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Abstract: E-shopping is increasingly becoming most popular in Malaysia by supplanting the traditional store
shopping behavior of the large number of customers. The main purpose of this study 1s to test the critical
factors that are influencing the Malaysian consumers towards e-shopping. A total of 255 valid cases were
selected for data analysis through self-admimstered questionnaires by using the random sampling method. The
data were collected from those Malaysian consumers who had a mimmum experience on e-shopping.
Descriptive statistics was employed to identify the respondents” demographic information. The data were
examined using the associated principal components and exploratory factor analysis as well as computation
on correlations to identify the factors that are influencing the Malaysian consumers on e-shopping, to
determine the underlying dimensionality, convergent validity and discriminant validity. Tmportantly, this study
employs the Structural Equation Modeling (SEM) technique to perform a confirmatory factor analysis and test
the hypothesized positive correlation between the exogenous and the endogenous constructs. Based on the
statistical analyses, the resultant findings revealed that cognitive, perceived usefulness and perceived ease of
use had a positive impact on the e-shopping under the Malaysian context. The main contribution of this study
1s that 1t recommends a way to assess the integrity of the online vendors in order to frame further strategies that
can conducively attract the Malaysian consumers to interact in the e-shopping activities. This study has

proposed a hypothesized model that needs further investigation for future researches.
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INTRODUCTION

The popularity of using e-shopping 1s rapidly
mcreasing all over the world n which more than 60% of
the people have been involved with e-shopping in the
past two years (Admin, 2012). Malaysian people are
increasingly becoming internet users in the present day
world. Globalization and the advance of new
technological developments have opened up a a new era
of e-shopping (Ramayah and Ignatius, 2005) while the
ease of obtaining information on goods and services,
mostly through the mternet, has considerably mcreased
the growth of e-shopping globally, thus, opening the
opportunity for further rapid changes in in the e-shopping
mdustty to enable the trading system by way of
facilitating to customize and distribute the products
towards the customer-friendly trading industry while
concurrently creating a healthy business competition
among the online retailers (Al-Maghrabi et al., 2011),
hence, the e-shopping customers can have a wider
range of option to choose the products offered while
the retailers are competing in an overcrowded market
(Celik, 2011) with the subsequent result of mobilization of

efforts by the retailers worldwide in consolidating their
businesses in order to strengthen their scope of success
in the online market and gain the adventage of the
challenges that they can successfully overcome.
However, in view of the low cost of managing the online
retail business, it gives rise to a vast potential of
possibilities to access the new and powerful channel of
information and communication to both businesses and
consumers (Al-Maghrabi et al, 2011), as well as to
manufacturers and distributors through the mternet as a
tool for business entities to advertise their products more
widely and effectively (Celuch et al., 2007). Furthermore,
customers can have the flexibility on wider choices of
products in terms of quality and price comparison through
ease of access to information from different sources at
therr convemence without having to emcumber
themselves with the restriction of time and space
(Brymjolfsson and Smith, 2000). Hence, the new
challenges facing the e-shopping industty are on
maintaining the retention of loyalty by their customers for
the online retailers and in order to attain this, it 1s
important for the online retailers to specifically
understand the factors that attract and encourage their
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consumers to repeat their online shopping as often as
possible through various means, such as, price discount
for purchase above certain amount or rewards on
purchase certain nuber of goods in their e-shopping
activities.

The acceptance of e-shopping varies
developed and developing countries (Celik, 2011), in
which a number of research gaps need certain logical
explanations in these countries (Alam et o, 2008).
Ong (2010) stated that in the early 2010, the number of
mtermnet users was 17.5 million and internet buyers
were 8.9 million according to the Malaysian online
shopping statistics. Furthermore, the estimation on
internet users was 18.3, 2011 and 18.9 million in 2012.
Similarly, the estimation on internet buyers was 9.7, 2011
and 10.5 million in 2012, E-shoppers are distributed mto
five major job categories, such as, top management
executives, business men, self-employed sector of the
public, blue collar workers, retired and unemployed
persons, housewives as well as other white collar workers
(Ong, 2010), in which top management executives are the
greatest online e-shoppers who are supposed willingly to
use the internet for consumption of their chosen products
and services, as a result of which they are quite proficient
in accessing the internet for other various purposes. In
fact, the understanding of the consumers' acceptance on
the online shopping (Zhou et al., 2007) and assessing
the driving forces behind the choice of virtual stores
(Celik, 201 1) are extremely important for the online retailers
due to the intensive market competition. The development
of marketing strategies on the online success is
equally very important, especially, with respect to the
achievement of success in the internet market. The
understanding of acquiring knowledge on the e-shoppers'
shopping behavior is essential for the customer
relationship management (Zhou et al., 2007). Thus, having
a clear understanding on how consumers influence the
internet markets to make purchasing decisions in the
electronic environment (Wu and Lin, 2006) would much
help the marketing managers in deriving competitive
and adequate marketing strategies for their respective
e-businesses.

However, there 15 a
e-shoppimg but most of the researches are tailored to
examine the customers’ attitudes and intentions
towards e-shopping. This study is intended to provide
data on the actual e-shopping behavior of the Malaysian
mternet users. The main objective of this study 1s to
investigate the significant relationship of cognition,
perceived usefulness and perceived ease of use in
selecting e-shopping among the Malaysian consumers.
The technology-oriented view of the

between

series of researches on

consumers'

acceptance of e-shopping is quite essential as
without development of the associated technology,
e-shopping busmess cannot expect to achieve its
intended ultimate billion-dollar objective (Zhou et al.,
2007). Internet users’ attitude towards perceived
usefulness  and perceived ease of use is highly
significant, as it decides whether users are willing to
use the internet as a tool for thewr shoppmng purpose.
The technology’s usability and usefulness that can
attract e-shoppers have been explained by a number
of researchers (Celik, 2011; Ramayah and Ignatius, 2005)
in which cogmtion has a positively significant impact
on e-shopping (Rahman et al, 2013; Celik, 2011;
Foucault and Scheufele, 2002; Limayem e# al., 2000).

MATERIALS AND METHODS

Conceptual research framework

Cognition: Cogmtion 1s the ‘subjective act of the mind’
can be defined as the perceived opinien of others on the
particular behavior in question (Chang and Chen, 2009,
Chang et al., 2010) as cognition or the subjective act of
the mind has a sigmficant relationship on behavioral
intention to e-shopping (Ramayah and Ignatius, 2005).
Consumers are concerned on the risk and the
uncertainty of the outcome when conducting transaction
with e-shopping (Hansen et al., 2004), as the customer
has no conclusive mformation on the trustworthiness
of the online vendors and the authenticity of their
products, thus, access to available reliable sources from
the respective reference group 1s unportant for conducting
e-shopping (Hansen et af., 2004), since the reference
group can confidently influence the consumers who can
get an accurate idea mn performing their e-shopping
without a lingering doubt. In addition, the reference group
also can help consumers to confirm on the decision to
buy the products from the e-shopping. Bosnjak et al.
(2006) posited that youth consumers were more motivated
than teenagers to engage m e-shopping, since teenagers’
decision could be favourably affected by their family
when they were shopping online. Furthermore, consumers
have more confident to use the internet for online
shopping when their friends and relatives use the same
medium of shoppmg (Foucault and Scheufele, 2002).
Higher subjective act of the mind due to previous
experiences can also influence consumers to make a
decision on e-shopping (Chang et al., 2010). Malaysian
consumers’ trend to rely on others and wait for
suggestions with regards to doing something new can be
a positive factor on the decicive intention of the
consumers (Hasan and Rahim, 2008), hence, reference
groups are the driving force for shoppers in e-shopping
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(Parsons, 2002). In view of the above preponderating
factors, we  have proposed the following
hypothesis:

+ H1: Cognition has a significant relationship with the
consumers’ intention to e-shopping

Perceived usefulness: Consumers usually prefer
e-shopping to traditional store shopping (Rahman et al.,
2013) and in this regard, Malaysian consumers are
mcreasingly mvolved in e-shopping due to multifarious
benefits, such as, free access of information, numercus
choices made available with reasonable price quotations
(Delafrooz et al., 2009), no necessity to move from place
to place and not subjected to time constraimts
(Rahman et al, 2013; Shang et al, 2005), unlimited
product order with a quick delivery system, thus, saving
of time and money simultanecusly (Hasan et al., 2009)
and the benefits roll on and on. Absence of time
constramt 18 highly emphasized i e-shopping, as
consumers can conveniently access information and
place orders to buy their chosen products at any time
(McKinney, 2004; Rahman ef af., 2013; Kim and Kim,
2004). Electronic shopping provides good service as
compared to the competitive traditional stores since there
is no wholesaler effect on it and as a result, the vendor
can sell their products directly to the customers at a
cheaper price (Harmah and Lybecker, 2010) and enhanced
further by the reduction of shopping transportation cost
(Zhou et al, 2007) which, incidentally makes it more
convenient for the Malaysian consumers. Rahman et al.
(2013) examined that perceived usefulness has a positive
impact on e-shopping with standardized coefficient
(beta) value of 0.106, based on the Malaysian consumers’
perspectives. Thus, the hypothesis test is proposed as
follows:

¢+  H2: Perceived usefulness has a positive impact on
consumers’ mntention to e-shopping

Perceived ease of use: Perceived ease of use is the
degree of essential effort in which consumers work
with a stable physical and mental system (Rahman et al.,
2013; Davis, 1989). In addition, perceived ease of use 1s
defined as a person’s perception that using the new tools
will be a free of effort activity to access the requuired
mformation from the website (Davis, 1993). Perceived ease
of use has a positive impact on consumers’ perceptions
in e-shopping (Tun et al., 2004). Yulihasri et al. (2011) and
Brown et al. (2007) posited that perceived ease of use has
a positive and signficant  relationship  with
consumers’ behavioral perceptions on e-shopping.

Rahman et al. (2013) analyzed that perceived ease of use
is positively related with e-shopping with respect to
standardized coefficient value of 0.154 and Chronbach’s
alpha value of 0.834. In fact, perceived ease of use 13 a
system through which the consumers can easily access
information to make purchasing decision (Lin and Chou,
2009). Perceived ease of use is related to the intrinsic
motivation with system experience in facilitating the
expected outcome (Venkatesh and Davis, 2000). With
regards to e-shopping, website plays an important role
through the characteristics of search functions, download
speed and navigation (Zeithaml et af, 2002). There are
some important components of perceived ease of use
which are pointed out by Rahman ef al. (2013), such as,
process, manageability, elasticity and speedy system
mastery. Malaysian consumers can be motivated to
experience e-shopping through easy access to detailed
information on products and service facilities. Based on
this we have proposed the following hypothesis:

» H3:Perceived ease of wse has a significant
relationship with the consumers’ intention to
e-shopping

Research design is the blueprint on how the study
should be conducted wherein it includes the method
(Alotaibi ef al., 2013). In this stage, the main purpose of
iwvestigate factors that much
Malaysian consumers to e-shopping
intention. Self-administered questionnaires had been
prepared for distribution to the chosen respondents
consisting of various races in order to obtain the relevant
primary data by using a random sampling method
(Malay, Chimnese and Indian). The respondents were
Malaysian citizens who had a minimum experience in
e-shopping m the federal termtory of Kuala Lumpur. In
this swrvey, a 6-point likert-scale ranging from “strongly
disagree” to “strongly agree” had been used. Malaysians
are increasingly mvolved mn e-shopping today. However,
based on the previous study, this research has been
developed on a conceptual model of critical factor
influencing the e-shopping intention among Malaysian
consumers. The proposed hypothesized model (Fig. 1)
emphasizes on the constructs of cogmtion, perceived
usefulness and perceived ease of use all of which have
positive impacts on the e-shopping which is here with
proposed for hypothesis testing.

Furthermore, invitations to participate m this survey
in the form of 400 questionnaires had been sent to
Malaysian consumers through online groups, social
networks and e -mail messages. A total sample size of
400 respondents from whom 345 questionnaires had been

the research 18 to
influence the
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Cognition

Consumer's intention

Perceived usefulness to E-shopping

Perceived ease of use

Fig. 1: Proposed hypothesized model

returned in which 255 valid cases had been considered for
data analyses after the screeming process wlich
represented a success rate of 74% that was considered
good in view of the time, cost and geographical
constramnts. The demographic information of the
respondents had been accordingly analyzed by applying
the frequency distribution method as well as the factor
analysis method which had been used in this study for
purposes of solving the analytical process of
transforming measuremertt data mto  linear
combination constructs (Jalil et al., 2013). Hair et al. (1992)
and Talil et al. (2013) stated that factor analysis was a
reliable statistical method used for combining a large
number of populations mto a smaller number of factors
with a minimal loss of information. In this study a
Structural Equation Modeling (SEM) approach had been
used to mvestigate the relationships between the
constructs which may have influenced the Malaysian
consumers’ intention to e-shopping through the internet.

RESULTS AND DISCUSSION

Demographic information: The demographic information
of Malaysian consumers’ intention to e-shopping was
examined by using the frequency distribution method.
Table 1 shows that a total number of 255 respondents,
approximately 56% of them were male and 44% were
female. Among the large number of participants, 32% of
them consisted of 24 to 34 years old. The 59.4% majority
of the online users were married. In terms of ethmc group,
Malay accounted for 39% followed by 36% Chinese and
26% Indians, respectively.

Table 1 shows that 49% of the respondents held
bachelor degrees. The monthly mcome of 47% of the
participants was between RM 1000 and RM 2400. Last but
not least, with regards to e-shopping experience, 47% of
the participants had 1 to 3 years of shopping experience.
For the online product purchase behavior, the result
shows that 39% of the respondents had purchased air
tickets followed by 24% had purchased electronics items,
22% had purchased movie tickets and 10% had purchased
book/DVD, respectively.

Reliability coefficient: Reliability coefficient had been
applied to test on determining the internal stability and
consistency of the survey questionnaires by using the
likert-scale (Noor, 2009, Sekaran, 2003). In order to
measure the reliability of a set of two or more factors, the
Cronbach’s alpha is a commonly used method where
values of alpha should be between 0 and 1, with ligher
values indicating higher reliability among the indicators
(Hair et al., 1992). In accordance with the Cronbach’s
alpha test, the total scale value was 0.872 for all
construets of the study which indicated an overall lugher
reliability coefficient (Table 2).

The level of ‘reliability’ of all the items wunder
consideration should be firstly measured before
conducting the observed variables. Hair et al. (1992)
pointed out that the more reliable the measure was, the
greater would be the consistency. The reliability
coefficients (Cronbach’s alpha) were estimated for the
itemns of different variables which formed Table 2 in
which three factors, namely, cognition, perceived
usefulness and perceived ease of use reached the scale
of 0.710, 0.808 and 0.793, respectively, thus, indicating the
high rehability coefficient for measuring each construct,
since a mimmum Cronbach’s alpha value of 0.70 was
recommended by the study (Nunnally and Bernstein,
2010; Jalil et al., 2013).

Factor analysis: The results obtained from the 255
respondents were thoroughly investigated and the
outputs of the results were clearly established by
applying the SP3S and the SEM approach in selecting the
Principle Component Analyis (PCA) which was carried
out to explore the underlying factors associated with
the 15 items m this study. The constructs' validity was
tested using the Bartlett’s Test of Sphericity and the
Kaiser-Myer-Olkin measure of sampling adequacy to
analyze the strength of assiciation among the constructs.
The KMO measure of sampling adequacy was first
performed to identify the accuracy and suitability of using
the factor analysis. In order to achieve the rule, KMO
value should be raised to 0.60 or greater to perform the
analysis and in case the value was less than 0.60, KMO is
then used to assess the drop to the lower anti image value
from the model due to multicollinearity problem
(Rahman et al., 2010; Talil et al., 2013). The results of the
tests are as shown in Table 3 which indicates that the
KMO and Bartlett’s test of sphericity was highly
significant, thus, it was suitable for the factor analysis.
The higher values of the items are very important, as they
indicate the strongly significant relationship with the
factor. The findings of the study indicate that there are
three factors (cognition, perceived usefulness, perceived
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Table 1: Demographic information of Malaysian e-shopping consumers

Description Frequency Percentage Description Frequency Percentage
Gender Marital status

Male 142 55.7 Ringle 106 41.6
Female 113 44.3 Married 149 48.4
Age Ethnicity

Below 25 66 2529 Malay 98 38.5
25-34 82 32.2 Chinege 92 36.1
3544 6l 23.9 Indian 65 25.5
45-50 31 12.2 Monthly Income

S50+ 15 5.9 Below RM1000 41 16.1
Qualification RM1000-2400 63 24.7
Diploma degree 41 16.1 RM2500-4500 119 46.7
Bachelor degree 125 49.0 RM4500+ 32 12.5
Master’s degree 56 22.0 Purchase behavior

Master’s degree 56 22.0 Electronic items 61 23.9
Doctoral degree 19 7.5 Air ticket 99 388
Others 14 5.5 Movie ticket 55 21.6
Shopping experience Book/DVD 26 10.2
Less than 1 year 78 30.6 Others 14 5.5
1-3 years 120 47.1

More than 3 years 57 22.4

Table 2: Reliability test measures the degree in which the items of constructs ina
llems Cronbach’s Alpha Mo of items scale entirely measured the similar construct (Haque ef al.,
Overall reliability 0.827 24 . .
Cognition 0710 5 2012; Venkatraman, 1989). Confirmatory Factor Analysis
Perceived usefilness 0.808 5 (CFA) was used to assess umdimensionality. In this
Perceived ease of use 0.783 5 study, the CFA was used to measure 15 indicators of the
Table 3: KMO and Bartlett’s test three .constructs Whether they were ass.igned
Test Values appropriately. To estimate the CFA model, maximum
Kaiser-Meyer-Olkin measure of sampling adequacy 0.765 likelihood estimation was employed by using SEM 18. The
Barleit’s Test of Sphericity CFA was used to evaluate the fitness of model
ggpmﬂmﬂte Chisquare ?gﬁ 240 (Measurement model and structural model) in which three
Significance 0.000 fit mdices (Absolute fit, incremental fit and parsimoenious

ease of use) which are consistently loaded to different
factor solutions and all are proven to have signiciant
relationships with the perception of e-shopping
consumers. Hair et al. (2010) and Haque et al. (2012)
recommended that variables with a loading greater than
0.50 are very significant. Tn this study, the criteria were
acceptable for all of the items with the loading of 0.60 and
greater (Table 4).

Structural Equation Modeling (SEM): SEM is a
mathematical model that represents an objective state of
affairs which can influence other objectives in a more
congruent and scientific mammer (Mulaik, 1994).
Furthermore, SEM is the most popular and powerful
statistical analytical tool that was specifically developed
for analyzing multiple variables in a research model
(Awang, 2012). The validity and reliability of the variables
should be assessed before conducting any latent variable
(Haque et al, 2012). The convergent validity and
discriminant validity should also be assessed after
conducting the umdimensionality and the reliability tests
(Anderson and Gerbing, 1982). Unidimensionality

fit) were used by mcluding at least one index from each
category of model fit that was recommended by
Holmes-Smith et al. (2006), Hair ef al. (1995) and Awang
(2012). Generally, the CFA 1is assessed by using the index
categories, such as, Normed Chi-square, p-value, Root
Mean Square of Frror Approximation (RMSEA),
Comparative Fit Index (CFI), Goodness of Fit Index (GFT)
and Adjusted Goodness of Fit Index (AGFT). Content
validity is associated with the degree in which the content
of other indicators considers the proposed concept
(Burmns and Bush, 2000). Content validity provides the
confidence that represents the perfect score (Hair ef af.,
2006). The selection of items of each variable in this study
15 based on a general literature review, giving a strong
content validity to the constructs being assessed
(Haque et al., 2012, Rahman ef al., 2010). CFA can be
used to evaluate convergent validity (Haque er al., 2012).
Hair et al. (2006) stated that convergent validity was used
throughout factor loadings, reliability and
unidimensionality. Tn addition, the convergent validity
can be achieved through the average variance extracted
being greater or equal to 0.50 which is recommended by
Awang (2012).
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Table 4: Rotated component matrix of three-factor solutions

Descriptions

F1

F2 F3

Cognition

Friends encourage me to e-shopping
Parents approves me to e-shopping

I would like to shop online

T take decision to e-shopping

My spouse influences me to e-shopping
Per ceived usefulness

T can save time in e-shopping
E-shopping is easier

Product’s price is cheaper in e-shopping
I can order product via e-shopping

T can get a broader selection of products
Perceived ease of use

Web based online transaction is very easy
I feel comfortable n e-shopping via website
It is quick to complete a transaction

T communicate through web pages

I get product information using websites

0.714
0.612
0.707
0.725
0.734

0.680
0.79
0.592
0.609
0.622

0.636
0.667
0.670
0.608
0.611

Extraction method: Principal component analysis based on three factors specification, Rotation method: Varimax with Kaiser normalization

Chi-square =91.916
Normed Chi-square = 1.057
df =87

[ cot | [ coce | [ coas | [ coas | [ coas |

p=0339
RMSEA =0.015

CFI=0.992
GFI=0.953
AGFI=0.935

| [ _pus

Fig. 2: Measurement model

Measurement model: There are two options in the
process of model refinement (Kline, 2005; Awang, 2012).
The first option 1s the removal of ‘path’ with lower
correlations while the second option 1s the elimination of
observed variables which may have a multi-collinearity
problem and the need to re-specify the measurement
model. In this study, all items of each construct were
derived from the Exploratory Factor Analysis (EFA) which
specified the best fit the measurement model as shown in
Fig. 2. In this measurement model, all path coefficients
(COG, PU and PEU) are positively sigmficant at p = 0.05.
Furthermore, factor loadings for most of the items of the
constructs are greater than 0.40 which mndicates that the
model 1s amplified. Moreover, each category of model fit
has achieved the recommended level. For example, normed
chi-square 15 1.057 wlich indicates a very good fit, since

| [ ]

normed chi-square should be less than 5 (Hair ef af., 2010;
Awang, 2012; Haque et al., 2012). The associated p-value
18 0.339 which has also achieved the requirement level.
Hair ef al. (2010), Awang (2012) and Haque ef al. (2012)
recommended that p-value should be greater than 0.05.
RMSEA value is 0.015 which also indicates the good fit of
the model in relation to the degree of freedom (Hair et al.,
2010, Awang, 2012; Haque et al., 2012). The CFI, GFT and
AGFT values are 0.992, 0.953 and 0.935, respectively which
prove a positively good fit of the model, as the values of
CFI, GFI and AGFT are greater than 0.90 as the benchmark
of a good fit (Haur et af., 2010, Awang, 2012, Haque ef al.,
2012) (Fig. 2 and Table 5).

Structural model: The structural model 15 developed to
examine the direction of assumed relationship between
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Table 5: Reliability test

Fit indices Fitted measurement model Fitted structiral model Level of acceptance Commernts
Chisquare 1.057 1.111 <5 Significant
p-value 0.339 0.142 p=0.035 Significant
RMSEA 0.015 0.021 RMSEA=0.08 Significant
CFI 0.992 0.973 CFI=0.90 Significant
GFI 0.953 0.927 GFI=0.90 Significant
AGFI 0.935 0.909 AGFI=0.90 Significant
Table 6: Standard estimation of the structural model

Hypothesis  Relationship Estimate S.E CR p-value
HI1 Consumers’ intention to e-shopping <---  Cognition 0.533 0.091 5.857 0.000
H2 Consumers” intention to e-shopping <---  Perceived ease of use 0.391 0.088 4.443 0.000
H3 Consumers’ intention to e-shopping <--- _ Perceived usefillness 0.673 0.093 7.236 0.000

%@ D @ @ @
[coG3 | [cog4 | PUG

Chi-square = 206.723
Normed Chi-square = 1.111
df =186
p=0.142
RMSEA = 0.021
CF1=0.973
GF1=0.927
AGFI =0.909

[pEUI ] [PEU2 | [PEU3 | [PEU4 |

[ PEUS |

Fig. 3: Structural Model. Degree of relationship between customers’ perception towards cognition (COG), perceived
usefulness (PU), perceived ease of use (PEU) and consumers” intention to e-shopping (CTE)

latent variables (cognition, perceived usefulness and
perceived ease of use). In this structural model, the arrows
are assumed to support that cognition (COQG), Perceived
Usefulness (PU) and Perceived Ease of Use (PEU) all of
which have significant impacts on the Consumers’
Intention to E-shopping (CTE) in the Malaysian context.
The model indicates that perceived usefulness has a
strong significant relationship with the customers’
mtention to e-shopping with regards to a standardized
path coefficient value of 0.67 in which the probability
of getting a critical ratio as large as 5.857 in absolute
value 18 less than 0.001 (Table 5). Cognition and
perceived ease of use also have positive relationships
with the e-shopping with standardized beta values of
0.53 and 0.3%, respectively. Therefore, the results show
that a sigmficant positive coefficient exists between the
mnportance of a dimension to the consumers and the
perception to e-shopping in the Malaysian context
(Fig. 3, Table 6).

This study has examined the relationships between
the key elements of cognition, perceived usefulness and
perceived ease of use and their impacts on the Malaysian
consumers’ intention to e-shoppmg. According to the
structural model as shown in Fig. 3, it 1s assumed that the
default model is correct as the probability of getting a
normed chi-square is 1.111 whereas the p-value is 0.142
which indicates a very good fit, since the discrepancy
should be less than 5 and the p-value should be greater
than 0.05 (Hair et al., 2010, Haque et al., 2012). With
regards to RMSEA value of 0.021, it shows that it has
achieved a level of acceptance mndicating a good fit of the
model, since RMSEA having a value of equal to or less
than 0.08 proves a good fit in relations to the degree of
freedom (Hair et al., 2010; Awang, 2012; Haque et al.,
2012) and the CFI value of 0.973 proves to be a very good
fit as well. Kline (2005), Awang (2012) and Haque ef al.
(2012) stated that a CFI value greater than 0.90 indicated
a good fit of the model. GFI value of 0.927 and AGFI value
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of 0.909 have also achieved a level of acceptance,
respectively (Table 5), since, GFI and AGFI having values
greater than 0.90 are considered as a very good fit for the
model (Joreskog and Sorbom, 1984, Hair et al., 2010;
Awang, 2012; Jalil et al., 2013).

CONCLUSION

In the present day world, more and more people are
becoming avid internet users wherein the usage of
e-shopping is rapidly increasing throughout the
associated technological development in Malaysia. In this
study, based on the extant literatwe review, a
hypothesized model is developed and tested by using the
primary data through a self-administered questionnaire
survey covering the principal attributes of the Malaysian
consumers’ intention to e-shopping. The study employed
SEM to statistically validate the proposed causal
relationship between the constructs. The findings also
help to create a clear understanding of the
Malaysian consumers’ intention to e-shopping. In this
study, it 1s found that the cognition or subjective act of
the mind influences the Malaysian consumers’ intention
to e-shopping, hence, e-shopping vendors should be
more careful in promoting subjective act of the mind,
because the tendency of the Malaysian consumers’ trend
is to favorably rely on others for suggestions with regards
to doing or purchasing something.

In the academic era, all studies cannot be achieved
perfectly and this study is no exception beyond those
limitations. The proposed hypothesized model for this
study 18 validated by collecting primary data throughout
via e-mail, social network and randomly distributed
questionnaires to the e-shopping consumers in the federal
territory in Kuala Lumpur and due to time constraint, it
may, to a certamn extent, impact the generalization, if any,
of the findings from this study on the Malaysian
consummers” context. Furthermore, due to the small sample
size and random sampling method of data collection, there
15 a possibility of biasness being present in the
subsequent results of the research. Therefore, a larger
sample size of the selected population 1s needed to
obtain better results for future studies. For the
managerial implication, the findings of the study can
provide e-shopping vendors with drafting various
managerial policies to ncrease influences on e-shopping
entities as e-shopping vendors should prudently plan to
develop cognition, perceived usefulness and perceived
ease of use (ease website surfing, provide accurate
mformation) for all levels of consumers. However, this
study offers a coherent support for the proposed
hypothesized model and statistical foundation for
performance of comparative exercises in future researches.
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