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Abstract 

Within this research we want to study about the factors affecting students' perception of online 
shopping, since in this time the internet is being used as the primary source to provide information 
and its application has been vastly exploited for our own conveniences. Derived from our literatures, 
we confirmed that the variables: (1). Convenience, (2). Ease of use, (3). Usefulness, (4). Privacy and 
security, and (5). Saves money, time and effort, are the main factors in affecting a student to pursue 
with online purchases. We use the Technology Acceptance Model (TAM) and the Theory of Planned 
Behaviour (TPB) as the theoretical foundations, and 200 questionnaire respondents from a private 
university in Malaysia as our samples. Further, we use the Descriptive Analysis, the Reliability 
Analysis and the Multiple Regression Analysis to process the data. We believe that the data collected 
is highly beneficial and valuable to students, supervisors, academics, researchers, learning 
institutions, business organisations and the government as we are able to gauge and understand the 
factors affecting students' perception of online shopping. However, our theoretical framework 
limiting us to focus on abovementioned four variables, and we will open several possibilities for 
future researches, whereby one can focus more on other influencing factors such as trust, risk, 
complexity, pervasive technology usage, and tech-savvy future generations. 
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INTRODUCTION 

Online shopping has become an important part of our daily lives. With the rapid growth of 

online technology, the advantages of the online platform can be leveraged by developing the 

appropriate shopping tools. What more, with the recent pandemic worldwide, online shopping has 

become an easier way to enable everyone to access their shopping from a click of a mouse. Online 

shopping is an action or activity of purchasing goods and services through the internet. People go 

online, log in to a shopping website, purchase goods and services, and make delivery arrangements. 

The buyer usually pays with a credit or debit card or through a third party online transfer or cash 

upon delivery of the goods and services. Online shopping has grown popular in recent years, 

primarily because people look for its convenience, ease of use, usefulness, and can save money, 

time, and effort. Online shopping has also attracted the attention of students in this generation. The 

main purpose of this research is to study the factors affecting students’ perception on online 

shopping. Online shopping gradually has replaced physical shopping due to limited time, traffic jam, 

crowded and etc. Therefore, online shopping is becoming more popular as it can be easily accessed 

in everyday life. From the consumers’ perspective, online shopping has a lot of advantages 

compared to physical shopping as it can save money, time, and effort (Liu et al., 2012, Kim et al., 
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2008). We believe these benefits have an important and significant effect on the behavior of 

consumers towards online shopping (Delafrooz et al., 2011).  

 

LITERATURE REVIEW 

From the 1990s, online shopping is getting more popular, the number of consumers has been 

increasing on purchasing various products through the Internet (Zhou, and Zhang and Dai, 2007). 

According to 2017 Malaysia's Top E-Commerce Website (2017), the top website that people do 

online shopping is Lazada in Malaysia, with 30,300,000 visitors per month in June 2017, followed 

by 11street Malaysia with 10,200,000 visitors per month, followed by Lelong.my, with 6,200,000 

visitors (Top e- commerce sites in Malaysia 2017, 2017). Rohm and Swaminathan (2004) also show 

that online shopping is an infrastructure that makes it easier for customers to search, contrast, and 

access relevant information. Therefore, online shopping has become a section of people's daily lives 

(Noort, Kerkhof, and Fennis, 2008). 

Past research has found that "Convenience" is an important variable of online shopping 

(Clemes et al., 2014). Burke (1998) pointed out in his research that convenience is the most 

regularly cited reason for online purchasing. According to Delafrooz, Khatibi, and Paim (2010), 

convenience is the reason for influencing the ability of customers to shop online. The major 

motivation for online purchasing is more convenient than shopping in traditional stores (Delafrooz 

et al., 2009). Malaysian Internet users who do purchasing at online shops seek opportunities such 

as convenience, cost savings, low prices, easy method to search for information, and 24-hour 

service (Zuriahti Azura, 2010). Consumers' perceptions of interest include convenience, company 

name, freedom of choice, information enrichment, and familiar homepage design, which have an 

important relationship with attitudes on online shopping (Shwu-Ing, 2003). Furthermore, 

convenience variables are significantly related to purchase behavior through online advertising 

(Hasan and Rahim, 2004). Convenience includes factors such as time, energy, and anxiety (Cho and 

Sagynov, 2015) and the ability to compare many products in one place at any time (Hung et al., 

2014). Besides that, compared with physical stores, it is more convenient for customers to feel more 

convenient when shopping online (Delafrooz et al., 2010). The major opportunity for online 

purchasing is that customers can buy at any time of the day or where (McKinney, 2004; Kim and 

Kim, 2004 as cited in Delafrooz, Paim, & Khatibi (2010). 

Later, the "Ease of use", as our second variable, is the degree to which people think that 

using a new technique is not laborious, according to the studies of Davis (1989), Davis, Warshaw, 

and Bagozzi (1989). When this environment was applied to online shopping, the ease of use means 

that consumers think that spending the least amount of money and effort on the Internet (Davis, 

1989). Perceived ease of use is a standard that people consider, to be honest, that is, they can use 

technology or systems to find information without any effort (Davis, 1989). Perceived usefulness is 

theconsumer's perception of the results of online purchasing experiences, and perceived ease of 

use is their perception of the process leading to the ultimate online shopping result (Monsuwe, 

Ruyter, and Dellaert, 2004). Selamat, Jaafar, and Boon (2009) clarify that consumers prefer to have 

a more simple and user-friendly system when shopping online. On the opposite, if users realize that 

using the site is difficult and unfriendly for them, the intention to buy online will be reduced (Green, 

Pearson, and Pearson, 2007; Cheng and Yee, cited in 2014). Oentario et al. (2017) showed that ease 

of use has a direct and important effect on the attitudes of the consumers. Furthermore, it has been 
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found that researchers have drawn out that the ease of use had a good relationship with online 

purchase intentions through past research. There is a positive impact between perceived ease of 

use and willingness to make online purchases. The ease of use of technology and the online 

purchasing experience satisfaction are important for online user predictions (Ramayah & Ignatius, 

2005). 

Teck (2002) pointed out that usefulness as the main factor in online shopping. Davis (1989) 

found that the relative strength that compared between the usefulness to usage relationship, and 

the ease of use to usage relationship. But according to those studies, the usefulness is more 

important factor than the ease of use to the usage, since this might change the consumers behaviors 

and attitudes. The variable of "Usefulness" is the individual's perception to consider that the use of 

new technologies will enhance their performance (Davis, 1993). We can say that internet can 

improve customers' performance or productivity, including their own shopping experience 

(Monsuwe, Ruyter and Dellaert, 2004). The "Usefulness" of perception was associated with the 

result of the shopping experience (Monsuwe et al., 2004). Shadkam, Kavianpour, Honarbakhsh, and 

Wan (2013), once more highlighted that "Usefulness" is more effective than "Ease of use" in 

shopping willingness. There are five indicators that can be used to measure the "Usefulness" of 

perception: fast, save time, ease, reduce cost, and overall usefulness (Renny, Guritno and 

Siringoringo, 2013). 

Another factor affecting online shopping is "Security and privacy". Ramayah, Teck, Aafaqi, 

and Dahlan (2003) pointed out that the main obstacles to adopt electronic retail are the customer 

beliefs in security and privacy problems, and to solve this issue we require improving technology. 

Consumers are reluctant to conduct Internet transactions, in part because of barriers to purchase 

on the internet, security, and privacy issues (Grandinetti, 1996; Udo, 2001). Our experiences 

showed that the internet user is very emphasized their privacy and security, because they need to 

feel secure and protect their personal information. However, privacy was not solely associated with 

the company's decision to process consumer data, because of the presence of third-party consumer 

data that might misissue consumer data, such as identity theft and hacker. Salim (2000) refers that 

in the future, hackers will not only inside the company, and it still may come from other places that 

are external or unrecognizable. According to Guo Xiaoying, Guo Cuiling, and Liu Min (2012), 

security means that online shopping sites can protect their consumers' private information from 

any potential threats from the information that unauthorized use in the business deal. The primary 

part is about transaction security and online data, and the second part is based on user 

authentication (Guo, 2012). Privacy and security issues are the most important factors to keep trust 

in online transactions and the website (Chellappa, 2002). To appease this issue, Yu and Abdulai, 

(2000) showed that the government's role to promote the growth of Internet shopping must be 

inline with the consumer security protection. 

The last factor we discuss is " Saves money, time and effort ". Comparing to the traditional 

shopping, which was considered to take more time, online shopping was considered attractive 

(Alreck and Settle, 2002). Besides that, Malaysian Internet users who shop online seek 

opportunities like lower prices, convenience, cost savings, easy methods to search the information, 

and 24-hour service (Zuriahti Azura, 2010). It's very convenient to provide information at the same 

time because users can save time and get product information such as comments on specific 

products before purchasing any products (Muda, Mohd, and Hassan, 2016). Consumer perceived 



International Journal of Entrepreneurship, Business and Creative Economy (IJEBCE), Vol. 1 (1), 13-24 
Factors Affecting Students' Perception of Online Shopping 

Anushia Chelvarayan, Chew Sin Jie, Yeo Sook Fern  

16 │ 

ISSN 2775-3085 (Online) | 2775-3107 (Print) 

benefits comprised their need or advantage for online shopping, including convenience, easy access 

to information, and save time and price advantages (Shwu- Ing, 2003). According to Azura (2010) 

and Ho (2013), the most popular benefits shown in past studies are convenience, low prices, easy 

access to information, 24-hour service, and cost savings. Time-saving and convenience are the most 

significant reasons for customers to purchasing at online (Chen, Hsu & Lin, 2010). The research of 

Ngugi (2014) shows that products are easy to compare, time-saving, convenience, and price 

advantage are the reasons for adopting purchasing online. Online shoppers usually spend less time 

than physical shoppers at a retail store due to many time-consuming activities related to traditional 

retail stores such as long queues, parking the car, driving to a store, and more (Rohm and 

Swaminathan, 2004; Bellman et al., 1999). In fact, most consumers emphasize saving money and 

time when shopping online (Horrigan, 2008). 

Entailing the abovementioned factors, we adopt the Technology Acceptance Model (TAM) 

and the Theory of Planned Behaviour (TPB) into our theoretical foundations. The Technology 

Acceptance Model (TAM) has been developed by Davis in 1989. It has relied on the theory of 

reasoned action (TRA), and it has been the influential technology acceptance model (Neil Charness, 

2016). The two of the major factors, which are ease of use and usefulness, can access the 

acceptability of an information system. This model has been widely praised and used by popular, 

although many models have been recommended to describe the relationship in the information 

systems field. Davis defines the usefulness of perception as the subjective probability of the 

targeted user, using a specific application framework can enhance his or her life or work 

performance. Perceived ease of use (EOU) can be defined as the extent to which the target system 

a prospective user to be effortless. Their ease of use and usefulness are expected to influence the 

individuals' attitudes of using the system, and they also illustrate the different intents of using the 

system. TAM also believes that the synergy between ease of use and usefulness, which also suggests 

that the ease with which the system is used can affect their perception of the system’s usefulness 

(Vijayasarathy, 2003).  

The Theory of Planned Behavior (TPB) began in 1980 with the Theory of Reasoned Action 

(TRA) in 1980 as well, which aims to forecast an intention of an individual to undertake some 

behaviors at a certain time and place. The intention is presented to describe the factors that 

influence behavior. The theory's purpose is to describe all of the behaviors, which can be controlled 

by people themselves. The major element of the model is behavioral intention. The behavioral 

intention was affected by the behavior attitude towards the probability of the expected outcome 

and the subjective assessment of the risk and benefit of the result. This shows how people will try 

to implement many of the tasks in the plan to perform the behavior (Ajzen, 1991). The theory of 

planned behavior (TPB) has made a variety of innovations by increasing the structure of perceptual, 

behavioral control (Ajzen 1991). The use and satisfaction theory to addresses the motivation and 

satisfaction with the use of communication media or technology and to support acceptance and 

behavior technology (Katz, Blumler and Gurevitch 1973). How strong an individual's attempt to do 

this is and how well the person controls the behavior will affect whether he or she is involved in 

the behavior. 
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RESEARCH METHOD 

The dependent and independent variables provided in our research framework, in Figure 1, shows 

the relationship between these two variables. Research framework has been set up based on the 

relationships between "Students' Perception on Online Shopping" as dependent variable and 

"Convenience", "Ease of use", "Usefulness", "Privacy and security", and "Save money, time and 

effort" as independent variables. The independent variables are used as intermediary variables to 

measure factors affecting students' perception of mobile learning. 

Based on the research objectives, this paper will be analysingfive different hypotheses 

derived from the research framework. These five hypotheses are to examine the significant 

relationship between convenience, ease of use, usefulness, privacy and security and save money, 

time and effort with students' perception of online shopping. They are: 

 

H01: There is no a significant relationship between convenience and students' perception of online  

           shopping. 

H02: There is no a significant relationship between ease of use and students' perception of online  

shopping. 

H03: There is no a significant relationship between usefulness and students' perception of online  

           shopping  

H04: There is no a significant relationship between privacy and security and students' perception  

          of online shopping 

H05: There is no a significant relationship between save money, time and effort, and students'  

           perception of online shopping 

 

The population used in this study is a group of students from a Private Higher Learning Institution 

in Malaysia. With the total number of respondents is 200 students, we use non-probability 

(Convenience) sampling; whereby we selected samples based on subjective judgment, because of 

its speed, cost- effectiveness, and availability. We use questionnaires distributed through face to 

face and electronic form. Our Reliability Analysis measures the reliability of variables of the 

research, by using the Cronbach’s Alpha values to estimate the significance. Table below shows the 

values for dependent and independent variables. From the table below, the variables range from 

0.719 to 0.817. Overall, if the Cronbach’s Alpha value exceeding 0.7 is count as acceptable and 

measurement is good when the value is over 0.8. Therefore, all variables of this research are being 

accepted due to all of them have the Cronbach Alpha value that is above 0.7. 

 In order to analyze the demographic data, the concepts captured under this study, and their 

relationships, Statistical Package for the Social Sciences (SPSS) is used in this study. The data 

analysis method used is shown below. 

Table 1: Cronbach’s Alpha Value 

No Variable Item No. Of Item Cronbach’s Alpha 

1 Online Shopping 27 0.817 

2 Convenience 4 0.782 

3 Ease of Use 5 0.768 
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4 Usefulness 5 0.725 

5 Privacy and Security 5 0.719 

6 Save Money, Time and Effort 5 0.744 

 

 

Figure 1: Research Framework (Developed for this research) 

 

FINDINGS AND DISCUSSION 

The findings are presented in the tables below to provide a clear understanding. The hypotheses 

developed have also been tested and summarized as follows: 

 

Table 2: Demographic Information 

Variables  Frequency Percentage 

Gender Male 
Female 

80 
120 

40.0 
60.0 

Age 18-20 40 20.0 

 21-23 152 76.0 

 24-26 8 4.0 

 27 and above 0 0 
Education level Foundation 27 13.5 

 Diploma 35 17.5 

 Degree 138 69.0 

 Master/PhD 0 0 
Monthly Pocket Less than RM500 7 3,5 
Money RM500-RM750 12 6.0 

 RM750-RM1000 141 70.5 

 More than RM1000 40 20.0 
Weekly Online Once a week 167 83.5 
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Purchase 2-3 times a week 
More than three times a week 

29 
4 

14.5 
2.0 

 

Table 2 summarises the demographic information collected for this research, with a total of 

200  respondents who are students from a Private Higher Learning Institution. 

Table 3: Reliability Analysis 

Variables Number of Item Cronbach’s Alpha 

Convenience (CON) 4 0.782 

Ease of Use (EOU) 5 0.768 

Usefulness (USE) 5 0.725 

Privacy and Security (PNS) 5 0.719 

Save Money, Time & Effort (SMTE) 5 0.744 

Online Shopping 7 0.817 

 

Cronbach's Alpha for each variable is shown in Table 3. All the independent variables have 

the same number of items, which is five items with the exception of convenience, i.e. only four items. 

The dependent variable in this research has seven items. The result of Cronbach's Alpha showed all 

above 0.7 and means all the variables are acceptable in this study. The highest Cronbach's Alpha of 

independent variables is convenience, which is 0.782, ease of use is 0.768, save money, time and 

effort are 0.744, usefulness is 0.725, and privacy and security is 0.719. At the same time, the 

dependent variable of online shopping showed the value of Cronbach's Alpha is 0.817. 

 

Table 4: Coefficients 

Unstandardized Coefficients Standardized Coefficients 

Model B Std.Error Beta t Sig 

(Constant) 1.666 0.552 
 

3.019 0.003 

CON 0.416 0.089 0.388 4.657 0.000 

EOU -0.523 0.118 -0,456 -4.445 0.000 

USE 0.219 0.126 0.194 1.740 0.083 

PNS -0.401 0.107 -0.349 -3.748 0.000 

SMTE 0.812 0.104 0.763 7.830 0.000 

 

Table 4 shows save money, time, and effort has the highest beta value in the unstandardized 

coefficient of 0.523. This means saving money, time, and effort is the strongest independent 

variable to influence students' perception of online shopping. The lowest beta value in the 

unstandardized coefficient is usefulness, which is 0.219. Table 4 shows the result of coefficients 
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analyzed by SPSS. Table 4 demonstrates the relationship between dependent and independent 

variables through multiple linear regression analysis. The hypothesis is supported if the p-value 

(significance level) does not exceed 0.05. In this research, five independent variables are tested, and 

four of them are significant. The four independent variables have the same significant value of 

0.000, which are Convenience, Ease of Use, Privacy and Security, and Save Money, Time, and Effort. 

Lastly, the only independent variable whose significant value exceeds 0.05 is usefulness (0.083). 

 

Table 5: Hypotheses summary 

Hypotheses P-value Findings 

H1: There is a significant relationship 

between convenience and students' 

perception of online shopping. 

0.000 Supported 

H2: There is a significant relationship 

between ease of use and students' perception 

of online shopping. 

0.000 Supported 

 
H3: There is a significant relationship 

between usefulness and students' perception 

of online shopping 

 
0.083 

 
Not 

supported 

H4: There is a significant relationship 

between privacy and security and students' 

perception of online shopping 

0.000 Supported 

H5: There is a significant relationship 

between save money, time and effort, and 

students' perception of online shopping. 

0.000 Supported 

 

Table 5 shows the result of coefficients analyzed by SPSS. If the significant value (also 
known as the p-value) does not exceed 0.05, the hypothesis is supported. According to the table 
above, four independent variables are significant among the five independent variables. 
Convenience (0.000), ease of use (0.000), privacy and security (0.000), and save money, time and 
effort (0.000) are significant in this research. In contrast, usefulness (0083) is insignificant in the 
research as it exceeds 0.05. 
 
CONCLUSION 

This research was to investigate factors affecting students’ perception on online shopping. 
This research will be the future studies for online shopping in Malaysia especially during this global 
pandemic challenge faced by the entire world. The findings of the research could contribute to the 
development of online shopping platforms especially for students’ market. This finding is useful for 
online platform or application developers, whereby they can use the findings from this research to 
enhance their existing platforms or develop new platforms specially dedicated to students. 

Moreover, this research will not only bring the advantage to online sellers, but it will also 
help any company and organization that might transform their business into an online system. This 
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research can be a guide for them to get a smooth start in e-commerce and develop their function of 
operation in the future if the students are their target market. 

In addition, online sellers can eliminate the redundant process of online purchasing and 
enhance the quality of online purchasing, such as enhancing the ordering process, which can 
generate customer search products and place their order in simple few steps. Besides that, the 
online seller can also enhance their privacy and security system to make the consumer feel more 
secure when shopping online. Therefore, by undertaking online shopping, consumers believe they 
can save a lot of time and effort. 

However, there are some limitations that should be considered when conducting research. 
Firstly, the sample size in this research was small, with only 200 respondents. Therefore, the 
findings might not be able to provide the perception of online shopping among students across 
Malaysia’s universities. 

Secondly, the data cannot be collected smoothly in a short period of time. This is because 
most of the respondents are not willing or do not have time to fill up the questionnaire. This makes 
data collection becomes difficult for researchers. 

Further research is recommended to obtain a larger sample size from students who are 
from many universities in Malaysia. A larger sample size allows the researchers to draw a stronger 
conclusion about the relationship between the variables. The questionnaires should be distributed 
to more than one location to increase the accuracy of the data obtained. In conclusion, students' 
perceptions of online shopping are clearly shown in this research. Therefore, mobile learning 
developers can attract more users by developing better user-accepted mobile learning systems and 
promoting their benefits to students. 
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