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Abstract

Online purchases have become a new trend of shopping among university students in today’s
Industrial Revolution 4.0. But, not all university students are open to shop online. Therefore,
this study aims to explore the major concerns towards online shopping that stops non-online
shoppers to purchase online. The study aims to provide the needed information to
understand the barriers for university students to shop online. A total number of 154 valid
surveys were collected in local universities using convenience sampling. Statistical procedures
of descriptive was used to analyze the collected data. The main findings of this study are that
non-online shoppers are unlikely to buy online because they prefer to shop traditionally and
self-assess the quality of the goods before they buy. This study also discusses the implications
of the study to practitioners in which the traditional sellers should provide the comfortable
shopping environment, improve the behavior and skills of salespeople, and offer after-sale
services to their customers to remain competitive with online vendors.

Keywords: Non-Online Shoppers, Perceived Integrity, Perceived Risks, Trust

Introduction

Online shopping is a form of electronic commerce that allows users to directly
purchase goods or services from vendors through the Internet using a web browser.
Nowadays, online shopping is becoming popular as the most convenient shopping way
especially among the younger generation (Al-maghrabi, Dennis, & Halliday, 2011,
Chakraborty, Lee, Bagchi-Sen, Upadhyaya, & Raghav Rao, 2016; M. Kumar, 2016; Massad &
Berardelli, 2016) who are directly affected by the Internet explosion. 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).

Unlike traditional shopping, online shopping is a convenient way to purchase that
allows buyers to get the desired items without having to leave their home, go through the
traffic jam, searching for parking, while saving on travelling costs (Akroush & Al-Debei, 2015;
Huseynov & Yildirim, 2016) by not having to pay for fuel and tolls. In addition, online shopping
also saves time (Huseynov & Yildirim, 2016; Mittal, 2013) because users only need to look in
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search engines such as Yahoo! and Google without having to visit stores or boutiques as well
as not having to queue at the counter. Among the other advantages of online shopping is that
users can shop from the comfort of their computer or tablet; easier to make a price
comparison and avail discounts offered; and shop at any time (Aziz & Wahid, 2017; 2018;
Jadhav & Khanna, 2016).

The other advantages of using online shopping has been much discussed by previous
researchers across the world (Al-maghrabi et al., 2011; Badari & Hashim, 2015; Irshad, 2016;
M. Kumar, 2016; Lim, Osman, Salahuddin, Romle, & Abdullah, 2016; Nuryakin & Farida, 2016;
Nwaizugbo & Ifeanyichukwu, 2016; Sharma, 2016; Violani, 2016). Despite many advantages
of online purchasing, online shoppers, however, cannot see, touch, or smell the goods before
deciding to buy (Al-Debei, Akroush, & Ashouri, 2015). Therefore, they tend to perceive a
higher level of risk. Hence, it can be expected that the bigger the concerns of consumers, the
lower the online purchase intention.

Review of previous studies shows that most previous researchers focused on testing
the relationship between various factors influencing online shopping behavior (Al-maghrabi
et al., 2011; Badari & Hashim, 2015; Irshad, 2016; M. Kumar, 2016; Lim et al., 2016; Nuryakin
& Farida, 2016; Sharma, 2016; Violani, 2016). However, only few researchers have raised the
issues regarding the consumer’s concern towards online shopping specifically among
university students in Malaysia (P. Kumar & Bajaj, 2016), which are an important market
segment as they grew up with technology causing them to be very sociable, media savvy and
tech-literate (Bilgihan, 2016). Few studies have been conducted in this regard in foreign
countries (Bay, Cook, Grubisic, & Nikitkov, 2014; Massad & Berardelli, 2016; Narayanan, Koo,
& Cozzarin, 2012; Nuryakin & Farida, 2016; Topalo, 2012; Van Der Meulen, 2013) but their
culture may be different from Malaysia.

Hence, this paper intents to fulfil the research gap by exploring the major concerns
towards online shopping among university students in Malaysia. Therefore, this study
explores the major concerns in online shopping and becoming an obstacle for non-online
shoppers to purchase online. Additionally, the findings of prior research only significantly
contributed to the online vendors. The current study, however, differs from previous studies
as we also discuss the implications of research findings to traditional retailers for which they
should utilized their advantages, which are not owned by online vendors, in marketing their
products to non-online shoppers.

Literature Review

Our previous study found that university students still shop online, regardless of
whether they received financial support from their parents or not (Aziz & Wahid, 2017).
Among the motivators for university’s students to shop online are the trustworthiness of the
brand, followed by attractive discount price bids, guarantees (such as money back guarantee
for damaged items), privacy statements, and finally a shorter delivery period (Ang & Lee,
2002). In terms of products that are most purchased online by the university’s students
include clothes, electronic devices, gifts, sports and dietary supplements (Aziz & Wahid,
2017).

Some researchers emphasize that fundamental uncertainty regarding risk, privacy and
security are very important factors in influencing behavioral intention among non-online
shoppers in developing countries (Fagih, 2016). This uncertainty is often considered as trust
factor (Al-Debei et al., 2015; Bilgihan, 2016; Chen, Yan, Fan, & Gordon, 2015; George,
Ogunkoya, Lasisi, & Elumah, 2015).
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Some researchers (Cheung & Lee, 2003; George et al., 2015) found that perceived risk
shows the greatest negative impact on consumer trust in online shopping. In other words, the
greater the perceptions of risks in online shopping, the less their trust in online vendors and
ultimately consumers may lose interest in getting familiar with online shopping methods. The
possible explanation is that consumers cannot physically examine their products before
buying. This finding supports the previous research who found that level of trust on online
vendors is lower than face-to-face interaction in physical stores (George et al., 2015) because
the consumers cannot feel and touch (Al-Debei et al., 2015) the product before purchasing it.

Furthermore, consumers are also concerned about the disclosure of their personal
information through transactions with online vendors. This concern refers to the risk of
misuse of personal information such as the user's home address, e-mail address, telephone
number, and credit or debit card numbers (M. Kumar, 2016; Ling & Yazdanifard, 2014).This
argument is in line with the previous study which found that consumers are willing to
purchase online because of their level of trust on vendors (Al-Debei et al., 2015; Bilgihan,
2016; Chen et al., 2015; George et al., 2015). Some researchers found that perceived integrity
is a significant antecedent of consumer trust in online shopping (Cheung & Lee, 2003).

In literature, comparative studies among online shoppers and non-online shoppers
contribute significantly to online vendors' implications. Discussions of previous studies focus
more on improving the quality of the website, improve marketing strategies for online
vendors to attract consumers and make their virtual stores more competitive. Although in the
era of the Industrial Revolution 4.0 where online shopping has become a popular trend among
Y and Z generations, continuous and unconditional support should be given to traditional
retailers to ensure they can remain relevant in competition with online vendors. Therefore,
this study offers a more comprehensive understanding and better insights of the barriers that
hinder the non-online shoppers to purchase online specifically from the view of university
students. This knowledge is very important and useful to traditional retailers so they can
highlight their advantages over online vendors.

Methodology

The study is descriptive in nature, and hence, the primary data for the study was
collected through a self-administered questionnaire. As this study aims to understand the
major concerns towards online shopping among non-online shoppers, a convenience
sampling was employed. All the respondents were university students in the age group of 18
to 20 years. They are enrolled in undergraduate courses affiliated with Universiti Teknologi
MARA in Malaysia. The total number of respondents was 154 (male = 121, female = 35). The
guestionnaire consisted of three questions, which are (1) for what reasons you don’t prefer
shopping online? (2) Which of the following statements is your concerned about online
purchases? (3) How often do privacy concerns prevent you from buying products online? The
data was analyzed using percentage analysis and descriptive statistics.

Analysis and Results

A total of 154 questionnaires were returned, giving a 98% response rate. The sample
was, with 121 (78.5%) male respondents and 35 (22.7%) female respondents. The study
examines why the respondents are hesitant to shop online based on closed ended questions.
A cross tabulation was performed to study the behaviours of non-online shoppers.
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Table 1: Descriptive Statistics

Mean | Std. Skewness | Kurtosis
Deviation

| do not know much about using the Internet. 1.29 456 .958 -1.114
| do not know how to shop online. 1.47 .502 .140 -1.037
| do not have a credit card. 1.59 495 -.370 -1.917
| do not have time to shop online. 1.36 482 .613 -1.670
| do not trust to give my credit card and | 1.67 473 -.744 -1.487
personal details.
| never had the opportunity to do so. 1.25 434 1.201 -.575
| am unsure about how to return faulty | 1.45 .501 .197 -1.017
products.
| prefer to visit real shops 1.79 407 -1.489 221
| prefer to be able to examine the physically. 1.64 482 -.613 -1.670
| dislike the idea of shipping charges when | 1.37 486 .551 -1.746
buying on the Internet.
| dislike the idea of buying goods without | 1.37 486 .551 -1.746
interaction with shop assistants.
Online shopping is too complicated. 1.52 .503 -.084 -1.050
It is difficult to judge quality of product. 1.68 468 -.813 -1.378
Product delivery takes too long. 1.58 .498 -.311 -1.958
| worry about product quality. 1.79 407 -.489 221
| worry about getting scammed by the seller. 1.89 315 -.552 1.641
| worry about personal privacy. 1.64 482 -.613 -1.670
| worry about payment security. 1.71 456 -.958 -1.114
| worry about my credit card number being | 1.67 473 -.744 -1.487
stolen on the Internet.
How do privacy concerns prevent you from | 2.23 1.087 452 -1.060
buying products online?

The mean scores, standard deviation, skewness and kurtosis values of the variables
were presented in Table 1. The value of each measurement item shows that the skewness
value ranging between + 2.0. Hence, with generally accepted criteria, the data is considered
to be approximately normal distributed.

Table 2 presents the reason for people do not prefer shopping online. The main
reasons are that they prefer to visit real shops (68.6%). Compared to online shopping,
traditional shopping is often a choice for those who like to interact with salespeople, touch
the merchandise and try out clothes in the fitting room and enjoy the ambience and
experience of going out with friends (Monsuwé, Dellaert, & Ruyter, 2004). A total of 104
respondents indicate that they do not prefer to use online shopping because it is difficult for
them to judge quality of product (66.7%). This result is consistent with the previous findings
that people feel that they might be delivered low quality / unwanted product or fake product
though online shopping (Katawetawaraks & Wang, 2011; Mittal, 2013). Accordingly, they
would prefer to touch and feel product before they make a purchase decision and this
response can immediately discern the quality of a product.
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Table 2: Reason Don’t Prefer Shopping Online

For what reason you don’t prefer shopping online? Frequency | %
(N=154)

| prefer to visit real shops 107 68.6
It is difficult to judge quality of product 104 66.7
| do not trust to give my credit card and personal details 91 58.3
| do not have a credit card 89 57.1
| prefer to be able to examine the product physically 86 55.1
Product delivery takes too long 82 52.6
| am unsure about how to return faulty products 69 44.2
| do not know how to shop online 59 37.8
Online shopping is too complicated 58 37.2
| dislike the idea of shipping charges when buying on the internet 51 32.7
| dislike the idea of buying goods without interaction with shop assistants 48 30.8
| do not have time to shop online 42 26.9
| never had the opportunity to do so 34 21.8
| do not know much about using the internet 32 20.5

In addition, the other reasons for non-online shoppers do not prefer shop online is they do
not trust to give credit card and personal details (58.3%). This reason is associated with the privacy
and security concerns. This result is in line with the findings of other studies that reveal a major
reason impede consumers from online shopping is security problem because they are concern about
transaction security and data personal (Katawetawaraks & Wang, 2011; Lian & Yen, 2013).

Besides, the current study also found that the non-online shoppers do not prefer to use online
shopping because they do not have a credit card (57.1%) and they favour to examine the product
physically (55.1%). Some respondents (52.6%) said that they not prefer to shop online because
product delivery takes too long and this reason is constant with (Dai, Harried, & Salam, 2011) who
revealed that service delivery quality is important antecedent and positively associated with
consumer service enjoyment. However, the other more common reasons are they are unsure about
how to return faulty products (44.2%), they do not know how to shop online (37.8%), and online
shopping is too complicated (37.2%). All these reasons are related with consumer knowledge. These
results confirm the previous findings of prior researchers that found internet knowledge and level of
education are important predictors in online purchasing among university students (Dhanapal,
Vashu, & Subramaniam, 2015). This in turn explains that although the evolution of e-commerce is an
important factor in shaping consumer purchasing behaviour, socioeconomic factors are also seen to
contribute to the level of user's internet knowledge (Hernandez, Jiménez, & José Martin, 2011; Nazir,
Tayyab, Sajid, Ur Rashid, & Javed, 2012).
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Table 3: Concern about Online Shopping

Which of the following statements is your concerned about online | Frequency | %
purchases? (N=154)

| worry about getting scammed by the seller 131 84.0
| worry about product quality 128 82.1
| worry about payment security 110 70.5
| worry about my credit card number being stolen on the internet 92 59.0
| worry about personal privacy 89 57.1

When respondents were asked about their concerns towards online purchases (Table 3), the
top two statements stated by them were they worry about getting scammed by the seller (84%) and
they also worry about product quality (82.1%). These findings may be due to their concerns about
the item would not perform as expected since they are unable to physically examine products before
buying online (Dhanapal et al., 2015; M. M. Kumar & Sobha, 2015). This concern is referred to as
performance risk which is potentially causes the buyer to making loss if they receive product that fails
to perform as expected or they may receive a product that the actual features does not match the
ones mentioned on the website (Nepomuceno, Laroche, & Richard, 2014). This proves that non-
online shoppers are more vigilant about the money losses as compared with online shoppers
(Mutum; & Ghazali, 2006).

The respondents also worry about payment security (70.5%). This means that non-online
shoppers are concerned if they have made payments to the vendor, but the goods may not be
delivered. In addition, the respondents also worry about their credit card number being stolen on the
internet (59%) and they also worry about personal privacy (57.1%). This study shows that
respondents are concerned about their online security. Some researchers believe that consumers
who are concerned about privacy security (such as their full name, address and phone number) are
more easily dealt with than consumers who are concerned with security of payments. Online vendors
only need to convince the consumers about the security of their personal data. Instead, consumers
will be concerned about the credit card payment because they need to enter their own credit card
number and password on the website. In sum, those who believe that online transactions are
susceptible to frauds and thus not secure are less likely to purchase online (V. Kumar & Dange, 2014;
Nepomuceno et al., 2014).

Table 4: Privacy Concerns of Non-Online Shoppers

How do privacy concerns prevent you from buying Frequency (N=156)
products online? Male Female Total
(N=121) (N=35) (N=154)

Always 33 12 45
Most of the time 38 10 48
About half the time 18 5 23
Once in a while 28 7 35
Never 3 0 3
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Table 4 shows the privacy concern prevent respondents form buying products online.
Respondents place privacy concerns to make online purchases for “most of the time” and “always”
are represented by 60.4% respondents. The results also show that non-online shoppers’ concern
about their privacy is of frequency. This study reveals that both genders are highly concerned about
the privacy and security issues and have an impact on their intention to purchase through online.

Implications and Conclusions

By analyzing the concerns related to shopping online, this study attempts to investigate the
factors that become barriers to the non-online shoppers to purchase online. A clear understanding
of the consumers’ concerns, needs and wants is crucial for improving marketing strategies for
internet stores. The major findings of this study emphasize the importance of managing negative
online customer perceptions. The results show the main reason respondents do not prefer to shop
online is that they are concerned about the quality of a product. Hence, online vendors may use the
findings of this study to improve their online store designs, streamline their online business
operations, and improve their customer support services.

In addition to concern towards quality of a product, this study found that non-online shoppers
are also concerned toward privacy security. Risk perceptions regarding online purchase/internet
privacy and security have been identified as issues for online shoppers specifically for students in
higher learning education. It is commendable then that online sellers make the efforts to display
privacy policy information to leverage on privacy protection as their selling point (Tsai, Egelman,
Cranor, & Acquisti, 2011). It is important for online retailers to understand the motivations and
barriers to online purchase, especially in enhancing their digital marketing strategy. The effectiveness
of using the digital marketing channels like company websites, mobile apps and social media
company pages will help to reach potential customers, also to develop customers relationship
(Chaffey, 2018). Otherwise, online vendors must keep track of fast moving digital marketing to craft
relevant strategy moving forward.

Furthermore, the findings of this study not only contribute to the enrichment of knowledge
for online vendors but also benefited traditional sellers, perhaps for traditional retailers is to create
with the strategy and meet the changing expectations of consumers. The current study assures that
although most university students love to shop online, shopping at the real stores still has its own
fans. Furthermore, stress-filled life on campus causes university students to search for space and
opportunity to entertain themselves with their friends on the weekend causing shopping in the real
store to be a fun experience. It is clear that despite competition with online vendors, the opportunity
for the traditional sellers to sell their products at the real stores remains. Nevertheless, when it comes
to customers experience, traditional retailers can create unique experience by express the brand and
product in a creative way. It will encourage customers to visit the stores frequently. Traditional sellers
may provide the comfortable shopping environment and offer more attractive after-sale services, not
offered by online vendors. Since many non-online shoppers reluctant to shop online due to doubts
about the quality of the items to be bought, this group should be very cautious and prefer to interact
with salespeople before making a purchase decision. Accordingly, the traditional retailers should
improve the behaviors and skills of their salespersons to convince their customers.

In sum, the findings of this study are consistent with previous research findings and help in
bridging research gaps that has been identified. This is thought to have made an important
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contribution to enhance and extend our understanding about the reasons for non-shoppers prefer
traditional shopping and the reasons they are reluctant to purchase online. In conclusion, the
contributions reported from this study will certainly overcome some shortcomings in the current
literature.
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