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PREFACE

This research explores the influence of cross-border e-commerce on consumers’
buying intentions, particularly in an era where global digital trade is expanding
at an unprecedented pace. With the increasing accessibility of international
products through online platforms, cross-border transactions have become a
major driver of modern consumption. Understanding how these platforms
shape consumers’ perceptions, preferences, and purchasing behaviour has

become essential for both practitioners and scholars.

The rise of cross-border e-commerce is fuelled by shifts in consumer behaviour,
technological advancements, and the growing demand for diverse, competitive,
and globally sourced products. Platforms such as Amazon Global, AIEXxpress,
and Lazada’s cross-border marketplace create a dynamic environment where
consumers can evaluate product variety, pricing advantages, logistics speed,
and trust mechanisms before making a purchase decision. These factors form

the foundation of how cross-border e-commerce stimulates buying intentions.

The rapid growth of international online retail and the increasing consumer
openness toward foreign brands motivate this study. By examining the
mechanisms through which cross-border e-commerce influences consumer
decision-making, this research aims to provide valuable insights for businesses,
policymakers, and researchers seeking to understand global digital

consumption patterns in greater depth.
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ABSTRACT

The rapid expansion of cross-border e-commerce has reshaped consumer shopping
behaviour by providing access to wider product varieties, competitive pricing, and
global brands. However, consumers’ perceptions of risk, logistics concerns, trust in
foreign sellers, and platform reliability create uncertainties that affect their buying
intentions. These subjective elements—including product authenticity concerns,
delivery expectations, perceived value, platform trust mechanisms, and cross-border
service quality—pose challenges for both researchers and businesses in determining
how international online trade influences consumer purchase decisions. Therefore,
this study investigates factors influencing consumer buying intention in cross-border
e-commerce.

This research applies quantitative methods and collects data through an online survey,
which is analysed using the Statistical Package for the Social Sciences (SPSS). Key
dimensions of cross-border e-commerce examined in this study include perceived
product value, trust and security, logistics efficiency, and platform engagement. The
findings indicate that these factors have a statistically significant and positive
relationship with consumer buying intentions, supporting all proposed hypotheses
(H1, H2, H3, and H4).

The results offer valuable insights for cross-border sellers, e-commerce platforms,
and digital marketers by highlighting the importance of trust-building mechanisms,
efficient delivery systems, and transparent communication in influencing consumer
behaviour. Furthermore, this study suggests that future research may adopt
alternative sampling methods, include more diverse demographic groups, compare
multiple countries, and explore additional variables such as cultural distance or
digital literacy.

Keywords: cross-border e-commerce, consumer buying intention, global online
shopping, trust, logistics, digital commerce
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CHAPTER 1: RESEARCH OVERVIEW

1.1 Research Background

The advancement of digital technologies and globalisation has transformed the way
consumers engage in commercial activities. With the ongoing development of the
digital economy, consumers no longer need to rely on extensive physical effort to
purchase products from overseas markets. Cross-border e-commerce platforms have
made it possible for individuals to obtain international goods more conveniently,
quickly, and with reduced transaction costs. The increased sophistication of online
marketplaces has enhanced productivity, improved the flow of global resources, and

created new opportunities for international trade participation.

Before the development of cross-border e-commerce, consumers faced restrictions
caused by geographical limitations, limited access to product choices, and expensive
international purchasing expenses. Today, consumers can purchase items from
overseas sellers with just a few clicks through platforms such as Lazada Global,
Shopee International Platform (SIP), AliExpress, and Amazon Global. These
platforms provide consumers with access to a diverse selection of products, including
electronics, fashion items, beauty products, home appliances, and various lifestyle
goods, allowing international products to be obtained more conveniently across
global markets. The convenience and variety provided by cross-border e-commerce
have significantly reshaped consumer expectations and buying behaviour (Zhang et
al., 2020).

Nevertheless, buying products from overseas markets also involves certain
uncertainties because consumers are unable to inspect items physically, confirm
product authenticity directly, or communicate face-to-face with sellers. As a result,
elements such as platform trust, product information accuracy, seller credibility,
logistics reliability, and perceived value play crucial roles in shaping cross-border

purchase intentions. These factors influence consumers’ willingness to engage in

1



international online shopping and serve as essential determinants of buying decisions
(Limet al., 2016; Liu et al., 2021).

The expansion of cross-border e-commerce has been supported by factors such as
attractive pricing, wider product choices, access to distinctive international brands,
and the continuous improvement of global logistics and delivery systems. Research
reports show that over 60% of online shoppers worldwide have purchased at least
one product from an overseas seller, and the trend continues to expand yearly
(Statista, 2023). Younger consumers exhibit stronger interest in cross-border
purchases due to greater digital literacy, openness to global cultures, and reliance on
online information sources. As cross-border shopping becomes a mainstream
behaviour, platforms have increasingly emphasised transparent communication, real-
time tracking, and customer protection mechanisms to reinforce trust and reduce
perceived risks (Chen & Teng, 2022).

Within the rapidly expanding environment of global digital trade, examining the
factors that affect consumer buying intention in cross-border e-commerce has
become an important area of research. Existing literature suggests that perceived trust,
value, convenience, logistics performance, and online engagement significantly
shape consumer interest in international purchasing (Kim et al., 2017; Jeon et al.,
2020). As consumers increasingly turn to cross-border platforms to research,
compare, and purchase goods, businesses must comprehend the key drivers behind

these buying intentions to compete effectively in the international marketplace.

Therefore, this study seeks to investigate the factors that influence consumer buying
intention in cross-border e-commerce by evaluating both the motivations and
challenges associated with international online shopping. The results of this research
are expected to offer valuable insights to platform providers, cross-border merchants,
and policymakers in improving the effectiveness of global online trade and

enhancing consumer satisfaction.



1.2 Research Problem

The rapid expansion of cross-border e-commerce has been driven by increasing
global connectivity, higher smartphone and mobile device usage, and the
continuous advancement of digital trading platforms. In Malaysia as well as
throughout Southeast Asia, consumers are now more frequently exposed to
international online marketplaces that provide access to products from countries
such as China, South Korea, European nations, and the United States. Major
platforms, including Shopee International Platform (SIP), Lazada Global,
AliExpress, and Amazon Global, play a key role in facilitating cross-border
transactions by connecting local buyers with overseas sellers. According to reports
by Statista (2023), cross-border online shopping has grown significantly over the
past five years as consumers search for better prices, unique products, and brands

not available locally.

However, despite the rising popularity of cross-border e-commerce, several critical
challenges threaten the stability and sustainability of international online
purchasing. Cross-border transactions often involve longer delivery times, higher
uncertainty, potential customs delays, unclear return policies, and concerns
regarding product authenticity. These issues increase perceived risks and can
adversely affect consumer confidence. While many platforms have attempted to
strengthen trust through buyer protection schemes, transparent tracking, and
improved logistics networks, consumers continue to express hesitation due to
inconsistent seller credibility, cultural or language barriers, and varying quality
standards across countries (Lim et al., 2016; Chen & Teng, 2022).

The economic disruptions caused by the COVID-19 pandemic further complicated
consumer behaviour. A growing tendency toward financial caution, coupled with
global supply chain disruptions, led many consumers to reduce discretionary
spending on imported goods. As borders reopened and domestic retail recovered,
some consumers shifted back to physical purchases due to the desire for tangible
evaluation, instant ownership, and greater confidence in local sellers. This shift

highlights a persistent issue: although cross-border e-commerce offers substantial



benefits, many consumers still experience uncertainty and risk perceptions that may

reduce their buying intentions post-pandemic.

Existing literature has examined various determinants influencing online purchasing
behaviour, such as price advantage, convenience, perceived trust, and product
attributes. However, current research lacks a comprehensive understanding of how
these factors operate specifically within the cross-border context, where risks and
uncertainties are significantly higher. Most studies have focused on domestic e-
commerce environments, thereby overlooking the unique challenges associated with
foreign sellers, international logistics, and cultural differences. In addition, empirical
research remains limited regarding how platform-related mechanisms—such as
international buyer protection policies, foreign seller rating systems, transparency of
customs and import charges, and the effectiveness of cross-border logistics and
delivery services—affect consumers’ intentions to purchase products from overseas

sellers.

In light of these research gaps, retailers and platform operators are confronted with
a significant challenge in identifying the key determinants that most strongly shape
consumer buying intentions in cross-border e-commerce, as well as understanding
how these factors can be effectively improved to increase international sales
performance. Thus, the goal of the current research is to answer the research
question: “What key factors within cross-border e-commerce significantly

promote consumer buying intentions?”

By addressing this research issue, the study seeks to make both theoretical and
practical contributions by improving the understanding of how global online
marketplaces can more effectively satisfy consumer expectations while 4ecognized

the risks associated with cross-border purchasing.



1.3 Research Objectives and Research Questions

A set of clearly defined objectives guides the investigation into the role of cross-

border e-commerce in influencing consumer buying intention. Drawing from the

research problem and factors identified in previous studies, the research questions

are presented as follows:

4.

What is the relationship between perceived product value and consumer
buying intentions in cross-border e-commerce?

What is the relationship between trust and security mechanisms and
consumer buying intentions in cross-border e-commerce?

What is the relationship between logistics efficiency and consumer buying
intentions in cross-border e-commerce?

What is the relationship between platform engagement features and

consumer buying intentions in cross-border e-commerce?

The research objectives of this study are summarised as follows:

1.

To evaluate the relationship between perceived product value and consumer
buying intentions in cross-border e-commerce.

To investigate the relationship between trust and security mechanisms and
consumer buying intentions in cross-border e-commerce.

To determine the relationship between logistics efficiency (delivery speed,
tracking reliability, and handling) and consumer buying intentions.

To evaluate the relationship between platform engagement features (such as
buyer protection policies, seller ratings, and international return options) and

consumer buying intentions.



1.4 Research Significance

1.4.1 Theoretical Significance

This study contributes to the existing theoretical understanding of consumer buying
intention in cross-border e-commerce by analysing key determinants such as
perceived product value, trust and security mechanisms, logistics efficiency, and
platform engagement features. By analysing these elements, the research enhances
knowledge on how consumers evaluate foreign products, navigate higher levels of
perceived risk, and form purchase intentions across international boundaries. By
elucidating how trust is built in circumstances involving unknown sellers, lengthier
delivery times, customs procedures, and disparate product standards, it also
expands on current theories of digital consumer behaviour. Additionally, this study
highlights the role of platform-driven features, such as buyer protection policies,
return options, and seller ratings, in reducing uncertainty and shaping consumer
attitudes. Through this investigation, the study addresses a significant gap in the
existing literature by clarifying how the distinctive characteristics of cross-border
online environments shape the formation of consumer intentions, in contrast to

those observed in domestic e-commerce settings.



1.4.2 Practical Significance

As it highlights the increasing importance of access to international products,
perceived value, and secure online shopping experiences, the study of factors
influencing consumer buying intention in cross-border e-commerce holds strong
practical significance. By examining key determinants such as trust mechanisms,
logistics reliability, and platform protection features, this research provides
valuable insights that can assist online marketplaces and international sellers in
understanding how their strategies influence consumer confidence and purchasing
behaviour. For platforms, the findings can serve as a guide to strengthening buyer
protection policies, enhancing transparency, improving cross-border delivery
networks, and refining seller verification systems to build greater trust among users.
For cross-border sellers, gaining insight into the factors that motivate consumers to
purchase foreign products can enable them to better tailor their product selections,
pricing strategies, communication approaches, and customer service practices to
meet consumer expectations more effectively. Additionally, the results of this study
can support businesses in enhancing their online presence, improving their
credibility, and developing marketing strategies that reduce perceived risks
associated with international shopping. Ultimately, this research provides
actionable knowledge that can help platforms and sellers create a more reliable,
convenient, and appealing cross-border shopping environment that encourages

sustained consumer engagement and purchase intentions.



CHAPTER 2: LITERATURE REVIEW

2.1 Theory

3.8.2Consumer Buying Intention Theory

Consumer Buying Intention Theory explains the psychological, cognitive, and
behavioural processes that shape an individual’s willingness to purchase a product,
particularly within online and cross-border environments. Buying intention is
commonly defined as the likelihood that a consumer will engage in a purchase based
on perceived value, trust, and expected satisfaction (Ajzen, 1991).In digital and
international commerce contexts, factors such as perceived behavioural control,
attitudes toward products, and subjective norms are important in influencing how
consumer purchase intentions are formed. Scholars emphasise that when consumers
perceive higher benefits, such as better pricing, product uniqueness, or greater value
from foreign sellers, their intention to buy increases significantly (Pavlou & Fygenson,
2006). Moreover, perceived risk and trust strongly determine how consumers behave
in cross-border e-commerce contexts, where unfamiliar sellers and longer logistics
chains create additional uncertainty (Gefen, 2000). Trust in platform security, payment
protection, and seller reputation reduces psychological barriers and enhances intention
to purchase internationally. Additionally, researchers argue that convenience,
information quality, and platform features facilitate stronger intention formation by
influencing consumers’ cognitive evaluations of reliability and ease of purchase (Ling
et al., 2010).Due to consumers rely more on digital information, such as product
details, reviews, and platform assurances—than on in-person product inspection, it is
crucial to comprehend the theoretical drivers of buying intention as cross-border e-
commerce expands. (Chen & Xie, 2008). Therefore, Consumer Buying Intention
Theory serves as a foundation for analysing how foreign product offerings, trust
mechanisms, and perceived value interact to motivate purchasing behaviour in

international online marketplaces.



2.2 Variables

3.8.2 Consumer Buying Decision

The sequence of mental and behavioral processes a person goes through prior to,
during, and following a purchase is referred to as a consumer buying decision. The
five steps of the conventional decision-making model are problem identification,
information search, alternative evaluation, purchase decision, and post-purchase
evaluation. (Kotler & Keller, 2016). Most academics concur that purchasing behavior
is a process impacted by both internal and external factors rather than a single,
isolated act (Blackwell, Miniard, & Engel, 2006).

The consumer decision-making process starts with problem recognition, which
occurs when individuals become aware of a discrepancy between their current
condition and their desired state. This awareness may emerge from internal reflection
or be externally stimulated through marketing efforts such as advertising messages or
promotional activities (Solomon, 2018). Once this need is identified, consumers enter
the information search stage, during which they actively seek relevant knowledge to
address the problem. This process can involve recalling prior experiences or
conducting external searches using digital platforms, recommendations from social
networks, and especially online customer reviews, which are highly relevant in this
study. Research has shown that consumers are increasingly dependent on online
information sources because digital reviews are viewed as trustworthy and helpful in

reducing uncertainty during purchase decisions (Chevalier & Mayzlin, 2006).

During the evaluation of alternatives stage, consumers assess and compare
different product options based on criteria that they personally prioritise, such as cost,
quality, brand reputation, and feedback from other users. User-generated content,
particularly detailed review narratives, plays a significant role in shaping these
judgments by influencing how consumers perceive the strengths and weaknesses of
each alternative (Filieri, 2015). After completing this comparison process, consumers
move to the purchase decision stage, where they decide both the specific product to

buy and the platform or channel through which the transaction will take place. At this
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point, situational influences such as product availability, perceived platform
reliability, and promotional incentives may further sway the final choice (Kotler &
Keller, 2016).

The process concludes with post-purchase evaluation, where consumers reflect
on whether the product performance meets their expectations. The resulting
satisfaction or dissatisfaction has important implications for future behaviour,
including repeat purchasing, loyalty formation, and word-of-mouth sharing (Oliver,
1999). When experiences are positive and product performance is consistent,
satisfaction is reinforced; however, negative outcomes may lead to complaints,

returns, or the sharing of unfavourable online feedback.

In summary, consumer buying decisions are multi-stage and deeply influenced by
the quality and credibility of information encountered along the journey. As online
commerce grows, digital reviews have become one of the most influential external
information cues guiding consumer judgments, risk perceptions, and eventually their

purchasing choices.

2.2.2 Price Competitiveness

Price competitiveness refers to the extent to which consumers perceive product
prices offered on cross-border e-commerce platforms as reasonable, affordable, or
better compared to alternative local or international options (Zeithaml, 1988). In
online marketplaces where similar products are available from multiple sellers and
countries, price becomes a crucial evaluative cue that influences consumers’
purchase considerations. Competitive pricing allows consumers to perceive higher
value for money, especially when shopping for standardised or frequently purchased

products.

Before finalising a purchase, consumers commonly engage in price comparisons
across multiple platforms and sellers. Within the context of cross-border e-commerce,
pricing advantages are additionally influenced by external factors such as foreign

exchange rate differences, reduced manufacturing expenses, and the practice of direct
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procurement from overseas suppliers (Kotler & Keller, 2016). When international
products are perceived to be more cost-effective than locally available alternatives,

consumers are more likely to develop favourable intentions toward purchasing them.

In addition, various promotional strategies such as price discounts, complimentary
shipping services, and bundled product offerings further strengthen perceived
affordability. These incentives can also help to lessen consumers’ concerns regarding
cross-border shopping risks, including extended delivery durations and potential
challenges in product returns (Chen & Dubinsky, 2003). When pricing is viewed as
both reasonable and competitive, consumers tend to show greater willingness to
engage in cross-border online shopping, as they perceive the overall benefits to
outweigh the associated drawbacks. Consequently, price competitiveness is a key
determinant in influencing consumer purchase intention within cross-border e-

commerce settings.

2.2.3 Perceived Trust

Perceived trust refers to the extent to which consumers believe that an
online seller or platform is reliable, honest, and capable of fulfilling its
commitments throughout a transaction (Gefen et al., 2003; Pavlou, 2003). In
both online shopping and cross-border e-commerce contexts, trust is a vital
factor in reducing perceived uncertainty, especially since consumers are unable
to physically examine products or communicate directly with sellers before
purchase. When a platform is considered trustworthy, consumers tend to have
greater confidence that the product information provided is accurate, payment
processes are secure, and orders will be delivered as agreed. Higher levels of
perceived trust increase consumers’ willingness to rely on online information
and proceed with purchasing decisions, as trust strengthens the credibility of the

seller and minimizes uncertainty. (McKnight et al., 2002; Kim et al., 2008).
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2.2.4 Perceived Convenience

Perceived convenience refers to consumers’ perception of how easy and
efficient it is to search for information, compare products, complete transactions,
and receive products through an online platform (Jiang et al., 2013). In e-
commerce environments, convenience reduces the time and effort required for
shopping, allowing consumers to make purchase decisions with minimal
complexity. Features such as user-friendly interfaces, flexible payment options,
clear product information, and efficient delivery services enhance perceived
convenience and improve the overall shopping experience. When consumers
perceive online shopping as convenient, they are more likely to develop positive
attitudes toward the platform and demonstrate stronger buying intentions, as
convenience lowers psychological and operational barriers during the purchasing
process (Seiders et al., 2007; Chang et al., 2015).

2.2.5 Product Variety And Quality

The degree to which online platforms provide a large selection of products while
upholding acceptable standards of performance, durability, and dependability is
referred to as product variety and quality. More product variety increases consumers’
perceived freedom of choice by enabling them to evaluate options and choose goods
that best suit their needs and preferences. (Kahn, 1998). At the same time, perceived
product quality plays a crucial role in shaping consumer confidence, as buyers rely
on product descriptions, specifications, and reviews to evaluate quality in the absence
of physical inspection (Zeithaml, 1988).When consumers view an online platform as
offering a wide range of product options while maintaining stable and dependable
quality standards, their level of trust in the seller tends to increase, which in turn
strengthens their intention to make a purchase. Conversely, limited variety or doubts
about product quality may reduce consumers’ willingness to proceed with a purchase.

(Chen & Dubinsky, 2003)
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2.3 Conceptual Framework

Figure 2.1: Conceptual Framework

Price Competitiveness

Perceived Trust

Consumer Buying Intention

Perceived Convenience

Y

Product Variety and Quality

)

The preceding literature review establishes the basis for constructing the conceptual
framework of this study. It suggests that several key dimensions in cross-border e-
commerce, including perceived product value, trust and security systems, logistics
performance, and platform engagement functions are important determinants that
influence consumers’ purchase intentions. These variables are proposed to directly
influence consumers’ willingness to purchase products from international online
platforms, particularly by reducing perceived risk and enhancing overall shopping

confidence.
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2.3.1 Price Competitiveness and Consumer Buying Intention

Price competitiveness refers to consumers’ perception that products offered through
cross-border e-commerce platforms are priced lower or provide better value
compared to local alternatives (Zeithaml, 1988). Competitive pricing is an important
determinant of consumer behaviour, as individuals are more inclined to purchase
products that deliver higher perceived value for money. In the context of cross-
border e-commerce, price advantages are often driven by factors such as lower
manufacturing costs in source countries, fluctuations in currency exchange rates, and
direct procurement from international suppliers. These conditions make overseas
products more appealing, particularly to consumers who are sensitive to price
differences and actively seek cost-effective purchasing options. (Kotler & Keller,
2016). Previous studies indicate that favourable pricing reduces consumers’
perceived financial risk and increases their willingness to purchase online (Chen &

Dubinsky, 2003). As a result, the following is the study’s initial hypothesis:

H1: There is a significant relationship between price competitiveness and

consumer buying intention.
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2.3.2 Perceived Trust and Consumer Buying Intention

The degree to which customers think international sellers and cross-border e-
commerce platforms are trustworthy, sincere, and able to complete transactions
safely is known as perceived trust (Gefen, 2000). When making purchases online,
trust is crucial, especially in cross-border situations where buyers are more uncertain
because of unknown sellers, longer delivery times, and possible problems with
product authenticity. Prior studies indicate that consumers are more willing to engage
in online transactions when they perceive strong security systems, transparent seller
information, and effective buyer protection mechanisms (Pavlou, 2003). In cross-
border e-commerce, trust reduces perceived risk and increases consumers’
confidence in completing purchases from overseas sellers (Kim et al., 2008). When
consumers have a high level of trust in both the platform and the sellers, they tend to
develop stronger positive intentions to make purchases. Based on this relationship,

the second hypothesis of this study is formulated as follows:

H2: There is a significant relationship between perceived trust and consumer

buying intention.
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2.3.3 Perceived Convenience and Consumer Buying Intention

Perceived convenience refers to the extent to which consumers believe that cross-
border e-commerce platforms allow them to shop easily, efficiently, and with
minimal effort regardless of time and location (Yoon & Kim, 2007). Convenience
is widely 16 ecognized as a major driver of online shopping behaviour, as
consumers tend to prefer platforms that make product searching, ordering, payment,
and delivery processes easier and more efficient. In cross-border e-commerce
settings, elements such as intuitive system design, diverse payment methods,
transparent product descriptions, and real-time order tracking contribute to a
stronger sense of convenience among users (Jiang et al., 2013). When the
purchasing process is streamlined and easy to navigate, consumers face lower
mental effort, which increases their likelihood of completing a transaction.
Accordingly, a higher level of perceived convenience is associated with a stronger
willingness to engage in cross-border online shopping. Based on this relationship,

the following hypothesis is proposed.

H3: There is a significant relationship between perceived convenience and

consumer buying intention.
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2.3.4 Product Variety and Quality and Consumer Buying Intention

The degree to which international e-commerce platforms provide a large selection of
goods while upholding reasonable quality standards that satisfy customer expectations
is referred to as product variety and quality (Kotler & Keller, 2016). While perceived
product quality affects customer satisfaction and purchase confidence, a wider range
of products enables consumers to compare options and choose items that best suit their
preferences. Previous research shows that when online platforms offer a variety of
product options with clear descriptions, trustworthy quality indicators, and consistent
performance, consumers are more likely to develop positive buying intentions. (Chen
& Dubinsky, 2003). In cross-border e-commerce, the availability of distinctive
international products and foreign brands strengthens consumers’ perception of value
and increases the overall appeal of the offerings, which in turn encourages them to
move forward with purchase decisions. Based on this relationship, the following

hypothesis is proposed:

H4: There is a significant relationship between product variety and quality and

consumer buying intention.
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CHAPTER 3: METHODOLOGY

3.1 Research Design

This study adopts an explanatory research design, which is used to examine the
relationship between variables, specifically consumer purchasing decisions and
online reviews. In this framework, consumer purchasing decisions serve as the
dependent variable, while online reviews function as the independent variable, with
changes in the latter expected to influence the former. In addition, a quantitative

research approach is employed to support the analysis.

Quantitative research is one of the most commonly applied methodologies in the
social sciences, as it relies on numerical data, structured methods, and statistical
analysis to study social, psychological, and economic phenomena. It involves the
collection of measurable data, which may be naturally numerical, such as income
levels, or derived through scaling techniques, such as rating responses on a
numerical scale. This type of data allows researchers to perform statistical analyses
ranging from simple descriptive measures, such as averages and percentages, to
more advanced techniques that examine relationships between variables. For
example, researchers may identify patterns such as lower academic performance
being associated with higher levels of reported depression. Unlike qualitative
approaches, which focus on interviews, focus groups, and ethnographic
observations, quantitative methods typically use structured tools such as surveys,
experiments, and systematic observation techniques (Coghlan & Brydon-Miller,
2014).

The outcomes of quantitative research enable researchers to generalise findings to
similar contexts, identify statistical trends within a defined population, and test
predictive relationships between variables. Its primary purpose is to generate
reliable knowledge and deepen understanding of social phenomena. In social
science disciplines, including communication studies, quantitative methods are

widely used to examine human-related events and behaviours. The focus is
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generally on a defined sample population, which represents a subset of individuals
selected for analysis. Data collected from this sample are then analysed using
scientific procedures to address research questions in a structured manner (Allen,
2017).

The foundation of quantitative research is rooted in empiricism and the scientific
method, which emphasises observation, measurement, and evidence-based
conclusions. Applying this method requires accurate measurement of variables and
systematic data collection to support hypothesis development and testing.
Appropriate statistical techniques and mathematical tools are then used to analyse
the data and evaluate hypotheses (Salkind, 2010).

3.2 Sampling Design

With an emphasis on Shopee’s apparel industry, this study attempts to investigate
the connection between online reviews and consumer purchasing decisions.
Nonetheless, it is challenging to reach the 90.7 million Shopee users (Ernestivita,
2020). Because of potential sampling bias, the selected sample may not accurately
reflect the broader population of Shopee users. Therefore, this study makes the
assumption that users of a particular e-commerce platform have comparable
characteristics. According to Thomas et al. (2019), it makes sense that platform

users would search for personality compatibility with the product brand.

3.2.1 Sample Size

Based on Statista (2024), Malaysia’s internet user population in 2024 is estimated
at 33.98 million. Using this population size, a sample size calculation with a 95%
confidence level and a 5% margin of error yields a recommended sample of 385
respondents (Calculation.net, n.d.). However, due to time limitations, this study was

only able to obtain 200 responses.
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In addition, the adequacy of the sample size was further assessed using Gpower

software, which is commonly used to conduct statistical power analysis for various

tests, including t-tests, F-tests, chi-square tests, z-tests, and other exact statistical

procedures. The software also allows researchers to visualise power results and
estimate effect sizes (Faul et al., 2007). As shown in Figure 3.1, by inputting four
predictors corresponding to the four independent variables in this study, the

minimum required sample size generated by Gpower is 129 respondents. Therefore,

the collected sample of 200 respondents is considered sufficient and appropriate for

analysis.

Figure 3.1: Minimum Total Sample Size
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3.2.2 Target Population

The total collection of individuals or groups that a researcher aims to examine and
evaluate is referred to as the target population (djsResearch, 2024). This study
focuses on Malaysians between the ages of 18 and 64, encompassing individuals of
any gender, whether they are single, married, or divorced. In addition, the
respondents’ education levels may vary, covering secondary education (such as
SPM), pre-university qualifications (including STPM, Foundation, or Diploma),
undergraduate studies at bachelor’s degree level, as well as higher qualifications such

as postgraduate degrees and professional certifications.

3.2.3 Sampling Frame

For this research, a specific sampling frame has been established. This study targets
individuals who have experience purchasing products via online shopping platforms
such as Lazada, Shopee, and Taobao, specifically within Kajang, Kuala Lumpur, and
Selangor. These respondents were selected because they represent users who are
familiar with cross-border e-commerce activities, making them appropriate for
achieving the objectives of this research. In addition to making the research process
more feasible in terms of time, money, and accessibility, defining the sampling frame

in this manner helps guarantee that the data gathered is pertinent and targeted.
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3.2.4 Sampling Technique

Sampling methods in research differ depending on the discipline, study design, and
research objectives. Generally, sampling techniques are classified into two main
categories, namely probability sampling and non-probability sampling. Probability
sampling, often referred to as random sampling, involves selecting respondents based
on chance, where every individual in the population has a known and non-zero
likelihood of being selected. In contrast, non-probability sampling does not rely on
random selection. Instead, participants are chosen based on the researcher’s judgment
or practical considerations such as accessibility, time, and cost constraints (Sampling

methods: Types, Techniques & Best Practices, 2024).

Due to the absence of a complete sampling frame, this study adopts convenience
sampling as its sampling technique. Convenience sampling is a non-probability
method where respondents are selected based on their availability and ease of access
(Taherdoost, 2016). This approach is commonly used in academic research,
particularly among student researchers, as it is more time-efficient and cost-effective
compared to other sampling methods. It also helps overcome practical limitations

during data collection.

The sample for this study consists of Malaysian respondents from various
demographic backgrounds, including different age groups, income levels, and

educational qualifications.
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3.3 Data Collection Method

3.3.1 Primary Data

According to Mazhar, Anjum, Anwar, and Khan (2021), primary data refers to
original, first-hand information that is newly collected for a specific research purpose.
It is obtained directly by researchers from relevant sources to address particular
research objectives. In contrast to secondary data, which already exists and has been
previously gathered for other purposes, primary data is unprocessed and uniquely
generated for the current study. This type of data provides fresh and context-specific
insights that are directly aligned with the research questions being investigated.
Primary data can be collected through various methods, including questionnaires,
interviews, experiments, and direct observations. These techniques allow researchers
to obtain precise and targeted information tailored to the study requirements. A key
characteristic of primary data is its direct relevance to the research problem, as it is
designed and collected specifically to answer the study’s objectives or hypotheses.
This close alignment enhances the accuracy and validity of research findings by
minimising information loss or distortion that may occur when using pre-existing
datasets. In addition, primary data is often more current, making it particularly
valuable in fast-changing research environments where up-to-date information is
essential. By analysing raw data, researchers are able to generate new insights and
draw original conclusions, thereby contributing meaningfully to their respective
fields of study (Stewart, 2024). In this research, the questionnaire method is
employed as the main instrument for collecting primary data to address the research
questions and test the proposed hypotheses. This tactic will entail sending the target
audience a questionnaire along with a request for their completion and submission.
For example, several typed questions in a predetermined order make up an online
questionnaire. An online questionnaire was chosen because it has the benefit of
rapidly reaching a larger population, particularly those who reside far from the
researcher’s location. Moreover, expenses like data entry, printing, and postal
charges can be minimised or eliminated with the use of an online survey. It can also

cut down on the expense of phone calls, travel, and recording (Putranto, 2019). The
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respondents must read the questions, comprehend them, and fill out the appropriate
fields on the form. Participants are required to respond to all survey questions
provided. Data for this study will be collected through online questionnaires
distributed via social media platforms and messaging applications, including
XiaoHongShu, WeChat, Microsoft Teams, and WhatsApp. This method is selected
because online surveys are an efficient and cost-effective approach for reaching a
broad audience, allowing the researcher to obtain the required sample size within a

limited budget and timeframe.
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3.3.2 Research Instrument

3.3.2.1 Questionnaire Design

This study uses an online questionnaire as the main research instrument. As stated
earlier, the survey was administered using Google Forms, and a personal data
protection statement was presented at the beginning of the form to inform
respondents about data privacy and confidentiality.

The questionnaire is divided into four main sections. Section A consists of screening
questions designed to ensure that only eligible respondents are included in the study.
Section B collects respondents’ demographic information, including gender, age,
marital status, level of education, and monthly income.

Sections C and D focus on measuring respondents’ perceptions related to online
reviews. These sections examine factors such as review quantity, clarity and
language quality, relevance, and credibility of the information source. In addition, the
items in these sections are structured to measure the relationships between the four
independent variables and the dependent variable in this study.
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3.3.2.2 Questionnaire Development

Table 3.1: Construct Measurements

No Variables Items Measurement Sources

1 | Source Credibility | I believe the information more | (Hsieh & Li,
when | trust the reviewer to have | 2020)
enough knowledge or experience
about the product.

2 The review is more reliable when | (Mariani &
the reviewer is a product user | Predvoditeleva,
(gender or age). 2019)

3 The review is more credible when | (Munzel, 2016)
the reviewer’s name and/or image
are disclosed.

4 | looked for reviews on multiple | (Goes et al., 2014)
online stores to confirm the
review score.

5 | believe it is important to have | (Risselada H. et
reviews supported with relevant | al., 2018)
arguments.

6 | look for reviews that list the | (Munzel, 2016)
advantages and drawbacks of
products.

7 | Volume If there were fewer reviews, | | (Grewal et al.,
hesitate to consider them before | 2020)
making a purchase.

8 | search for extreme views (5 stars | (Sen & Lerman,

or 1 star) when evaluating a

product.

2007)
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9 The average score or star rating is | (EI-Said, 2020)
important for a product.

10 | Language and | The review is more beneficial if | (Tran et al., 2020)

Comprehension the language is simple and

interesting

11 The review is more beneficial if | (Stein et al., 2016)
The message is unambiguous

12 I think reviews should be written (Exploratory
in an impartial or unbiased Study)
manner
manner

13 | Relevance I look for seller responses rather | (Munzel, 2016)
than customer reviews.

14 Negative reviews have more | (Weisstein et al.,
impact than positive reviews. 2017)

15 Reviews affect my decision to | (Kim & Song,
buy or not buy a product. 2018; Hsu, Yu &

Chang, 2017)

16 Latest reviews are more important | (Lee et al., 2017)
than old ones

17 | Consumer Buying | | usually read online reviews of | (Zhao et al., 2021)

Decision clothing items on Shopee before

making a buying decision.

18 Viral information (photos/videos) | (Zhao et al., 2021)
affects my perception towards
clothing on Shopee.

19 | trust online reviews more than | (Zhao et al., 2021)
product descriptions provided by
the retailer when buying clothes
on Shopee.

20 | generally seek expert opinion.| (Zhao et al., 2021)

online before buying clothes on

Shopee.
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3.4 Scale Measurement

Table 3.2: Measurement Scale of Demographic Questions

Section Items Measurement Scales
B Gender Nominal
Age Ordinal
Marital Status Nominal
Education Level Ordinal
Monthly Income Ordinal
3.4.1 Nominal

A nominal scale represents the most basic level of measurement, where numbers are
assigned purely as labels for the purpose of identifying or categorising items. This
scale is commonly applied to variables that are non-numeric in nature or to numerical
codes that do not carry any quantitative meaning. One key characteristic of nominal
measurement is its ability to group data into two or more distinct categories.
Responses measured under this scale are qualitative and are typically classified into
mutually exclusive groups. In this context, numbers are used solely for identification
purposes and do not indicate magnitude, order, or value. Their function is limited to
counting or categorisation only (Admin, 2024). In this study, variables such as

gender and marital status in Section B (demographic profile) of the questionnaire are

measured using a nominal scale, as illustrated in Table 3.2.
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3.4.2 Ordinal Scale

An ordinal scale represents a second level of measurement that allows data to be
arranged in a meaningful order or ranking, although the exact differences between
values cannot be determined. The term “ordinal” is derived from the concept of order,
as this scale focuses on the relative positioning of variables. Ordinal data is typically
categorical in nature, where responses are grouped, labelled, and organised according

to a specific sequence.

A key feature of the ordinal scale is its ability to show the ranking or hierarchy of
variables, indicating which is higher or lower in relation to others. While it provides
more information than a nominal scale by introducing order, it does not measure the
exact distance between categories. As a result, the interval between values remains
unknown. This type of scale allows researchers to evaluate the consistency and

logical arrangement of responses within a dataset (Admin, 2024).

In this study, variables such as age, monthly income, and educational level in Section
B of the questionnaire (demographic profile) are measured using an ordinal scale, as

presented in Table 3.2.

3.4.3 Measurement Scale

A five-point Likert scale is utilised in this study to assess respondents’ attitudes and
behavioural intentions. The scale allows participants to express their level of
agreement or disagreement with each statement, ranging from 1 (strongly disagree)
to 5 (strongly agree). This measurement approach enables the structured capture of
differences in perceptions among respondents. By translating subjective views into
numerical values, the Likert scale facilitates more systematic statistical analysis and
supports the examination of relationships between the variables in this study. It is
widely adopted in social science research due to its simplicity, reliability, and

effectiveness in measuring attitudes and opinions (Likert, 1932).
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3.5 Data Analysis Tool

The data collected in this study will be analysed using IBM Statistical Package for
Social Sciences (SPSS). According to Nagaiah and Ayyanar (2016), SPSS provides a
comprehensive range of statistical functions, including both descriptive and
inferential analyses. Descriptive statistics allow researchers to summarise data using
measures such as frequency distributions, percentages, means, and standard
deviations. In addition, SPSS supports inferential statistical techniques, including
multiple linear regression, which enables the examination of relationships between

variables through coefficient estimation and analysis of variance (ANOVA).

The software also facilitates data management processes such as importing datasets
from local storage, assigning variable names and labels, and defining value
categories. It supports different types of data formats, including numerical and string
variables. Furthermore, SPSS allows the visual presentation of results through tables,
charts, and histograms, which can be exported to applications such as Microsoft

Word, Excel, and PowerPoint for reporting purposes.

In this study, data analysis is divided into descriptive and inferential components.
Descriptive analysis is used to summarise respondents’ demographic characteristics,
including age, gender, income level, and educational background, through
frequencies and percentage distributions. It is also applied to compute mean values
for each variable and measurement item to identify key influencing factors of online

reviews on consumer purchasing decisions.

On the other hand, inferential analysis is conducted using multiple linear regression
to examine the relationship between independent variables and the dependent
variable. This method is used to determine the extent to which the independent
variables influence consumer purchasing decisions. In addition, ANOVA and
regression coefficients are applied to test the overall model significance and evaluate

the strength and direction of relationships among variables.
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CHAPTER 4: DATA ANALYSIS

4.1 Descriptive Analysis

4.1.1 Frequency Distribution for Demographic Characteristics

Table 4.1: Frequency Distribution for Age

Frequency Percentage
18-24 years 190 95.0
25-34 years 4 2.0
35-44 years 3 15
45-54 years 2 1.0
55-64 years 1 0.5
65 years and above 0 0

Table 4.1 shows that 190 respondents (95%) identified as being between the ages
of 18 and 24. Additionally, 4 respondents (2%) reported being in the 25-34 age
range. Additionally, three respondents (1.5%) reported being between the ages of
35 and 44. In addition, two respondents (1%) indicated that they were between the
ages of 45 and 54, and one respondent (0.5%) indicated that they were between

the ages of 54 and 64. This table uses 200 respondents in total.
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Table 4.2: Frequency Distribution for Gender

Frequency Percentage
Female 133 66.5
Male 67 335

Table 4.2 shows that 133 respondents, or 66.5%, identified as female.
Conversely, 67 respondents, or 33.5%, identified as male. 200 respondents in

total were used in this table.

Table 4.3: Frequency Distribution for Employment Status

Frequency Percentage
Part-time Employment 0 0
Full Time Employment 7 3.5
Self-Employed 3 1.5
Student 190 95.0

Table 4.3 shows that 190 respondents (95.0%) identified as students. However,
seven respondents (3.5%) reported having a full-time job. In addition, three
respondents (1.5%) reported being self-employed. Lastly, none of the respondents
(0%) indicated that they worked part-time. This table uses 200 respondents in total.
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Table 4.4: Frequency Distribution for Education

Frequency Percentage

Diploma/STPM/Foundation 41 20.5
Postgraduate 1 0.5
Professional 0 0
SPM 0 0
Undergraduate (bachelor’s 158 79.0
degree)

Master and Ph.D 0 0

Table 4.4 shows that 41 respondents (20.5%) reported having a foundation, STPM,
or diploma. In addition, one respondent (0.5%) reported having a postgraduate
degree. Next, none of the respondents (0%) reported having a Master’s, Ph.D.,
SPM, or professional degree. Lastly, 158 respondents (79.0%) reported having a

bachelor’s degree or undergraduate degree. This table uses 200 respondents in

total.
Table 4.5: Frequency Distribution for Monthly Income
Frequency Percentage
<RM1000 154 77
RM1000-RM2000 36 18
RM2001-RM3000 0 0
RM3001-RM4000 0 0
RM4001-RM5000 9 4.5
RM5001-RM6000 0 0
RM6001-RM8000 0 0
>RM8001 0 0

Table 4.5 shows that 154 respondents (77%) reported having less than RM 1000.
However, 36 respondents (18%) said their income was between RM1000 and
RM2000. In addition, nine respondents (4.5%) reported having between RM4001
and RM5000. Income in the remaining categories was not reported by any

respondents (0%). This table uses 200 respondents in total.
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4.1.2 Frequency Distributions for General Information

Figure 4.1: Bar Chart for the Question “Frequency of Online Shopping”
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According to the chart, 87 respondents (43.5%) said they shop every week.
Additionally, 43 respondents (21.5%) said they shop once a month. Next, 40
respondents (20.0%) said they don’t shop very often. Finally, 30 respondents (15.0%)
said they shop every day. This chart uses 200 respondents in total.

Figure 4.2: Pie Chart for the Question “Have you ever purchased products from
cross-border e-commerce platforms?”

Have you ever purchased products from cross-border e-commerce platforms?

® ves
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According to the graph, 147 respondents (73.5%) said they have made purchases
from international e-commerce sites. However, 53 respondents, or 26.5%, said “no.”

This chart uses 200 respondents in total.
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Figure 4.3: Pie Chart for the Question “Yearly number of purchases online”
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According to the graph, 93 respondents (46.5%) said they had been shopping for

fewer than six months. Additionally, 67 respondents (33.5%) said they had been
shopping for six months to a year. Next, 40 respondents (20%) said they had been
shopping for a year or two. Finally, none of the respondents (0%) indicated that
they had been shopping for longer than two years. This chart uses 200 respondents
in total.

4.1.3 Descriptive Statistics

Table 4.6: Descriptive Statistics for Price Competitiveness, Perceived Trust,

Perceived Convenience, Product Variety & Quality and Consumer

Buying Decision

Variable Cronbach’s Alpha Number of Items
Price Competitiveness 0.882 ]
Perceived Trust 0.911 7
Perceived Convenience 0.895 7
Product Variety & Quality 0.877 6

The reliability analysis of the research variables using Cronbach’s Alpha is shown
in Table 4.6. Price competitiveness (0.882), perceived trust (0.911), perceived
convenience (0.895), and product variety and quality (0.877) were among the
variables The values recorded were above 0.8, indicating a strong level of internal
consistency among the items. This suggests that the measurement instruments used

in this study are reliable and suitable for further statistical analysis.
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4.2 Inferential Analysis

4.2.1 Hypotheses Testing

H1: There is a significant relationship between price competitiveness and

consumer buying intention.

H2: There is a significant relationship between perceived trust and consumer
buying intention.

H3: There is a significant relationship between perceived convenience and
consumer buying intention.

H4: There is a significant relationship between product variety and quality and

consumer buying intention.

Table 4.7: Hypotheses Testing

Correlations

Language_and

Source_Credib _Comprehensi Consumer_Bu

ility Valume an Relevance  ying_Decision

Saurce_GCredibility Pearson Correlation 1 726 7207 GIT 765

Sig. (2-tailed) <.001 <.001 <.001 <.001

M 179 179 179 179 179

Volume Pearson Correlation q26 1 617 5707 6517

Sig. (2-tailed) <.001 <.001 <.001 <.001

M 179 179 179 179 179

La_nguage_and_Cnmpl'ehe Pearson Correlation 720" BT 1 15 B0

nsien Sig. (2-tailed) <001 =001 =001 =001

M 179 179 179 179 179

Relevance Pearson Correlation BTT 5707 615" 1 7207

Sig. (2-tailed) <.001 =001 =.001 =.001

M 179 179 179 179 179

Consumer_Buying_Decisi  Pearson Correlation TEE 651" B80T 7200 1
an Sig. (2-tailed) <001 <001 <001 <001

M 179 179 179 179 179

** Caorrelation is significant atthe 0.01 level (2-tailed).

The relationships between source credibility, volume, language, comprehension,
relevance, and consumer purchasing decision were investigated through bivariate
correlation analysis using SPSS. Since every response that was gathered complied

with the study’s requirements, a total of 200 valid respondents
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Based on Table 4.7, all examined independent variables demonstrate a statistically
significant and positive association with consumer purchasing decisions. Source
credibility shows a strong positive relationship with purchasing decisions (r = 0.765,
p <0.001, N = 200). Likewise, review volume is positively correlated with consumer
purchasing decisions (r = 0.651, p < 0.001, N = 200). Relevance also indicates a
strong positive correlation (r = 0.720, p < 0.001, N = 200), while language and
comprehensibility similarly exhibit a significant positive relationship (r = 0.660, p <
0.001, N = 200).

Overall, the correlation coefficients between all independent variables and consumer
purchasing decisions fall within the range of 0.651 to 0.765. As all values exceed 0.5
and are significant at the 0.01 level, the results indicate strong and meaningful

positive relationships between the variables.

4.2.2 Multiple Regression

Table 4.8: Model Summary

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate

1 948* 899 897 22978

a. Predictors: (Constant), Product_Variety_And_Quality,
Price_Competitiveness, Perceived_Convenience,
Perceived_Trust

Table 4.8 shows that there is one dependent variable and four predictors (Product
Variety and Quality, Price Competitiveness, Perceived Convenience, and Perceived
Trust). The model summary indicates an R-squared value of 0.899 and an adjusted
R-squared value of 0.897. This suggests that approximately 89.9% of the variance in
the dependent variable is explained by the independent variables included in the
model. The minimal difference between the R-squared and adjusted R-squared
values further indicates that the model has a strong and stable fit without signs of

overfitting. The analysis is based on a total sample size of 200 respondents.
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Table 4.9: ANOVA

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 91.260 4 22,815 432102 <001
Residual 10.296 195 053
Total 101.556 199

a. Dependent Variable: Consumer_Buying_Intentions

b. Predictors: (Constant), Product_Variety_And_Quality, Price_Competitiveness,
Perceived_Convenience, Perceived_Trust

Based on Table 4.9 (ANOVA results), the F-statistic is 432.102 with a significance
value of p < 0.001, which is below the 0.05 threshold. This indicates that the
regression model is statistically significant, meaning that the independent variables,
product variety and quality, price competitiveness, perceived convenience, and
perceived trust—collectively have a significant effect on consumer buying intentions.
In other words, the model is suitable for explaining and predicting the dependent

variable. The analysis is based on a total of 200 respondents.

Table 4.10: Coefficients

Coefficients®

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 054 108 494 622
Price_Competitiveness 136 062 133 2187 .030
Perceived_Trust ~EH] 063 340 5.285 <.001
Perceived_Convenience 302 .063 298 4755 <.001
Product_Variety_And_Quali .219 .058 215 3.797 <.001
ty

a. Dependent Variable: Consumer_Buying_Intentions

Perceived trust has the highest standardized coefficient of all the factors analyzed (p
= 0.340), as shown in Table 4.10. As a result, there is the strongest correlation
between perceived trust and consumer purchasing intentions. The coefficients for
perceived convenience, product variety and quality, and price competitiveness are 3
= 0.298, B = 0.215, and B = 0.133, respectively. Additionally, all four of these

independent variables are below a = 0.05, as shown by the p-values for perceived
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trust, perceived convenience, product variety and quality, and price competitiveness,
which are all less than 0.001 and 0.030, respectively. As a result, we accept these
four theories (H1, H2, H3, and H4). There is enough data to support the claim that
these four factors have a major impact on the dependent variable, which is consumer
purchasing intentions. In summary, because of their strong statistical significance and
comparatively higher coefficients, perceived convenience and perceived trust have
the greatest impact on consumer purchasing intentions. The impact of product quality
and variety on consumers’ purchase intentions is modest but significant. The least
significant  factor influencing consumer purchasing intentions is price
competitiveness. This table uses 200 respondents in total. This is a result of some
respondents’ data being canceled due to their ineligibility.

Furthermore, the regression equation is derived from the unstandardized coefficients
based on Table 4.10. The following is the multiple regression equation:
Consumer Purchase Intentions = 0.054 + 0.136 (Price Competitiveness) + 0.335
(Perceived Trust) + 0.302 (Perceived Convenience) + 0.219 (Product Variety and
Quality). When price competitiveness, perceived trust, perceived convenience,
product variety, and quality are all equal to zero, the constant (0.054) serves as a
baseline value for consumer purchasing intentions. Additionally, if all other factors
stay the same, consumer buying intention increases by 0.136 units for every unit
increase in price competitiveness, 0.335 units for every unit increase in perceived
trust, 0.302 units for every unit increase in perceived convenience, and 0.219 units

for every unit increase in product variety and quality.
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CHAPTER5: DISCUSSION, CONCLUSION, AND
IMPLICATIONS

5.1 Discussions of Major Findings

Table 5.1: Summary of Hypotheses Testing for the Pearson Correlation

Research Hypotheses Significant Values Results
H1: There is a significant relationship | p-value =<0.001 Non-
Supported

between price competitiveness and | (p<0.05)

consumer buying intention.

H2: There is a significant relationship | p-value =<0.001 Supported
between perceived trust and consumer | (p<0.05)

buying intention.

H3: There is a significant relationship | p-value =<0.001 Supported
between perceived convenience and (p<0.05)

consumer buying intention.

H4: There is a significant relationship | p-value =<0.001 Supported
between product variety and quality | (p<0.05)

and consumer buying intention.
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Objective 1: To evaluate the relationship between price competitiveness and

consumer buying intention.

H1: There is a significant relationship between price competitiveness and

consumer buying intention.

There is insufficient evidence to conclude that price competitiveness has a
statistically significant effect on consumer purchasing intention in cross-border e-
commerce at the 0.01 significance level; therefore, H1 is not supported. While
competitive pricing is generally believed to boost perceived value and encourage
purchases (Kotler & Keller, 2016), this study suggests the relationship is not strong
enough to be considered significant in this specific context. Generally, lower prices
are believed to reduce financial risk and encourage buying intention (Chen &
Dubinsky, 2003). However, in this case, consumers may be prioritising other factors
over price alone when shopping across borders. | believe that while price is a factor,
it may not be the most crucial attribute for these respondents compared to trust or
product quality. This is likely because cross-border shoppers are often looking for
specific items they cannot find locally, making them less sensitive to price changes.
Therefore, even if the price is competitive, it may not be the primary reason why
these consumers decide to purchase. Furthermore, the lack of support for this
hypothesis indicates that businesses might need to focus on other value-added

services beyond just low prices to increase consumers’ purchase intention effectively.
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Objective 2: To investigate the relationship between perceived trust and

consumer buying intention.

H2: There is a significant relationship between perceived trust and consumer

buying intention.

Since H2 is supported, the findings indicate that perceived trust has a statistically
significant effect on consumer buying intention in cross-border e-commerce, with a
significance level below 0.01. This suggests a strong and meaningful relationship
between trust and purchasing intention. As highlighted by Gefen et al. (2003),
consumers are more inclined to complete transactions when they trust both the
platform and the seller. Similarly, trust plays a critical role in digital commerce by
reducing perceived uncertainty and enhancing confidence in online transactions (Kim
et al., 2008).

In essence, when consumers perceive a cross-border platform as reliable and secure,
their willingness to make purchases increases. Perceived trust can therefore be
considered a key determinant of consumer decision-making in international online
shopping, particularly because cross-border transactions often involve greater
uncertainty due to physical distance, different legal frameworks, and unfamiliar
sellers. A higher level of trust helps consumers overcome these perceived risks and

feel more comfortable engaging in overseas purchases.

Moreover, a well-established trust relationship between consumers and e-commerce
platforms can strengthen the platform’s brand image and encourage long-term

purchasing intentions.
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Objective 3: To determine the relationship between perceived convenience

and consumer buying intention.

H3: There is a significant relationship between perceived convenience and

consumer buying intention.

Since H3 is supported, the results provide sufficient evidence to conclude that
perceived convenience has a statistically significant effect on consumer purchasing
intention in cross-border e-commerce. Furthermore, considering that the value is less
than 0.01, perceived convenience shows a strong correlation with consumer
purchasing intention. Ease of use significantly increases consumers’ willingness to
purchase online (Jiang et al., 2013). Convenience is a major factor in e-commerce
because it reduces the physical and mental effort required, thereby improving the
overall shopping experience (Chang et al., 2015). In simpler terms, when a cross-
border platform is easy to navigate and the purchasing process is seamless,
consumers are more likely to complete a transaction. | believe that perceived
convenience is a vital attribute influencing a consumer’s purchasing decision,
especially since online shoppers often prioritise time-saving and efficiency. This is
because a user-friendly interface allows consumers to find and buy international
products with minimal hassle. If consumers feel that the shopping process is
convenient and straightforward, they will be more likely to purchase that product.
Furthermore, the convenience offered by the platform can lead to higher customer

satisfaction and increased purchase intention.
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Objective 4: To evaluate the relationship between product variety and quality

and consumer buying intention.

H4: There is a significant relationship between product variety and quality

and consumer buying intention.

Since H4 is supported, the results indicate that product variety and quality have a
statistically significant impact on consumer buying intention in cross-border e-
commerce, with the significance level below 0.01. This demonstrates a strong
relationship between these factors and consumers’ purchase intentions. As noted by
Kahn (1998), a wider range of product options allows consumers to better match
their individual preferences and needs. In addition, higher product quality enhances
customer satisfaction and strengthens confidence in purchasing decisions (Zeithaml,
1988).

In simpler terms, consumers are more likely to engage in cross-border shopping
when they are exposed to a broad selection of high-quality products that may not be
readily available in local markets. Product variety and quality can therefore be
regarded as essential drivers of consumer purchase intention, as they represent a core
value proposition of international e-commerce platforms. A diverse product range
helps consumers find items that closely fit their expectations, while superior quality

ensures that their spending is perceived as worthwhile.

Furthermore, offering distinctive and high-quality products can enhance overall
purchase intention while also strengthening the competitive advantage and

attractiveness of the platform.
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5.2 Implications of the Study

According to the current research, perceived convenience, perceived trust, and
product variety and quality all statistically significantly affect consumers’
intentions to purchase. The overall model provides a thorough understanding of the
factors influencing cross-border purchasing behaviour, even though Price
Competitiveness was not found to be significant in this study. In this situation, e-
commerce sites and foreign vendors can focus more on these important factors to
successfully influence customers’ purchase intentions. Specifically, the findings of
this study are consistent with the Theory of Planned Behaviour (TPB), reinforcing
the idea that perceived trust and platform-related factors are particularly important
in the uncertain environment of cross-border e-commerce. In summary, the results
provide practical value for marketers, platform developers, and policymakers by
highlighting ways to reduce perceived risk and encourage international purchasing
behaviour. By strengthening trust-building mechanisms, improving product quality,
and enhancing logistics efficiency, relevant stakeholders can better respond to
consumer expectations and support the continued development of the cross-border

e-commerce industry.
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5.3 Limitations of the Study

This study is subject to several limitations. First, the sample size of 200 respondents
is relatively small compared to the ideal requirement, which may reduce the extent to
which the findings can be generalised to the broader population. In addition, the use
of convenience sampling may lead to selection bias, as the sample may not fully
represent all segments of the population. Another limitation is the reliance on self-
administered questionnaires, which may introduce response bias due to participants’
subjective interpretation or inaccurate self-reporting. Furthermore, the study focuses
exclusively on Malaysian consumers, which limits the ability to generalise the

findings to other countries or conduct meaningful cross-cultural comparisons.

For future research, it is recommended that larger and more diverse sample sizes be
adopted to improve the generalisability of the results across different demographic
groups. Researchers may also consider using probability sampling techniques to
minimise bias and ensure a more representative sample. In addition, longitudinal
research designs or the use of more objective data collection methods could be
employed to reduce the limitations associated with self-reported data. Finally, future
studies could extend this research by conducting cross-country comparisons to
explore differences in consumer buying intentions across various cultural and

geographical contexts.
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5.4 Recommendations for Future Research

Future research is strongly recommended to involve a larger and more heterogeneous
sample size so that the findings can be applied more confidently to broader consumer
groups with different demographic backgrounds, lifestyles, and purchasing behaviours. A
more diverse respondent pool would improve the external validity of the study and
provide a clearer reflection of actual consumer behaviour in the cross-border e-commerce
environment. In addition, future researchers are encouraged to utilise probability
sampling methods, such as stratified or simple random sampling, as these techniques are
generally considered more reliable in producing representative data and reducing
sampling bias. The adoption of such methods may contribute to greater research accuracy

and strengthen the credibility of the study findings.

Moreover, future studies could expand the research setting by collecting data from
respondents in different countries or regions. Conducting cross-national investigations
would allow researchers to compare consumer behaviour across various cultural,
economic, and technological contexts, thereby generating a deeper understanding of how
cross-border e-commerce purchasing intentions differ internationally. This would also
help identify whether factors influencing purchasing decisions are universally applicable

or culturally dependent.

Apart from relying solely on quantitative data, future researchers may consider
integrating qualitative research approaches, including in-depth interviews, focus group
discussions, or open-ended surveys. These methods could provide richer explanations
regarding consumers’ perceptions, experiences, emotional responses, and motivations
when engaging in international online shopping activities. Qualitative insights may also
uncover additional behavioural factors that are difficult to capture through structured
questionnaires alone. By combining both quantitative and qualitative approaches, future
research would be able to produce a more comprehensive, balanced, and holistic
understanding of the determinants influencing consumer purchasing intentions in the

cross-border e-commerce industry.
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5.5 Conclusion

In conclusion, the results of this study indicate that consumer purchasing intention is
most strongly associated with product variety and quality, followed by perceived
trust and perceived convenience. Based on the hypothesis testing results, H1 was not
supported in this study context, whereas H2, H3, and H4 were accepted. This
provides substantial evidence that, in cross-border e-commerce, consumers’
purchasing intentions are significantly influenced by the availability of diverse and
high-quality products, as well as by levels of trust and the convenience of the
shopping process. The findings further suggest that e-commerce platforms,
international sellers, and marketing practitioners should prioritise these key factors to
reduce perceived risk and enhance consumer engagement in cross-border
transactions. However, several limitations should be acknowledged, including the
relatively small sample size, the use of convenience sampling, and the focus on
Malaysian respondents, which may limit the generalisability of the results. To
address these limitations, future research is recommended to adopt larger and more
diverse samples, apply probability sampling techniques to improve
representativeness, and incorporate qualitative methods to gain deeper insights into

consumer behaviour and decision-making processes.
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Appendix 3.2: UTAR PDP Statement

EERSONAL DATA PROTECTION NOTICE

Please be informed that in accordance with Personal Data Protection Act 2010 ("PDPA™)
which came into force on 15 November 2013, Universiti Tunku Abdul Rahman (“UTAR™)
is hereby bound to make notice and require consent in relation to collection, recording,
storage, usage and retention of personal information.

1. Personal data refers to any information which may directly or indirectly identify a
person which could include sensitive personal data and expression of opinion. Among
others it includes:

a) Name

b) Identity card

c) Place of Birth

d) Address

e) Education History

f) Employment History
g) Medical History

h) Blood type

i) Race

i) Religion

k) Photo

1) Personal Information and Associated Research Data

2. The purposes for which your personal data may be used are inclusive but not limited
to:

a) Forassessment of any application to UTAR

b) For processing any benefits and services

c) For communication purposes

d) For advertorial and news

e} For general administration and record purposes

f) For enhancing the value of education

g) For educational and related purposes consequential to UTAR
h) For replying any responds to complaints and enquiries

i} For the purpose of our corporate governance

jy  For the purposes of conducting research/ collaboration

3. Your personal data may be transferred and/or disclosed to third party and/or UTAR
collaborative partners including but not limited o the respective and appointed
outsourcing agents for purpose of fulfilling our obligations to you in respect of the
purposes and all such other purposes that are related to the purposes and also in
providing integrated services, maintaining and storing records. Your data may be
shared when required by laws and when disclosure is necessary to comply with
applicable laws.

4. Any personal information retained by UTAR shall be destroyed and/or deleted in

accordance with our retention policy applicable for us in the event such information
I no longer required.
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The conduct of this research is subject to the following:
(1) The participants’ informed consent be obtained prior to the commencement of the research;
(2) Confidentiality of participants’ personal data must be maintained; and

(3) Compliance with procedures set out inrelated policies of UTAR such as the UTAR Research Ethics
and Code of Conduct, Code of Practice for Research Involving Humans and other related
policies/guidelines.

(4) Written consent be obtained from the institution(s)/company(ies) in which the physical or/and
online survey will be carried out, prior to the commencement of the research.

Should the students collect personal data of participants in their studies, please have the participants sign
the attached Personal Data Protection Statement for records.

Thank you.

Yours sincerely,
Ao
il SO

Professor Dr Zuraidah Abd Manaf
Chairman
UTAR Scientific and Ethical Review Committee

c.c Dean, Faculty of Accountancy and Management

Kampar Campus - Jalan Universiti, Bandar Barat, 31900 Kampar, Perak Darul Ridzuan, Malaysia L\/@
Tel: (605) 468 8888 Fax: (605) 466 1313 i
Sungai Long Campus : Jalan Sungai Long, Bandar Sungai Long, Cheras, 43000 Kajang, Selangor Darul Ehsan, Malaysia
Tel (603) 9086 0288 Fax: (603) 9019 8868

Website: www utar edumy
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Appendix 3.3: Questionnaire

A Study of Factors Influencing
Consumer Buying Intention in Cross-
Border E-Commerce

Dear Respondents,

| am Ho Jia Rok, & third-year undergraduste student pursuing the Bachelor of Interneticnal
Business (Hons) at Universiti Tunku Abdul Rahman (UTAR). | am currently conducting my

Final Year Project entitled "Factors Influencing Consumer Buying Intention in Cross-
Border E- Commerce”

The objectives of this study are:

a) To examine the influence of perceived product value on consumer buying intenticns in
cross-border e-commerce.

b} Ta analyse the effect of trust and security mechanisms on consumer buying intantions
in cross-border e-commerce.

) To determine the impact of kogistics efficiency on consumer buying intenticns in cross-
border e-commerce.

d} To investigate how platform engagement features shape consumer buying intentions in
cross-border e-commerce.

&) To provide practical recommendations for e-commerce platforms and sellers to
enhance cross-border shopping experiences and strengthen consumer buying intenticns.

There are three (3) sections in this guestionnaire. Respondents are kindly requested to
answer ALL questions in ALL sections. Your participation and responses will make a
valuable contribution to the field of academic research. Participation in this survey is
entirely voluntary, and all information provided will be treated with strict confidentiality.
Yiour cooperation in completing this gquestionnaire is highly appreciated. Thank you for
taking the time to participate in this study.

All information collected will be kept PRIVATE AND CONFIDEMNTIAL and will be used
exclusively for academic purposes in accordance with the Personal Data Protection Act
(PDPA) 201 0. Should you have any inguiries regarding this questionnaire, please do nat
heszitate to contact me via the email address bebow:

irho0361 8@ utar.my
Yours faithfully,
Ho Jia Rok

Stedent |D: 21UKBOG7 35
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EERSONAL DATA PROTECTION NOTICE

Please be informed that in accordance with Personal Data Protection Act 2010 ("PDPA")
which came into force on 15 Movembser 2013, Universili Tunku Abdul Rahman ("UTAR")
is I"IE'EI:I}' bound to make notice and require consent in relation W collection, I‘EEI‘.‘H‘dir‘fQ,
storage, usage and retention of personal infarmation.

1. Personal data refers o any information which may directly or indirectly identify a
person which could include sensitive personal data and expression of opinion. Among
others it includes:

a) Name

b Identity card

) Place of Birth

d) Address

&) Education Histary

f) Employment History
g) Medical Histary

h) Blood type

i} Race

il Redigion

k] Photo

I} Parsonal Infarmation and Associated Research Data

2. The purposes for which your personal data may be used are inclusive but not limited
LLi)

a) For assessment of any application 1o UTAR
b) For processing any benefits and services

€] For communication purposes

d) For advertorial and news

&) For general administration and record purposes
fI For enhancing the valua of education

) For educational and related purposes consequential to UTAR
) Far replying any responds to complaints and enquiries

i} For the purposa of owr corporale governance

I} For the purpeses of conducting research! collaboration

3. Your personal data may be transferred andior disclosed 1o third party andlor UTAR
collaborative pariners including but not limited 10 the respeciive and appaointed
outsourcing agents for purpose of fulfiling our obligations to you in respact of the
purposes and all such other purposes thal are related o tha purposes and also in
providing inegrated services, maintaining and storing records. Your data may be
shared when required by laws and when disclosure iS5 necessary o comply with
applicable laws.

4. Any personal information retained by UTAR shall be destroyed andlor deleted in

accordance with our retention |:||'.'Hit_'||' E'IpplitablE far us in the evenl such inlormation
i% No longer required.
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5. UTAR is committed in ensuring the confidentiality, protection, security and accuracy
ol your personal information made available to s and it has been our ongaing strict
policy to ensure that your personal information is accurate, complete, not misleading
and updated. UTAR would also ensure that your personal data shall not be used for
political and commercial purposes.

Conzent

6. By submiting or providing your personal data to UTAR, you had consented and
EI-QI‘EEﬂ fod yaur pErEI'.'Il‘Iﬂl data to be used in accordance o the terms and conditions
in the: Notica and our relevant palicy.

7. If you do not consent or subsequently withdraw your consent to the processing and
disclosure of your personal data, UTAR will ot be able to fulfill cur obligaticns or to
contact you or 1o assist you in respect of the purposes andfor for any other purposes
refated to the purpose.

B, You may access and update your personal data by wriling to ws alirho030618@1utarmy

Acknowledgment of Notice

[ I have been notilied and that | herely understood, consemed and agreed per
UTAR above notice.

[ ]1disagree, my personal data will not be processed.

Jia

Mame: | Ho Jia Rok

8/5/2026
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Part A : Demographic Profile

Please select the answer that best describes you.

Gender *

Male
Female

Employment Status *

Part Time Employment
Full Time Employment
Self-Employed

Student

Age*

18-24 Years
25-34 Years
35-44 Years

45- 54 Years

54 - 64 Years

65 Years and above

Education *

SPM / IGCSE

Diploma / STPM / Foundation
Undergraduate (Bachelor of Degree)
Postgraduate

Professional

Master & Ph.D
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Monthly Income *
<RM1000
RM1000 - RM2000
RMZ2001 - RM3000
RM3001 - RM4000
RM4001 - RM5000
RM5001 - RM6000
RM6001 - RM8000

>RM8001

*

Online Shopping Frequency
Daily
Weekly
Monthly
Rarely

Have you ever purchased products from cross-border e-commerce platforms? *

Yes

No

Which platform do you most frequently purchase from? *

Shopee International
Lazada Global
Amazon

eBay

TaoBao

Other:
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How long have you been shopping on cross-border e-commerce platforms? *
Less Than 6 months
6 months - 1 year
1 year- 2 years
More than 2 years

What type of products do you purchase most from cross-border e-commerce platforms?

Electronics

Fashion / Apparel
Daily Use

Beauty / Personal Care

Home / Kitchen

QOther:
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Part B : Independent Variables v
Price Competitiveness
1.Products on international platforms are cheaper than local alternatives.
EfFT s LN~ mitt = mEE.
1 2 3 4 5
Strongly Disagree Strongly Agree
2. Discounts, promotions, and seasonal sales increase my willingness to buy. *
. (EFENETEREESENERINER.
1 2 3 4 5
Strongly Disagree Strongly Agree
3. | perceive that the platform offers good value for money. *
HINAZITFEVBFRE.
1 2 3 4 3
Strongly Disagree Strongly Agree
4. Prices are competitive compared to other international platforms. *
5HtERRFSEL, MEREEEN.
1 2 3 4 5
Strongly Disagree Strongly Agree
5. Shipping fees are reasonable relative to the product price. *
EREMNTFERMERIEESEN,
1 2 3 4 5
Strongly Disagree Strongly Agree

6. The platform provides transparent price information (no hidden costs). *

ZFaRHEANNBES (XREER).

Strongly Disagree Strongly Agree
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Part B : Independent Variables

Perceived Trust
1. 1 trust that the platform will deliver products as promised. *
BHEEZFasRRGERE @,
1 2 3 4 5
Strongly Disagree Strongly Agree
2. Payment transactions on this platform are secure. *
FTES EHRARZBEEL26.
1 2 3 4 5
Strongly Disagree Strongly Agree
3. Seller ratings and reviews are reliable for decision-making. *
EXRBTER TN TEREFZ I 5EE
1 2 3 - 5
Strongly Disagree Strongly Agree
4. The platform provides accurate product information. *
EFaRIHERN~RIER.
1 2 3 - 5
Strongly Disagree Strongly Agree
5. I believe the platform handles disputes, returns, and refunds fairly. *
BHREXTTFSEBLTFHBESRN. BEHIERR,
1 2 3 - 5
Strongly Disagree Strongly Agree
6. | feel confident providing personal and payment information on this platform. *
BEWMEXTF o LRETAFZHEEREIIRD.
1 2 3 4 5
Strongly DIsagree Strongly Agree
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7. The platform's reputation affects my trust and purchase decision. *

FanEETmIENEENWERE,

Strongly Disagree Strongly Agree
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Part B : Independent Variables

Perceived Convenience

1. The platform is easy to navigate for searching products. *

ZTFaSTFAEHIER~ M.
1 2 3 - 5
Strongly Disagree Strongly Agree
2. Ordering products is quick and simple. *
IR A tRE M
1 2 3 4 5
Strongly Disagree Strongly Agree
3. Multiple payment options make shopping easier. *
ZFZhEmE MY EER.
1 2 3 - 5
Strongly Disagree Strongly Agree
4. Product delivery and tracking are convenient and reliable. *
= mAGEFERR S BRI .
1 2 3 - 5
Strongly Disagree Strongly Agree
5. Overall, shopping on this platform saves me time and effort. *
BHRH, EXTFEBMLETE T RENEN.
1 2 3 4 5
Strongly Disagree Strongly Agree
6. Customer support is easily accessible when needed. *
ERZFERERNRE SR
1 2 3 4 5
Strongly Disagree Strongly Agree
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7. Mobile app / website interface enhances my shopping convenience. *

BRI F/FA SR iR A T IRV ERIE,

Strongly Disagree Strongly Agree
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Part B : Independent Variables v
Product Variety & Quality
1. The platform offers a wide range of product options. *
EF o RHUSHEFI mEDR,
1 2 3 4 5
Strongly Disagree Strongly Agree
2. Product descriptions and specifications are clear and informative. *
= RiER A EHAERFE,
1 2 3 4 3
Strongly Disagree Strongly Agree
3. Products meet my expectations for quality and reliability. *
FaERENTEESETSERNAE.
1 2 3 4 5
Strongly Disagree Strongly Agree
4. The platform offers unique international products not available locally. *
ZE e RS H RIS E R~ &,
1 2 3 4 5
Strongly Disagree Strongly Agree
5. I feel confident purchasing products due to consistent quality. *
HAFRERAEN—, RMNWE~RBIREED,
1 2 3 - 5
Strongly Disagree Strongly Agree
6. Product images, videos, and reviews help me make informed decisions. *
FmER. TN ML AERNRE.
1 2 3 4 5
Strongly Disagree Strongly Agree
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Part C : Dependent Variables

Consumer Buying Intention

1. 1 am willing to purchase products from foreign sellers via this platform *

REEEITETF S MIMNERRME ™ 5%

Strongly Disagree Strongly Agree

2. 1 will consider this platform for future international purchases. *

S E EERRAEFHYRERAZITFE.

Strongly Disagree Strongly Agree

3. 1 would recommend this platform to others for cross-border shopping. *

EERAEEFZTFSHTERWY,

Strongly Disagree Strongly Agree

4. | intend to purchase products online from foreign sellers within the next month. *

BITEETTAMBEIERBEELEWE™ Mo

Strongly Disagree Strongly Agree

5. | prefer this platform over other platforms for international shopping. *

BEERZTFE, MAZRRBEFFEITFS.

Strongly Disagree Strongly Agree
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6. Positive past experiences with delivery, returns, and service increase my intention to
repurchase.

EEFRE. IBEHRS S ENFRREESENRFTRAWELHER.

Strongly Disagree Strongly Agree

7. Promotions and loyalty programs influence my intention to buy repeatedly. *

fRHEINEREBITEEMEEEMINER.

Strongly Disagree Strongly Disagree

8. |trust the platform enough to purchase higher-priced or new products. *

BHZXTFEREBNERE, SWEHBESHME™m.

Strongly Disagree Strongly Agree
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Appendix

Appendix 4.1: Frequency Distribution for Age

Age
Frequency Percentage
18-24 years 190 95.0
25-34 years 4 2.0
35-44 vyears 3 1.5
45-54 years 2 1.0
55-64 vyears 1 0.5
65 years and above 0 0
Appendix 4.2: Frequency Distribution for Gender
Gender
Frequency Percentage
Female 133 66.5
Male 67 335

Appendix 4.3: Frequency Distribution for Employment Status

Employment Status

Frequency Percentage
Part-time Employment 0 0
Full Time Employment 7 3.5
Self-Employed 3 1.5
Student 190 95.0
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Appendix 4.4: Frequency Distribution for Educational Level

Educational Level

Frequency Percentage

Diploma/STPM/Foundation 41 20.5
Postgraduate 1 0.5
Professional 0 0
SPM 0 0
Undergraduate ( bachelor’s 158 79.0
degree)

Master and Ph,D. 0 0

72



Bachelor of International Business (Honours)

APPENDIX B

UNIVERSITI TUNKU ABDUL RAHMAN
FACULTY OF ACCOUNTANCY AND MANAGEMENT
UNDERGRADUATE FINAL YEAR PROJECT

FINAL YEAR PROJECT PROGRESS REPORT FORM

Title of FYP: The Cross Border E-Commerce Does Promote Buying Intention For

Consumers
Name: Ho Jia Rok
Student ID: 21UKB06735
Supervisor Name: Dr Foo Meow Yee
Meeting Date Work “milestones” / Student’s Supervisor’s
No. meeting report signature signature
1. 17/12/25 Discuss FYP proposal -IL’\/ Z
/
2. 17/12/25 Approved research topic and plan }.AI"_J A
3. 17/12/25 Progression of C;hapter 1 - //
Research Overview -
Progression of Chapter 2 -
4. 17/12/25 Literature Review ;:W /*4
Progression of Chapter 3 —
17/12/2
> /12725 Methodology _}[_;/ /é
6. 7/5/26 Progres'sion of Chapter 4 — Data /
Analysis
Progression of Chapter 5 — /
7. 7/5/26 Discussions, Conclusion and A
Implications
8. 7/5/26 Review of Final Draft W //

Page 41 of 61 Research project (FYP) BIN



The Cross Border E-Commerce Does Promote Buying Intention For Consumers

Ho Jia Rok

21UKB06735

Dr Foo Meow Yee

17/12/25

17/12/25

17/12/25

17/12/25

17/12/25

7/5/26

7/5/26

7/5/26


Bachelor of International Business (Honours)

APPENDIX T

Universiti Tunku Abdul Rahman

Form Title : Supervisor’s Comments on Originality Report Generated by Turnitin
for Submission of Final Year Project Report (for Undergraduate Programmes)

Rev No.: 1 ‘ Effective Date: 3/10/2019 Page No.: 1of 1

Form Number: FM-IAD-005

UTo

UNIVERSITI TUNKU ABDUL RAHMAN

Wholly owned by UTAR Education Foundation
(Co No. 57227}

FACULTY OF ACCOUNTANCY AND MANAGEMENT

Full Name(s) of Candidate(s):

Ho Jia Rok

ID Number(s):

21UKBO06735

Programme/Course:

Bachelor of International Business

Title of Final Year Project:

Factors Influencing Consumer Buying Intention in Cross-Border E-Commerce

Similarity Supervisor’s Comments
(Compulsory if parameters of originality exceed

the limits approved by UTAR)

Overall similarity index 19 %

Similarity by source:

Internet Sources: 8 %
Publications: 8 %
Student papers: 14 %

Number of individual sources listed of more than
3% similarity:

Parameters of originality required and limits approved by UTAR are as follows:

(i)  Overall similarity index is 20% and below, and
(i)  Matching of individual sources listed must be less than 3% each, and
(ili)  Matching texts in continuous block must not exceed 8 words

Note: Parameters (i) — (ii) shall exclude quotes, bibliography and text matches which are less than 8 words.
Note Supervisor/Candidate(s) is/are required to provide softcopy of full set of the originality report to Faculty/Institute

Based on the above results, | hereby declare that | am satisfied with the originality of the Final Year Project

Report submitted by my student(s) as named above.

[

Signature of Supervisor Signature of Co-Supervisor

Name: Dr Foo Meow Yee Name:
Date: 07/05/2026 V
Page 60 of 61 Research project (FYP) BIN



Ho Jia Rok 

21UKB06735

Bachelor of International Business

Factors Influencing Consumer Buying Intention in Cross-Border E-Commerce

19

8

8

14


Bachelor of International Business (Honours)

APPENDIX U
\\ FORM REF NO. : FM-LIB-501
UT R REVISION NO. 0
UNIVERSITI TUNKU ABDUL RAHMAN UTAR Institutional RePOSitory EFFECTIVE DATE : 24/06/2024
(UTAR-IR): PAGE .
Universiti Tunku Abdul Rahman Permission Form .

Title of Final Work:

Factors Influencing Consumer Buying Intention in Cross-Border E-Commerce

Degree Awarded: Bachelor of International Business

Faculty: Faculty of Accountancy And Management

By signing below, I acknowledge that | have fully read and understood the Open Access (OA)
Policy for Scholarly Output, and agree to abide by the terms and conditions outlined in the Policy.

| certify that the version of the document(s) that | deposited in UTAR-IR is the same as that
approved by the examination committee, and hereby declare that | own the copyright to this work
and it does not contain any unauthorised third party copyrighted materials.

I hereby grant to Universiti Tunku Abdul Rahman (UTAR) permission to make available my
thesis / project work open access in UTAR-IR, and to exercise the copyright in those materials. More
specifically, | grant to UTAR a non-exclusive, irrevocable, worldwide licence to exercise any and
all rights under copyright relating to my thesis / project work, in any medium, and to authorise others

to do the same. | shall retain copyright in my thesis / project work.

Alternative Access Option (if applicable):

Restricted Access. Reason(s):

Embargo for up to 24 months. Reason(s):

Start Date: End Date: Total Duration: months
Signature: TIA‘—/ Signature: /
Name: Ho Jia Rok Supervisor’s Name: Dr Foo Meow Yee

ID: 21UKB06735

Date: 7/5/2026 Date: 07/05/2026

Page 61 of 61 Research project (FYP) BIN



Factors Influencing Consumer Buying Intention in Cross-Border E-Commerce



Bachelor of International Business

Faculty of Accountancy And Management 

Ho Jia Rok

21UKB06735

7/5/2026


	CHAPTER 1: RESEARCH OVERVIEW
	1.1 Research Background
	1.2 Research Problem
	1.3 Research Objectives and Research Questions
	1.4 Research Significance
	1.4.1 Theoretical Significance
	1.4.2 Practical Significance


	CHAPTER 2: LITERATURE REVIEW
	2.1 Theory
	3.8.2 Consumer Buying Intention Theory

	2.2 Variables
	3.8.2 Consumer Buying Decision
	2.2.2 Price Competitiveness
	2.2.3 Perceived Trust
	2.2.4 Perceived Convenience
	2.2.5 Product Variety And Quality

	2.3 Conceptual Framework
	2.3.1 Price Competitiveness and Consumer Buying Intention
	2.3.2 Perceived Trust and Consumer Buying Intention
	2.3.3 Perceived Convenience and Consumer Buying Intention
	2.3.4 Product Variety and Quality and Consumer Buying Intention


	CHAPTER 3: METHODOLOGY
	3.1 Research Design
	3.2 Sampling Design
	3.2.1 Sample Size
	3.2.2 Target Population
	3.2.3 Sampling Frame
	3.2.4 Sampling Technique

	3.3 Data Collection Method
	3.3.1 Primary Data
	3.3.2 Research Instrument
	3.3.2.1 Questionnaire Design
	3.3.2.2 Questionnaire Development


	3.4 Scale Measurement
	3.4.1 Nominal
	3.4.2 Ordinal Scale
	3.4.3 Measurement Scale

	3.5 Data Analysis Tool

	CHAPTER 4: DATA ANALYSIS
	4.1 Descriptive Analysis
	4.1.1 Frequency Distribution for Demographic Characteristics
	4.1.2 Frequency Distributions for General Information
	4.1.3 Descriptive Statistics

	4.2 Inferential Analysis
	4.2.1 Hypotheses Testing
	4.2.2 Multiple Regression


	CHAPTER 5: DISCUSSION, CONCLUSION, AND IMPLICATIONS
	5.1 Discussions of Major Findings
	Objective 1: To evaluate the relationship between price competitiveness and consumer buying intention.
	Objective 2: To investigate the relationship between perceived trust and consumer buying intention.
	Objective 3: To determine the relationship between perceived convenience and consumer buying intention.
	Objective 4: To evaluate the relationship between product variety and quality and consumer buying intention.

	5.2 Implications of the Study
	5.3  Limitations of the Study
	5.4 Recommendations for Future Research
	5.5 Conclusion
	References
	Appendices


