instead of investigating how system quality

impacts purchase decisions. A lack of research into the use of TAM theory to examine the

impact of system quality on purchasing decisions could be shown by this. As a result, this

research will make a contribution to relevant fields and will encourage scholars to conduct

similar studies in the future.

5.5.2 Practical Implications

Public relations practitioners can benefit from this study's findings, which can be used

to craft more effective messages for their clients' audiences. Instead of directly selling

products or services to customers, the primary purpose of a public relations expert is to build

and maintain positive brand perceptions that persuade customers to make purchasing

decisions on their behalf. According to this research, consumer trust has been found to

influence the utilisation of new technologies, and consequently the purchasing decision. As

public relations practitioners, they may be able to develop public relations messages that are

based on this evidence and are beneficial to the organisation. For example, the XYZ firm has

recently brought a brand-new product to the market that was previously unheard of in the

industry. The general public is having a wait-and-see approach about this brand-new product

that has yet to hit the market. At this point, public relations practitioners can take advantage

of the public's trust in XYZ to develop a public relations message that brings public attention

to the new product, such as the benefits of promoting the new product to the market and the

general public, and after receiving public feedback on the new product. Following the rush of

interest, additional information about the device, including a list price, was made available to

the general public. If a company does not have the trust of the general public or of consumers,
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it must first develop a strategy for gaining that trust. The reason for this is that customers'

willingness to accept and use a product is influenced by the degree to which they have trust in

the capability of the organisation, as evidenced in this research.

Besides, the current research could help public relations practitioners to target the

potential audience accurately. This is supported by the age groups which have significant

differences on the mean result of perceived usefulness and perceived ease of use. Public

relations practitioners can refer to the characteristics of different age groups by knowing their

concerns to tailor their preference, such as actual shoe product images with multiple types

available on screen versus conceal from screen; some might consider the present value of

product image or reviews before purchase. Products and services in the market are always

needed for exposure through communication before they are sold and consumed. It is needed

for research before launching in terms of usability, target audience and performance that are

workable for everyone. For instance, the public relations practitioners can utilize the

strategies of collaborating with favourite celebrities or influencers, discount promotion and

offering brand loyalty programs for customers to attract and retain the youngest ages

purchase online. When the youngest individuals are enticed by these motivations, they would

roam on the online purchase platforms frequently and subsequently enhance the familiarity

on those platforms. During the process of online shopping, individuals will gradually

discover the products and services offered by merchants through two-way communication

with them, and then make purchasing decisions, relying on these E-commerce platforms to

process their payments and ensure the security of their transactions. Needless to say, this is

also applicable for the other age groups in leading to the final purchase decision. As a result,

consumer trust will be increased when they gain a higher conformable level during the two-

way communication with the merchants. Communication is critical to build consumer trust,

followed by the perceived ease of use of the system; failure to do so would result in the
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abandonment of the usage of an E-commerce platform. In other words, the consideration of

products offered on online platforms, trust and system usefulness perception should tie with

the concerns of age groups in order to help in designing the most suitable business plan and

strategy.

5.6 Limitations

There are a range of external elements that can impact E-commerce purchasers'

decisions; however, in this study, it focuses on only two determinants: trust and the quality of

the system being used. Customers' purchasing decisions can be influenced by various external

factors, which can be explored using the TAM approach. It has the potential to have an

impact on future research since it narrows their scope, and this is an issue that needs to be

addressed. For this, it is critical to encourage academics to explore other external issues in the

future.

Another limitation of this study is the voluntariness of completing the survey. The

restrictions and problems associated with adopting online data collection might also be

technical in nature. External technical issues may develop as a result of the Internet service

supplied, or respondents may lack the ability or motivation to participate in online computer

surveys. This is because respondents can engage at their leisure, choosing when and when to

finish the survey. This freedom granted to participants can have a two-sided effect. The

participants are free to answer the questions, however, it can be detrimental if respondents

postpone filling out the questionnaire and often unwillingly and forget about it (Lefever et al.,

2007). Thus, it will indirectly cause delays when collecting the data.

5.7 Recommendations



81

For the limitation on determinants, given the expanding number of E-commerce

platforms being utilised today, future researchers will need to take into account other

variables (e.g., playfulness, habits, and utility) that may have an impact on important

components of TAM in order to expand future research. Furthermore, this sort of research

can assist more merchants or institutions in promoting their E-commerce businesses in order

to raise the overall level of the business.

Instead, to overcome the limitation of voluntariness of completing the survey,

approaching the respondents by follow up and or repeating the post is recommended. A

follow-up call to remind respondents to participate after they have forgotten to respond to the

original request for survey participation has been shown to be successful in raising response

in off-line data gathering (Göritz & Crutzen, 2011). A meta-analysis determined an odds ratio

(OR) of 1.44, indicating that a reminder increases the ratio of replies to refusers by 44 percent

(Edwards et al., 2007). Reminders may be beneficial because the effort made by a researcher

to recall potential respondents raises the perceived relevance of the study (Wensing et al.,

1999). Furthermore, according to ease-of-processing theory, repeated exposure to a stimulus

leaves traces in long-term memory, and if one is exposed to a comparable stimulus again, this

stimulus will be processed more smoothly (Whittlesea et al., 1990). Thus, the simplicity of

processing as a result of receiving a reminder would lead to people being more likely to

participate.

5.8 Summary

The research was conducted by adapting with the added variables of consumer trust

and system quality in the Technology Acceptance Model (TAM) framework. The final result

shows all hypotheses were supported, however there are still lacking other similar previous

studies to consolidate the findings explanation, especially limited on the system quality,
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therefore it is still new to be discovered by other researchers. The number of variables is

encouraged to include more, and to ask for more survey participants for the contribution of

the research data. Throughout the research, the communities from public relations within the

communication field can gain the maximum benefit because the findings could assist them to

expand their coverage of messages from its organization reaching to consumers and analyse

audiences according to different ages for the impact of online purchase platform adoption.
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