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Abstract

This study focused, through multiple regressions, on the factors that influence online purchase
intention among Malaysian university students. The primary data collection method utilises a
guestionnaire that was developed and distributed based on a systematic sample of 400 students in
a higher educational institution in Malaysia. The findings were analysed using Structural Equation
Modelling (AMOS) to test the hypotheses. According to the study’s results, perceived benefits and
perceived ease of use may act as complete mediators since the direct effect of past experience on
online purchase intention is no longer significant after the mediators enter the model. This result
indicates that past experience affects on perceived benefits and perceived ease of use while these
perceptions affects online purchase intention. It was thus recommended that online retailers
should maximize their efforts in reinforcing their relationship with the customers including to
constantly engage with those that are online.

Keywords: Online Purchase Intention; Past Experience; Perceived Benefits; Perceived Ease of Use,
University Students

Introduction

University students who are partially represented by the Gen Y (the Millennials) and Gen Z
nowadays have become important shopper segments as most of them are Internet savvies with high
computer literacy (Aldhmour & Sarayrah, 2016; Lissitsa & Kol, 2016). This group is also influenced by
their parents' spending patterns while potentially developing their own spending habits in the future
(Handa & Gupta, 2014). It is vital for online retailers to understand the behaviour of this market
segment so that they can execute marketing strategies accordingly (Huseynov & Yildirim, 2016).

According to statistics by the PayPal payment gateway that handles payment transactions,
online purchases have increased three-fold from 2010 to 2015, where the total value of sales in
Malaysia surged from RM1.82 billion to RM5.76 billion (Saidi, 2016). These statistics include the
total expenditure among university students who are mostly not have a fixed income yet. Some
researchers confirmed that the online shopping behaviour is influenced by income (Al-Debei,
Akroush, & Ashouri, 2015; Dhanapal, Vashu, & Subramaniam, 2015; Gong, Stump, & Maddox, 2013;
Lissitsa & Kol, 2016). These aforementioned researchers found that consumers with higher incomes
tend to purchase through online more compared to lower income consumers.
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However, most researches on online shopping behaviour that involve university students
(Aldhmour & Sarayrah, 2016; Faqih, 2016; Ha & Janda, 2014; Jadhav & Khanna, 2016; Lian & Yen,
2014) do not discuss their online shopping behaviour along side the income constraints that they
usually face. Since a smart shopper should do a cost—benefit analysis before making a decision to
shop online (Chakraborty, Lee, Bagchi-Sen, Upadhyaya, & Raghav Rao, 2016), it then becomes a
guestion of how university students can engage with online shopping as most of them rely on
educational loans and pocket money from their parents (Aziz & Wahid, 2017). Thus, this study aims
to examine the factors that influence online purchase intention in the context of Malaysian
university students.

Many studies including those by Al-Debei et al. (2015), Lim, Osman, Salahuddin, Romle &
Abdullah (2016), Salehi, Nwaizugbo & Ifeanyichukwu (2011), as well as Sheikh, Abbas & Mehmood
(2015) found that there is a significant relationship between past experience (PE), perceived ease of
use (PEU) and perceived benefits (PB) with online purchase intention (OPI). However, there is very
limited number study that discusses about the function of perceived ease of use and perceived
benefits as mediators in the relationship between past experience and online purchase intention,
specifically among Malaysian youths. Therefore, this study attempts to measure the relationship
between these variables from the context of university students. It is hoped that this study will
allow researchers to close the information gap and benefit from the potential appreciation of the
presence of university students as an important market segment for online vendors.

Literature Review

Online shopping is a form of electronic commerce that enables consumers to purchase goods or
services directly from retailers via the Internet using a web browser (Aldhmour & Sarayrah, 2016).
Online shopping provides shoppers with the most convenient method purchase just about everything
on their wish list without having to rush to physical stores. In fact, the use of this method prevents
additional costs such as transportation (including fuel, tolls and parking) while also provide convenience
by not having to queue when paying or go through a throng of crowds. With just a click of a mouse
button, the customer’s desired item will be sent to his/her doorstep with only a minimum charge or
some with even free shipping. Occasionally, there are some online retailers who offer free shipping of
products and also cash-on-delivery facility (Kumar, 2016). Online purchase intention tends to have a
positive relationship with the actual online purchase behaviour (Lim et al., 2016). Thus, the stronger the
online purchase intention of an individual, the more likely s/he is to perform the online purchase
behaviour. Accordingly, we have focused on investigating the factors that influence consumer intention
to purchase online as a determinant of actual behaviour.

This study is underpinned by the Technology Acceptance Model (TAM). Davis (1989) proposed
the TAM model to predict the use and acceptance of information systems and technology by individual
users (Surendran, 2012). Two important factors, which are the perceived usefulness and perceived ease
of use are proposed to explain technology usage behaviour (Alomary & Woollard, 2015). TAM is an
adoption of the Theory of Reasoned Action (TRA) and has advanced to become a key model in
understanding predictors of human behaviour toward potential acceptance or rejection of the
technology (Durodolu, 2016). It is an important theoretical contribution which suggests that when a
new technology is introduced to potential users, beliefs on the usefulness and ease of use are essential
to determine consumers’ attitudes towards the use of technology (Gianina & Lala, 2014). In short, the
TAM model explains that consumer behaviour towards online shopping using new
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technology (via Internet) is influenced by their perceptions of usefulness and ease of use that can
be experienced through the said technology.

Most previous studies used the term “perceived usefulness” which refers to the advantages
associated with online shopping experience such as convenience, price comparison, enjoyment and
enhanced customer—retailer relationship (Martin, Mortimer & Andrews, 2015). Meanwhile,
perceived ease of use refers to “the degree to which a person believes that using a particular
system would be free from effort” (Davis, 1989). This current study; however, used the term
“perceived benefits” which refers to the advantages of searching for information online before
making an online purchase (Huseynov & Yildirim, 2016). Some researchers found that perceived
benefit is an important criterion for consumers when they select online stores and may positively
influence consumers’ online purchase intention (Aldhmour & Sarayrah, 2016; Lim et al., 2016;
Pantano & Viassone, 2015; Sheikh et al., 2015). In other words, if the consumer has access to all
relevant information before purchasing, it will result in higher consumer satisfaction (Massad &
Berardelli, 2016). Since perceived usefulness was found to have a significant relationship to the
online purchase behaviour, this study therefore anticipates that perceived benefits of searching and
perceived ease of use may also affect online purchase intention.

In addition to perceived ease of use and perceived benefits, past experiences with online
shopping are found to be positively correlated with the likelihood of consumers to purchase online.
Researchers such as Weisberg, Te’eni & Arman (2011) found that people with past online
purchasing experiences have higher intention to repurchase in the future compared to those
without. It implies any consumers who had already bought their desired items online in the past
may have more favourable attitude towards online shopping (Chaudary, Ahmed, Gill & Rizwan,
2014; Nwaizugbo & Ifeanyichukwu, 2016).

Additionally, some researchers including Hernandez-Ortega, Jimenez-Martiinez & Martin-
DeHoyos (2008) highlighted that there are significant differences between groups (potential shoppers,
new shoppers, and experienced shoppers) on their perception of usefulness and ease of use. They
found that the average value of perceived usefulness and perceived ease of use for the sample of
experienced shoppers is higher than the other two groups (potential shoppers and new shoppers). Their
results indicated that the consumers’ experience acquired in the past will last longer and will remain in
the consumers’ mindset (Jaafar, Lalp & Mohamed, 2013). When consumers buy products, they evaluate
the product which will then result in valuable purchase experience. This experience, in turn, may affect
the intention and the decision to repurchase in the future.

Thus, our study proposes and tests two important key factors from the TAM model which
are perceived benefits and perceived ease of use to examine the factors influencing online purchase
intention among Malaysian youths. The choice for using TAM as a research model to explain
Malaysian youth online purchase intention will present strategic implications and directions for the
development of online shopping in Malaysia.

Although previous studies demonstrate that past experience may affect online purchase
intention, the link between past experience and online purchase intention among Malaysian youths
was found to be rare. Moreover, the empirical research that determines the relationship of past
experience and online purchase intention with the perceived benefits and perceived ease of use is
unclear. Based on the above discussion, in this study, it is essential to formulate the following
hypotheses:

H1: Past experience has a significant effect on online purchase intention.
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H2: Past experience has a significant effect on perceived benefits.

H3: Past experience has a significant effect on perceived ease of use.

H4: Perceived benefits have significant effect on online purchase intention.
H5: Perceived ease of use has a significant effect on online purchase intention.

Methodology

University students gained our highest research interest as they are mostly representatives
of the youth customers that are Internet savy and computer literate. In this sense, these skills may
become assisting factors that help them navigate shopping websites easily (Aldhmour & Sarayrah,
2016; Lissitsa & Kol, 2016). In addition, this group of customers are also motivated by status and
peer pressure (Al-maghrabi, Dennis, & Halliday, 2011). Thus, the unit of analysis of this study is an
individual.

A systematic sampling technique was applied to collect the primary data. A pilot study was
conducted by the completion of a questionnaire by 100 undergraduate students to test the
reliability and validity of the study’s design. Then, the data were analysed using SPSS and AMOS
21.0. Subsequently, 400 questionnaires were distributed to the respondents and 280
guestionnaires were collected, indicating 70% response rate. Then, the data were interpreted using
analytical tools including SPSS and AMOS 23.0.

Research Framework

The dependent variable for this study is online purchase intention, whereas the
independent variables are past experience, perceived benefits and perceived ease of use. This study
aims to investigate the mediating effects of perceived benefits and perceived ease of use on the
relationship between past experience and online purchase intention.

Perceived Benefits
(PB)

Online Purchase
Intention
(OPI)

Past Experience
(PE)

\4

Perceived Ease of
Use (PEU)

Figure 1: Research Framework
(Adapted from Technology Acceptance Model (Davis, 1989)

This study proposes a conceptual framework for a specific model designed to explain the
link between PE, PB and PEU with OPI. The current research lays out a conceptual framework that
was designed to analyze the influence of PB and PEU on OPI as underpinned by the Technology
Acceptance Model (TAM). This study proposes perceived benefits and PEU as mediator variables.
Figure 1, which illustrates the essential constructs included in this study, will serve as a guide for
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subsequent discussions. In consideration of the literature review, the current research proposes
that perceived benefits and PEU would influence the path relationship between PE and OPl among
Malaysian youths.

Research Design and Variable Measurement

The questionnaire consisted of two main sections. The first section of the questionnaire consists
of four demographic questions including age, gender, educational level and sources of income. The
second section contains multi-items constructs that are measured using a 10-point Likert scale. The
constructs in the proposed model were measured using a 23-scale items. PE was measured using 10-
points Likert scale anchored from 1 (strongly disagree) to 10 (strongly agree). The measurements were
adapted from the validated scales used by Chaudary et al. (2014). The measurements for OPl were
adapted from the study done by Topalo (2012) while the measurements for PB and PEU were adapted
from Martin et al. (2015) as well as Rose, Clark, Samouel & Hair (2012).

A survey was designed to test the proposed model. This study chose the survey method
because it is best adapted when the aim is to obtain personal and social facts, perception and
intention, while also focuses on the merit of enhancing the generalizability of research findings. The
relationship of PE and OPIl while mediated by PB and PEU was investigated. The 23-items close-
ended questions were generated through related empirical studies and literatures. The items were
structured in a Likert-type scales ranging from 1 (strongly disagree) to 10 (strongly agree).

Results
Reliability and Validity of Measurement Items

For the purpose of analysis and interpretation, exploratory factor analysis was used. The
purpose of this study’s analysis is to assess the degree of unidimensionality of the scales in the data
collected. Commonality among variables is based on the method of Principle Axis Factoring. 23-
items were factor analysed. For the verification of the data to be appropriate for the purpose of
factor analysis, Kaiser-Meyer-Olkin (KMO) and Bartlett’s test were conducted and the results are
shown in Table 1 as follows:

Table 1: KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .865
Approx. Chi-Square 1457.324
Bartlett's Test of Sphericity df 253
Sig. .000

Exploratory Factor Analysis was conducted using Principal Axis Factoring and varimax
rotation method for data purification. The varimax rotation method was used to produce the matrix
that contains the coefficients or loading factors which represent the correlation between the
factors and variables. The higher values resulting from KMO and Bartlett’s test proved that the data
are appropriate for carrying out factor analysis. Four-factor solutions with a KMO statistic of 0.865
indicates that the sample size was adequate while further Bartlett’s test of Sphericity was found
significant at .000 and a chi-square statistic of 1457.324 with 253 degrees of freedom. The total
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variance explained by the four factors was 59.148. The results indicate that the data were
appropriate for factor analysis.

The items were aggregated resulting to the unearthing of four significant factors. To meet the
purpose of the study, these four factors are encoded with new names, which are Factor 1 as Past
Experience, Factor 2 as Perceived Benefits, Factor 3 as Perceived Ease of Use and Factor 4 as Online
Purchase Intention. A further test of reliability is computed using Cronbach’s alpha and the respective
reliabilities are reported in the Table 2. A reliability test of each variable shows alpha values range from
.823 to 0.927 which indicate, all items in the scale used to measure the variables in question are
reliable. The coefficient Cronbach’s Alpha value above 0.6 is considered to be reliable and acceptable.
Therefore, we can conclude that the variables in this study pass the reliability test.

Table 2: Results of factor analysis and reliability analysis

Components

1 2 3 4

No regrets for having purchased online 742

Trustworthy experience 719

Buying online is fun .654

Never had any bad experience .619

Very pleased when receiving the goods 495

Good purchase method .453

Information .801

Price comparison .799

Products comparison .782

Convenience .704

Quick decision .662

Easy to shop 477

Minimum effort .346

Easy to use website .346

Confident 312

Thinking about shopping online 811

Expect to purchase online soon .796

Voluntarily purchase within a month 791
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Daydream about desired items 671
Probably going to buy online soon .662
Opportunity .610
Budget surplus 491
Consider to buy if price is reasonable 421
% of Variance (65.964%) 39.390 13.243 8.326 5.006
Eigenvalues 9.060 3.046 1.915 1.151
Reliability (cronbach’s alpha) 0.821 0.899 0.814 0.900

Confirmation Factor Analysis

In order to test the various hypotheses, the measurement model was first examined for goodness-
of-fit indices and significant factor loadings. The hypothesized measurement model (Figure 2) was

assessed using AMOS.

2.9.9.9.

pb1 [pb2][pb3][pb4] pb5

74 78 74

aﬁzgf
) & G

®®Q

61

PORORG

84 82 36 69

peul||peu2 | |peul| | peus

Fitness Indexes

1. RMSEA = .078
2.CFl= 913
3. ChiSqg/df = 2.691

G

40

© 06 Q

&

Figure 2: Factor loading for all items of the respective constructs
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Table 3: Goodness-of-fit indices

Name of Category Goodness-of-fit Acceptable Value Index Value
Measures

Absolute fit RMSEA <0.08 0.078

Incremental fit CFI >0.90 0.913

Parsimonious fit ChiSq/df <3.00 2.691

Table 3 indicates that the goodness-of-fit indices of the proposed model of online purchase
intention fit the data reasonably well as confirmed by the RMSEA = 0.078, CFl = 0.913 and ChiSq/df

= 2.691.
Table 4: The CFA Report for every construct in the model
Constructs ltem Factor Loading CR AVE
(minimum 0.6) (minimum 0.5)
PE pe2 0.61 0.833 0.501
pe3 0.70
ped 0.71
pe5 0.76
peb6 0.75
PB pbl 0.74 0.884 0.603
pb2 0.78
pb3 0.79
pb4 0.82
pb5 0.75
PEU peul 0.84 0.880 0.648
peu2 0.82
peu3 0.86
peu5 0.69
OPI opil 0.69 0.904 0.546
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opi2 0.83
opi3 0.77
opi4 0.73
opi5 0.58
opi6 0.74
opi8 0.82
opil0 0.70

The Composite Reliability (CR) for all factors ranged from 0.880 to 0.904. The results indicate
that the internal consistency was achieved because all CR values are greater than 0.6 (see Table 4).
Convergent validity was assessed using Average Variance Extracted (AVE). Convergent validity of
items was confirmed by sufficiently large factor loadings ranging from 0.501 to 0.648. The results
indicate that the measurement model was achieved because all values of AVE exceeded 0.50.
Confirmatory factor analyses successfully validated the items used to measure the PE, PB, PEU and

OPI.

Structural Equation Modelling

OPQOO@

[po1 ] [pb2 | [pb3 | [pb4 | [pb5 |
i1

78 : 83 73
= 61

40

000 Q

e}
@
%
83 83 8 68
[peut | [peu2] | peu3||peus|
68 68 75 47
© © @

Figure 3: The Standardized Path Coefficient between Constructs

711



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES
Vol. 8, No. 7, July 2018, E-ISSN: 2222 -6990 © 2018 HRMARS

Table 5: The Standardized Regression Weights and Its Significance

Estimate S.E. C.R. P-value Results
PB <--- PE 0.756 0.078 9.744 0.000 Significant
OPI <--- PB 0.372 0.111 3.359 0.000 Significant
OPI <--- PE 0.124 0.157 0.786 0.432 Not Significant
PEU <--- PE 0.854 0.076 11.173 0.000 Significant
OPI <--- PEU 0.212 0.108 1.958 0.000 Significant

Notes: N=280; PE = Past Experience, PB= Perceived Benefits, PEU = Perceived Ease of Use, OPI =
Online Purchase Intention

Figure 3 and Table 5 show the regression path coefficients of the measurement model. The
results show that there is a significant relationship between PE and PB, PB and OPI, PE and PEU, and
PEU and OPI. This indicates that the influence of PE is significantly positive for PB (B =.756, p <.001)

with an RZ value of 0.78. Besides that, the influence of PB on OPI is also significantly positive with
R2 value of 0.37 (B =.372, p <.001). Therefore, hypotheses H1 and H2 are supported.

The results also show that the influence of PE on PEU is significantly positive with RZ value of
0.81 (B =.854, p <.001). Meanwhile, the influence of PEU and OPI is significantly positive with RZ
value of 0.23 (B =.212, p <.005). Thus, H4 and H5 are supported. However, the impact of the PE on
OPl is not significant with the R2 value of 0.13 (B =.124, p >.005). Hence, H3 is not supported.

Testing the Mediation Effects

The Results of Mediation Test: Perceived Benefits

H1: Past experience has a significant effect on online purchase intention.

H2: Past experience has a significant effect on perceived benefits.

H4: Perceived benefits have a significant effect on online purchase intention.

Perceived
Benefits
756**% 372%**
Past Online Purchase
Experience > Intention
124

Figure 4: The Standardized Regression Weights for the Model
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Table 6: The Results of Mediation Test

Hypotheses Estimate P-value Results on Hypotheses
H1: PE has a significant effect on PB 0.756 0.000 Supported

H2: PB have a significant effect on OPI 0.372 0.000 Supported

H4: PE has a significant effect on OPI 0.124 0.432 Not Supported

Notes: N=280; PE = Past Experience, PB= Perceived Benefits, PEU = Perceived Ease of Use, OPI =

Online Purchase Intention

The results of the hypothesis tested in Table 6 indicate that perceived benefit does mediate
the relationship between PE and OPI. Thus, the type of mediation here is full mediation since the
direct effect is no longer significant after the mediator enters the model.

The Results of Mediation Test: Perceived Ease of Use

H1: Past experience has a significant effect on online purchase intention.

H3: Past experience has a significant effect on perceived ease of use.

H5: Perceived ease of use has a significant effect on online purchase intention.

Past
Experience

124

.854***

Perceived Ease
of Use

212%**

A 4

Online Purchase
Intention

Figure 5: The Standardized Regression Weights for the Model

Table 7: The Results of Mediation Test

Hypotheses Estimate P-value Results on Hypotheses
H1: PE has a significant effect on OPI 0.124 0.432 Not Supported

H3: PE has a significant effect on PEU. 0.854 0.000 Supported

H5: PEU has a significant effect on OPI 0.212 0.000 Supported

Notes: N=280; PE = Past Experience, PB= Perceived Benefits, PEU = Perceived Ease of Use, OPI =

Online Purchase Intention
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The results of the hypothesis tested in Table 7 indicate that PEU does mediate the
relationship between PE and OPI. Thus, the type of mediation here is full mediation since the direct
effect is no longer significant after the mediator enters the model.

Discussions and Implications

The current findings indicate that both PB and PEU have positive relationship with OPI.
These findings are consistent with those by previous researchers such as Al-Debei et al. (2015), Lim
et al. (2016), Salehi et al.(2011), Sheikh et al. (2015). Our findings show that indeed the PB and PEU
are important in affecting the consumer’s intention to purchase. Moreover, it is PB and PEU that
are affected by PE; thus, a dynamic view of both perceptions in which it changes with the
consumer’s experience is likely to be a substantial factor in determining the OPI. The results
indicate that past purchasing experience may affect consumers’ perception of benefits and ease of
use, which in turn may influence their intention to purchase online. In other words, if consumer’s
perceived benefits and ease of use on their past purchasing experience are positive, then these will
positively influence their intention to repurchase in the future.

PE is proved to have a positive relationship with PB and PEU. Previously, researchers
including Chaudary et al. (2014), Nwaizugbo & Ifeanyichukwu (2016), Weisberg et al. (2011) have
proven that PE has a significant relationship with OPIl. A consumer who has tried to shop online
once and enjoyed the entire process may continue to repurchase online in the future. It implies that
the more positive the consumers’ experience with online transactions in the past, the higher the
likelihood for them to repurchase (Nwaizugbo & Ifeanyichukwu, 2016).

However, the current study found that the direct effect of PE on OPI is no longer significant
after the mediators enter the model. These results contradict with some of the findings in previous
studies which found that past purchasing experience on the Internet has a substantial impact on
the intention to purchase (Chaudary et al.,, 2014; Salehi et al., 2011; Weisberg et al., 2011).
Meanwhile, Martin et al. (2015) supported the claim that PB and PEU of navigational aids may
influence intention to repurchase. Therefore, we can conclude that PB and PEU work together in
enhancing the OPl among university students in Malaysia.

Nevertheless, these results could also be explained by the fact that online retailers should
design marketing strategy wisely to captivate customers who are more experienced in online
shopping. A probable reason is high-experience customers are more rational in their decision-
making compared to the less-experienced ones (Pappas, Pateli, Giannakos & Chrissikopoulos, 2014).

Therefore, online retailers need to reach positive online customer experience by engaging
them with a credible web page in various interactive ways as well as focusing on involvement,
concentration and enjoyment. The web page design, navigation and information searching
convenience as well as security warranty play vital roles in attracting and retaining online customers
(Nuryakin & Farida, 2016).

The results of this research have important implications for online retailers and business
practitioners. They are expected to assist online retailers to enhance their business strategy to
remain competitive and relevant in the virtual business environment. This paper provides valuable
information for online retailers who are interested in exploring the developing market among
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university students in Malaysia. Kumar (2016) puts forth that online retailers should maximize their
efforts in reinforcing their relationship with the customers.

Conclusion

The full mediating effect of PB and PEU on the path relationship between PE and OPI is the
main contribution of this study. The effect of past purchases on future purchases cannot be
understood by neglecting the concurrent effect on PB and PEU because changes in the latter will
affect OPI. This study has a few limitations. First, it did not consider the income or socio-economic
status of the subjects for the model. Before making any decisions on online shopping, a customer
may do a cost—benefit analysis. Notably, this study was only carried out among university students
who are mostly dependent on an educational loan from the same source, namely The National
Higher Education Fund (Perbadangan Tabung Pendidikan Tinggi Nasional). However, there may be
some students who received extra funding in the form of pocket money from their parents. Thus,
the cost-benefit analysis may differ between the group of students who only depend on
educational loan and the group of students who received extra pocket money from their parents.
Therefore, we suggest that future studies should consider testing out the moderating effect of
socio-economics status which can probably provide different results that are highly sought after
and thus contribute to a deeper understanding of consumer behaviour towards online shopping.

Furthermore, this study was carried out only among students in a higher learning institution
in the State of Pahang, Malaysia. Hence, the results may not be fully generalized for all university
students in other parts of Malaysia. We also suggest that future researchers to include more
variables of consumer behaviour to see their effects on online purchase intention. The use of past
experience as a moderator variable may gain more fruitful findings.
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