
iii 

 

TABLE of CONTENTS 

           Page 

 

ABSTRACT          i 

ACKNOWLEDGEMENTS        ii 

LIST OF FIGURE         vii 

LIST OF TABLE         viii 

 

CHAPTER 1  INTRODUCTION 

1.1 Introduction         1 

1.2 ICT and e-commerce in Malaysia      3 

1.3 An overview of Internet shopping in Malaysia    5 

1.4 Problem statement and objectives of the study    8 

1.5 Significance of the study       10 

1.6 Organisation of the study       11 

 

CHAPTER 2  LITERATURE REVIEW 

2.1 Introduction         13 

2.2 Consumer online behavior and technology    13 

 2.2.1 Technology Acceptance Model     16 

2.3 Internet shopping and trust       20 

2.4 Trust          21 

 2.4.1 Definition of trust       22 

 2.4.2 The importance of initial trust on Internet vendor  24 

2.5 Elements of initial trust       26 

2.6 Intention to purchase online      36 

2.7 Proposed conceptual model      37 

2.8 Chapter summary        39  



iv 

 

CHAPTER 3 HYPOTHESES DEVELOPMENT AND MEASUREMENT 
DEVELOPMENT 

3.1 Introduction         40 

3.2 Hypothesis development       40 

 3.2.1 Perceived trusting belief on Internet vendors and  

initial trust in Internet shopping     40 

 3.2.2 Perceived technical competency on Internet vendors and  

initial trust in Internet shopping     42 

 3.2.3 Perceived organizational compliance and initial  

trust in Internet shopping      44 

 3.2.4 Trusting culture and Propensity to trust    45 

 3.2.5 Personal experience and Propensity to trust   46 

 3.2.6 Propensity to trust and Initial trust in Internet shopping  47 

3,2,7 Initial trust in Internet shopping and Intention to   

purchase online       47 

3.3 Definition and measurement of constructs    49 

3.4 Chapter Summary        53 

 

CHAPTER 4 RESEARCH METHODOLOGY 

4.1 Introduction         54 

4.2 Research designs        54 

4.3 Design of the survey Instrument       54 

4.4 Sample selection and sampling method     56 

4.5 Results of sampling        57 

4.6 Respondents’ profile       58 

4.7 Descriptive Statistics of the Survey Data     61 

 4.7.1 Data preparation       61 

 4.7.2 Characteristics of the variables scores    61 

 4.7.3 Normality of Data       61 



v 

 

 4.7.4 Linearity        62 

 4.7.5 Homoscedasticity       62 

 4.7.6 Multicollinearity and Singularity     63 

 4.7.7 Examination of outliers      63 

4.8 Reliability and Correlation       64 

 4.8.1 Reliability Test       64 

 4.8.2 Correlation        64 

4.9 Principal Component Analysis      67 

4.10 Chapter Summary        71 

 

CHAPTER 5 DATA ANALYSIS AND RESULT 

   

5.1 Introduction         72 

5.2 Descriptive analysis        72 

5.3 Ranking order of importance antecedents    74 

5.4 Analytic Method-PLS path modeling     76 

5.5 Assessment of measurement model     77 

 5.5.1 Internal consistency and reliability of measures   78 

 5.5.2 Convergent validity of measures     78 

 5.5.3 Discriminant validity of measures     83 

5.6 Assessment of the structural models     84 

5.7 Results and hypothesis test      85 

 5.7.1 Overall Model       85 

 5.7.2 Examining the Separate Perceived Trusting Belief  

on Internet vendors and Perceived Organisational  

Compliance        87  

5.8 Chapter summary        90 

 

 



vi 

 

CHAPTER 6 DISCUSSION AND CONCLUSION 

 

6.1 Introduction         91 

6.2 Discussion of results       91 

 6.2.1 Perceived trusting belief on Internet vendors   94 

 6.2.2 Perceived technical competency on Internet vendors  96 

 6.2.3 Perceived organisational compliance    98 

 6.2.4 Propensity to trust       100 

 6.2.5 Cultural environment      101 

 6.2.6 Experience        101 

 6.2.7 Initial Trust in Internet shopping     102 

6.3 Implication and recommendation      103 

6.4 Contributions of the study       104 

6.5 Limitations of the study       105 

6.6 Suggestion for future research      107 

6.7 Conclusion         108 

 

REFERENCES         110 

 

APPENDIX  I   Questionnaire     121 

APPENDIX II   SPSS analysis data     127 

APPENDIX III  The ranking order of each important factor 133 

 

 

 

 

 

 

 



vii 

 

LIST of FUGURES 

 

Figure 2.1 Proposed conceptual model     38 

Figure 3.1 Conceptual model and the proposed hypotheses  48 

Figure 4.1 Moderated conceptual model     70  

Figure 5.1 Partial Least Squares Analysis Procedures   77 

Figure 5.2 PLS Analysis of Proposed Structural Model   85 

Figure 5.3 PLS Analysis of Proposed Structural Model  

(Perceived Trusting Belief and Perceived Organisational  

Compliance Examined Separately)    89 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



viii 

 

LIST of TABLES 

 

Table 1.1 Percentage share of household user base   7 

Table 3.1 Definition and measurement of constructs   50 

Table 4.1 Results of sampling       57 

Table 4.2 The demographical profiles of respondents   60 

Table 4.3 Cronbach’s alpha value of constructs and correlations  66 

Table 4.4 KMO and Bartlett’s Test of Sphericity for variables  68 

Table 4.5 Goodness of Data       71 

Table 5.1 Descriptive analysis of items     74 

Table 5.2  The ranking order of each factor ranked by respondents 75 

Table 5.3 Factor loading and cross loading     80 

Table 5.4 Composite reliability, AVE and inter-construct correlations 82 

Table 6.1 Summary of results of hypotheses testing   93 

 

 

 

 

 

 

 

 

 

 


