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Abstract 
The purpose of this study is to investigate the factors influencing online purchase intention of 
an e-commerce platform at Johor Bahru, Malaysia. This research selected Shopee Malaysia 
as the target e-commerce platform and a few variables from Technology Acceptance Model 
(TAM) and Theory of Planned Behaviour (TPB) tend to be used and analyzed the online 
purchase intention of Shopee’s consumers. Online purchase intention can be defined as a 
situation when an individual plan to purchase a particular good or service through the 
internet. Hence, it is important to analyze how the four dimensions tend to influence the 
overall online purchase intention in the e-commerce industry. In Malaysia, e-commerce 
business is gradually expanding, and it is significant for online retailers to clearly understand 
which dimensions enable to stand out among other competitors and increase online purchase 
intention. Data for this study were collected from a sample of 90 guests who live in Johor 
Bahru and had experienced in purchasing products via Shopee Malaysia. The collected data 
was analyzed using Statistical Package for Social Science (SPSS) version 23.0 and Partial Least 
Squares (PLS-SEM) with SmartPLS version 3. The findings revealed that two dimensions which 
are perceived usefulness and subjective norm positively influence online purchase intention 
whereas, two dimensions which are perceived ease of use and trust do not have a significant 
impact. As a result, it is suggested for Shopee Malaysia to appropriately apply relevant specific 
tactics to enhance those components as well as online purchase intention. 
Keywords: Online Purchase Intention, E-Commerce Industry, Technology Acceptance Model 
and Theory of Planned Behaviour 
 
Introduction 
The advanced of technology nowadays provides greater opportunities for Malaysians to 
conduct both business and shop online. E-commerce has become popular in today’s world 
either for business-to-business (B2B), business-to-consumer (B2C), or consumer-to-consumer 
(C2C) e-commerce. According to Khatibi and Seetharaman (2003), internet has transformed 
the traditional model and system and it is also function as a communication medium that 
allows buyers and sellers to interact with each other online. Malaysian Communications and 
Multimedia Commission (2019) stated that there is an increasing of consumers in Malaysia 
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doing online shopping and which is from 48.8 percent of the consumers in Malaysia purchase 
things online in 2016 increases to 53.5 percent of consumers in year 2018. There are a lot of 
e-commerce platforms such as Lazada, Taobao, Zalora, and Shopee is also one of it. However, 
many of the local companies in Malaysia have a lack of understanding and knowledge on 
consumer’s attitudes towards online shopping (Harn, Khatibi, & Ismail, 2006). Besides that, it 
is found that Malaysians prefer brick and mortal shopping compared to brick and click 
shopping as they gain less trust towards online shopping (Chin, 2016). Another problem that 
will affects e-commerce industry is there is a report showed that consumers like to discover 
or get the information online but at the end, they will make their final purchase at the physical 
stores (TimeTrade, 2019). Hence, it is essential for the Shopee Malaysia to study and concern 
which dimensions tend to have a serious influence on the online purchase intention among 
its customers. Hence, the objective of this study is to examine the relationship between 
perceived usefulness, perceived ease of use, trust and subjective norm (independent 
variables) and online purchase intention (dependent variable). 
 
Literature Review 
Technology Acceptance Model (TAM) 
Technology Acceptance Model (TAM) is used to predict the consumer behaviour in making 
decision of purchasing goods or services online (Koththagoda & Herath, 2018). TAM was first 
developed by Davis (1989) and is commonly used to explain the level of technology 
acceptance of users. This model that formulated by Davis is the adoption of Theory of 
Reasoned Action (TRA). TAM comes out with two important variables which are perceived 
usefulness (PU) and perceived ease of use (PEOU). On the other hand, attitude is also found 
has partially mediated the effects of perceived usefulness and ease of use on intention to use. 
It shows that these two variables have a strong impact towards the consumer attitude on 
technology acceptance and it also explain the intention to use technology (Koththagoda & 
Herath, 2018). To relate TAM to the factors that influencing online purchase intention, it can 
be said that perceived usefulness and perceived ease of use are found to have significant 
influence towards the intention of the consumers to purchase things online. 
 
Theory of Planned Behaviour (TPB) 
According to Ajzen (1991), the Theory of Planned Behaviour (TPB) is the extension of the 
Theory of Reasoned Action (TRA) due to the limitations in the previous theory in dealing with 
behaviours over which people have incomplete volitional control. In the TRA model, it is 
stated that the motivational factors that influence an individual’s intention to perform a 
behaviour. However, the behavioural intention will perform only if the behaviour in question 
is under volitional control. On the other hand, TPB model developed a better explanation of 
behavioural model which depends jointly on the intention of an individual to perform certain 
behaviour and the ability of the individual to actual control over the behaviour. Subjective 
norm, attitude toward behaviour and perceived behavioural control are used to predict 
behavioural intentions. In this model, it shows that there is a significant relationship between 
these variables in affecting a person’s attitude and behaviour towards online purchase 
intention. 
 
Perceived Usefulness  
Perceived usefulness is defined as the degree to which a person believes that using a 
particular system would enhance his or her performance (Davis, 1989). It means that an 
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individual will only have the intention to use the technology to purchase things online when 
they found out that it is useful for them. It is also defined as the degree that the consumers 
feel about the online website could bring value and efficacy to them when they are 
undergoing online buying. Besides that, the perceived usefulness of the online website usually 
depends on the efficiency of technological characteristics. For example, the advances search 
engines and the service provided to the consumers. Furthermore, it is also important to 
provide various information and detailed product’s descriptions on the website to allow the 
consumers to obtain the product’s information that they want to look at and help them in 
making purchase decision (Lim, Osman, Salahuddin, Romle, & Abdullah, 2015). According to 
Chiu, Ling and Tang (2005), if it needs consumer to take a long period of time to search on a 
certain product, the consumer will perceive the website is not useful and the intention to 
purchase online decreases as consumers prefer the readily available and useful information 
on the websites to help them to make the purchase decisions efficiently. Besides that, 
consumers demand for a reliable and good information to make purchase decision online is 
because they are unable to touch and test the product through online (Tan, Goh, Stany & 
Yeow, 2017). In addition, previous studies on perceived usefulness were mostly conducted in 
developing countries such as China (Zhao & Cao, 2012), Malaysia (Letchumanan & Muniandy, 
2013), Vietnam (Nguyen & Barrett, 2006) and Iran (Aghdaie et al., 2011). It is because 
developing countries are still at the infant stage of information technology compared to 
developed countries (Hana, Mike & Parvaneh, 2012). 
 
H1: There is a significant relationship between perceived usefulness and online purchase 
intention. 
 
Perceived Ease of Use 
Perceived ease of use is known as the degree to which a person believes that using a particular 
system would be free of effort (Davis, 1989). It also relates to the customers’ belief on how 
efficient is the website that can help them to search more information with less effort (Chiu, 
Ling & Tang, 2005). Ease of use can be the ease of ordering, functionality, navigation of 
website and accessibility of information in the e-commerce context (Reibstein, 2002). The 
design of the website is vital for a company. A user-friendly system in the website will 
increases online purchase intention (Chiu, Ling & Tang, 2005). Furthermore, a good quality 
web design increases customer satisfaction and will leads to a higher online purchase 
intention (Lee & Lin, 2005). A good website design should be readable, visually appealing and 
tidy for the consumers to use it easily. Therefore, perceived ease of use is an important factor 
that will influence online purchase intention. 
 
H2: There is a significant relationship between perceived ease of use and online purchase 
intention. 
 
Trust 
Trust is an important element in E-commerce (Chen & Barnes, 2007; Thamizhvanan & Xavier, 
2013; Cheng & Yee, 2014). It is because of there is a minimal face-to-face interaction occurs 
between online retailer and consumers. Furthermore, it refers to the consumer perception 
towards online retailer’s behaviour such as their ability, fairness and honesty (McKnight & 
Chervany, 2001). According to Cheng and Yee (2014), the main dimensions of online trust are 
security, reliability and privacy. Therefore, consumers who perceive their privacy information 
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are protected will increases their online purchase intention (Chiu, Ling & Tang, 2005; Liu, et 
al, 2019). Most of the time, consumers will assume that large organizations are more reliable 
to them and it influences them to have the intention to purchase products from them online 
(Cheng & Yee, 2014). If the consumers perceived the online transaction is risky, their trust 
towards the online purchase will also decreases. The examples of the behaviour that will 
reduce trust from consumers towards online purchase are such as unfair pricing, inaccurate 
information, violations of privacy, unauthorized tracking of transactions, and unauthorized 
use of credit card information of consumers (Gefen, Karahanna, & Straub, 2003). Hence, 
online retailers should always focus on delivering trust and transparency value to the 
customers in order to increase the consumer’s online purchase intention and at the same 
time to build a long-term relationship with them. It will also increase their confident towards 
online purchase. 
 
H3: There is a significant relationship between trust and online purchase intention. 
 
Subjective Norm 
Subjective norm refers to the perceived social pressure of consumers that influence them to 
perform certain behaviour (Ajzen, 1991). It was derived from Theory of Reasoned Action 
(TRA). In E-commerce, subjective norm refers to the consumer’s perceived social pressure in 
increasing their intention to purchase products from the online stores. If an individual has no 
idea about where and how to get certain products, he or she might seek for the opinions from 
the people surrounding them such as friends and family members. Then, most of them will 
influence by them and decide to follow what they say (Cheng & Yee, 2014). Moreover, it also 
shows that a person will be easily influenced by someone who they think is important to him 
or her including encourage or convince he or she to make online shopping (See, Nor, & Al-
Agaga, 2012). In the aspect of online shopping, subjective norm shows a direct impact 
towards online purchase intention.  
 
H4: There is a significant relationship between subjective norm and online purchase intention. 
Online Purchase Intention 
 
Online shopping occurs must be come from the consumer’s intention to purchase things 
online. Intention comes from the extent of conscious effort that an individual will follow to 
approve his or her behaviour and it is also considered as one of the motivational components 
of behaviour. Moreover, consumer’s purchase intention will usually occur when he or she is 
planned to purchase any goods and services in the future. Hence, in a simple word, online 
purchase intention can be known as a situation when an individual plan to purchase a 
particular good or service through the internet (Cheng & Yee, 2014). In the development of 
electronic commerce, lack of online purchase intention could become the main barrier. 
Hence, it is important for the online business retailer to study about the online purchase 
intention of consumes and the factors that influencing online purchase intention. It is because 
every transaction activity either physical or virtual usually starts with an intention (Hasan, 
Harun, & Rashid, 2015). 
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         Independent Variables             Dependent Variable 
 

 
Figure 1: Conceptual Framework 

 
Research Methodology 
Data Collection and Measures 
Data of this research study is gathered from the consumers who live in Johor Bahru and had 
experienced in purchasing products via Shopee Malaysia. This research adopted a non- 
probability sampling technique which is convenient sampling. According to Elfil and Negida 
(2017), this type of sampling is quick, inexpensive and convenient method to collect the 
sampling data. The reason it called convenient sampling is due to the researcher will selects 
the sample elements according to their convenient accessibility and proximity. The data 
collected by distributing online questionnaires to respondents. The questionnaire was divided 
into 3 sections and contained a total of 24 questions. The first section enclosed questions 
about respondents’ demographic profile and background information. The second section 
was related to study respondents’ perception on the four dimensions that Shopee Malaysia 
offered. The researcher sent online survey link through e-mailing and messaging to collect the 
data. A sum of 90 respondents participated in this research study. The process of distribution 
and collection of the questionnaires took three months to complete. The five-point Likert 
scale (1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree and 5 = strongly agree) was 
developed for respondents to answer those relevant questions that listed in the 
questionnaire. The questionnaire was adapted from previous research, namely Agyapong 
(2018), Aineah (2016), Athapaththu & Kulathunga (2018), as well as Alatawy1 (2018).  
 
Data Analysis and Findings 
Partial Least Squares (PLS-SEM) with SmartPLS version 3 and Statistical Package for Social 
Sciences (SPSS) version 23.0 software were used to analyze the collected data. SPSS was used 
to analyze the relevant descriptive statistics whereas, SmartPLS was applied to investigate the 
relationship between perceived usefulness, perceived ease of use, trust and subjective norm 
(independent variables) and online purchase intention (dependent variable). 
 
 
 
 
 
 
 

 

 

H1 

 

 

H2 

 

 

H3 

 

 

H4                         

Perceived Usefulness 

Perceived Ease of Use 

Trust 

Subjective Norm 

Online Purchase Intention 
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Respondent Background 
Table 1 shown the summary of respondents’ background 
Table 1: Respondents’ Background 

 
Based on Table 1, below it revealed the demographic data of respondents which were slightly 
less males (37.8%) than females (62.2%). Besides that, most of the respondents were aged 
between 20 and 25 years old (47.8%), followed by between 26 and 30 (16.7%), between 15 
and 19 (15.6%), between 31 and 35 (12.2%), and lastly above 35 (7.8%). Furthermore, most 
of the respondents’ monthly income were between RM1000 to RM3000 (28.9%) and between 
RM3001 to RM5000 (28.9%), then followed by RM500 (21.1%), RM501 to RM1000 (13.3%), 
and above RM5000 (7.8%). Lastly, most of the respondents undergo online shopping once a 
month which contributed 27.8% among the respondents. 
 
Reliability Analysis 
Reliability analysis is measured by Cronbach’s Alpha and composite reliability (CR). Table 2 
showed that the value of Cronbach’s Alpha for all variables ranges from 0.745 to 0.874. In 
fact, each variable is considered acceptable due to each value which is greater than 0.70 will 
be defined as reliable (Nunnally, 1978).  
Table 2: Results of Reliability Test 

 
From Table 2, it also showed that the value of composite reliability for all variables ranges 
from 0.837 to 0.914. Therefore, each variable is considered reliable as each value must be at 
least 0.6 to receive a relevant composite reliability finding (Awang, 2012). 
 
Construct Validity 
Construct validity is vital for the empirical measures and hypothesis testing for the 
construction of theories (Mohajan, 2017). The theoretical constructs that came out by 
researchers are used to better understand, explain, and predict the behaviour (Thatcher, 

 

Background Categories Frequency Percentage (%) 

Gender Male 

Female 

34 

56 

37.8 

62.2 

Age 15-19 

20-25 

26-30 

31-35 

Above 35 

14 

43 

15 

11 

7 

15.6 

47.8 

16.7 

12.2 

7.8 

Monthly Income RM500 

RM501-RM1000 

RM1000-RM3000 

RM3001-RM5000 

Above RM5000 

19 

12 

26 

26 

7 

21.1 

13.3 

28.9 

28.9 

7.8 

Frequency to Shop Online Once a month 

More than once a month 

2-11 times a year 

Once a year 

25 

23 

23 

19 

27.8 

25.6 

25.6 

21.1 

 

 

Variables Number of Item Cronbach’s Alpha CR 

Online Purchase 

Intention 

4 0.874 0.914 

Perceived Usefulness 4 0.836 0.891 

Perceived Ease of Use 4 0.852 0.900 

Trust 4 0.812 0.877 

Subjective Norm 4 0.745 0.837 
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2010). It comprises testing a scale in terms of theoretically derived hypotheses concerning 
the nature of underlying variables or constructs (Pallant, 2011). Furthermore, it is used to 
verify that the measure is actually measure what it is intended to measure, and which is not 
other variables (Twycross & Shields, 2004). Construct validity includes two components which 
are convergent validity and discriminant validity. Each item loading will be considered has a 
positive relationship when the results are greater than 0.5 (Hair, Black, Babin, & Anderson, 
2010). Based on the results that revealed in Table 3, all items were resulted in highly on that 
construct, then the test result was perfectly confirming that data are valid to be applied for 
further analysis. 
 
Table 3: Each Item Loading Results 

 
Convergent Validity 
Convergent validity refers to the extent to which scores on a measure share a high, medium 
or low relationship with scores obtained on a different measure intended to assess the similar 
construct (Messick, 1995). It is the degree to which two variables are measured separately 
carry a relationship to one another (Straub, 1989). The indicator is known as average variance 
extracted (AVE) which use to examine and verify convergent validity (Hair, Black, Babin, & 
Anderson, 2010). The value of variance for AVE should be higher than 0.5 to ensure the result 
of construct validity is valid to be used (Awang, 2012).  
 
 
 
 
 
 
 
 
 
 
 
 

 

 Perceived 

Usefulness 

Perceived Ease 

of Use 

Trust Subjective 

Norm 

Online Purchase 

Intention 

PU1 

PU2 

PU3 

PU4 

0.854 

0.759 

0.850 

0.809 

    

PEOU5 

PEOU6 

PEOU7 

PEOU8 

 0.851 

0.865 

0.846 

0.763 

   

T9 

T10 

T11 

T12 

  0.808 

0.775 

0.776 

0.839 

  

SN13 

SN14 

SN15 

SN16 

   0.844 

0.718 

0.631 

0.797 

 

OPI1 

OPI2 

OPI3 

OPI4 

    0.798 

0.893 

0.861 

0.855 
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Table 4: Results of Measurement Model for Convergent Validity 

 
Based on Table 4, the range of AVEs was shown between 0.565 and 0.727, thus it revealed 
the acceptable value was computed. Furthermore, each loading items can be explained to 
have a positive relationship when the result of more than 0.5 are presented (Hair, Black, 
Babin, & Anderson, 2010). Based on Table 4, the range of each loading items was shown 
between 0.631 and 0.893 which revealed the acceptable value was computed. 
 
Discriminant Validity 
Fornell-Larcker Criterion is used in this research to analyze and validate the discriminant 
validity. Discriminant validity is the degree to which latent variable differentiates from other 
latent variables (Taherdoost, 2016). It refers to a latent variable can account for more variance 
in the observed variables associated with it than measurement error or similar external, 
unmeasured influences, or other constructs within the conceptual framework. Each items 
value must be slightly higher than its construct which indicates that the variance shared 
among its construct must be greater than when it shared between other constructs 
(Compeau, Higgins, & Huff, 1999). The researcher can understand the correlation coefficients 
for every construct through measuring the square root of each construct’s AVE by using Smart 
PLS (Fornell & Larcker, 1981). Based on the results that revealed in Table 5, it demonstrates 
acceptable discriminant validity due to those measurement models enable to completely 
support the discriminant validity between the five constructs in this research study. 
 
Table 5: Discriminant Validity – Fornell-Larcker Criterion 

 
 
 
 

 

Construct Items Loadings AVE CR 

Perceived 

Usefulness 

PU1 

PU2 

PU3 

PU4 

0.854 

0.759 

0.850 

0.809 

 

0.671 

 

0.891 

Perceived Ease of 

Use 

PEOU5 

PEOU6 

PEOU7 

PEOU8 

0.851 

0.865 

0.846 

0.763 

 

0.693 

 

0.900 

Trust T9 

T10 

T11 

T12 

0.808 

0.775 

0.776 

0.839 

 

0.640 

 

 

0.877 

Subjective Norm SN13 

SN14 

SN15 

SN16 

0.844 

0.718 

0.631 

0.797 

 

0.565 

 

0.837 

Online Purchase 

Intention 

OPI1 

OPI2 

OPI3 

OPI4 

0.798 

0.893 

0.861 

0.855 

 

0.727 

 

 

0.914 

 

 

Construct 1 2 3 4 5 

1.Online Purchase Intention 0.852     

2.Perceived Ease of Use 0.639 0.832    

3.Perceived Usefulness 0.743 0.683 0.819   

4.Subjective Norm 0.651 0.546 0.644 0.752  

5.Trust 0.642 0.589 0.691 0.587 0.800 
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Path Coefficient and Hypotheses Testing 
Path coefficients is known as the standardized versions of linear regression weights which can 
be used in determining the possible causal linkage between statistical variables in the 
structural equation modeling approach (Hair, Hult, Ringle & Sarstedt, 2017). The 
standardization includes multiplying the ordinary regression coefficient by the standard 
deviations of the corresponding explanatory variable while these can then be compared to 
assess the relative effects of the variables within the fitted regression model. Furthermore, 
the idea of standardization can be extended to apply to partial regression coefficients. Then, 
a particular diagram-based approach was used to consider the relations between variables in 
a multivariate system (Wright, 1921). Based on Figure 2 and Table 6, the R Square value was 
0.633 which commented that 63.3% of the variance in the online purchase intention can be 
explained by the four dimensions, namely, perceived usefulness, perceived ease of use, trust, 
and subjective norm.  Perceived usefulness was significantly related (β = 0.380, p< 0.05, t 
>1.645) to online purchase intention, as was subjective norm (β = 0.230, p< 0.05, t >1.645). In 
contrast, perceived ease of use and trust were not generated a positive impact on overall 
online purchase intention. Therefore, H1 and H4 of this research study are supported 
whereas, H2 and H3 are not supported. In truth, it was noticed that perceived usefulness 
tends to have the most significant influence on online purchase intention of Shopee’s 
consumers in Johor Bahru, Malaysia due to there is approximately more than half of the R 
Square value is retrieved from perceived usefulness. 
 

 
Figure 2: Structural Framework 
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Table 6: Path Coefficients and Hypotheses Testing 

 
 
Hypotheses Discussion 
H1: There is a significant relationship between perceived usefulness and online purchase 
intention. 
The results showed that H1 is accepted, which means there is a significant relationship 
between perceived usefulness and online purchase intention of Shopee’s consumers in Johor 
Bahru, Malaysia. According to Hasan, Harun, and Rashid (2015), the usefulness of the website 
is important to increase the consumers’ intention to purchase and to avoid losing the 
potential customers. Furthermore, trust among new consumers towards the website can be 
build due to the usefulness of the online websites which then leads to their intention to 
purchase product through online. The usefulness of the Shopee’s website will also help the 
consumers to save more money and spend less time during online shopping. Besides that, 
Cha (2011) stated that perceived usefulness is essential for online shopping because one 
online retailer not only competes with other online retailers, but also competes with offline 
retailers. Thus, the details and resourceful information about the goods and services that 
provided by an online store like Shopee helps satisfy the customers’ needs and influences the 
consumers to undergo online shopping. According to Koufaris and Sosa (2004), perceived 
usefulness for online purchases is important as it is a consumer’s subjective probability 
thinking that Internet usage will efficiently smoothen the progress of purchase. If the websites 
of an e-commerce platform is not useful in enhancing the consumers’ purchasing, then the 
consumers will just stick back to the old way to purchase products such as buy the products 
that they want in a brick and mortar shop since they are familiar with the way already (See, 
Nor, & Al-Agaga, 2012). As a result, perceived usefulness has a positive relationship to online 
purchase intention. Thus, Shopee is required to strengthen its components of perceived 
usefulness by providing a useful website to ensure that they can satisfy the online customers’ 
needs and wants and influence them to make a purchase or repeat purchase in Shopee. 
 
H2: There is a significant relationship between perceived ease of use and online purchase 
intention. 
The final test results do not support H2, which means there is no relationship between 
perceived ease of use and online purchase intention of Shopee’s consumers in Johor Bahru, 
Malaysia. According to Cheng and Yee (2014), the ease of use of a website sometimes can 
only attract consumers to shop and search for the information on products that they desire 
to know more. In spite of that, it does not necessarily mean that the consumers will purchase 
the products via online as most of them may merely want to obtain the information online 
and then purchase the products at another channel such as physical store. It means that the 
consumers may only want to search for product information in Shopee but not going to buy 

 

Hypotheses Relationship Std. 

Beta 

T Value P Value Decision R2 

H1 Perceived Usefulness -> 

Online Purchase Intention 

 

0.380 

 

3.402 

 

0.000 

 

Supported 

 

H2 Perceived Ease of Use -> 

Online Purchase  

Intention 

 

0.169 

 

1.606 

 

0.054 

 

Not Supported 

 

 

0.633 

H3 Trust -> Online Purchase 

Intention 

 

0.145 

 

1.372 

 

0.085 

Not Supported  

H4 Subjective Norm -> Online 

Purchase Intention 

 

0.230 

 

1.930 

 

0.027 

 

Supported 
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the products in Shopee. Sometimes, society culture may be one of the reasons that causes 
the influence of perceived ease of use on intention to shop online to be not significant as 
some consumers may like to use their shopping time to have fun and to socialize in the nearer 
physical shop (Juniwati, 2014). Hence, it means that Shopee’s customers do not seek ease of 
use when undergoing online buying at Shopee’s website. 
 
H3: There is a significant relationship between trust and online purchase intention. 
The final test results also do not support H3, which means there is no relationship between 
trust and online purchase intention of Shopee’s consumers in Johor Bahru, Malaysia. 
According to Rehman (2018), trust has insignificant effect on online purchase intention. It 
shows that trust in the company does not have to be a necessary condition to purchase online 
(Tan & Thoen, 2001). It means that Shopee’s customers purchase products from Shopee 
website is because of other reasons rather than trust towards Shopee. 
 
H4: There is a significant relationship between subjective norm and online purchase 
intention. 
Based on the analysis of results, H4 is accepted, which means there is a significant relationship 
between subjective norm and online purchase intention of Shopee’s consumers in Johor 
Bahru, Malaysia. According to Tan, Goh, Stany and Yeow (2017), it is indicated that consumer 
may be influenced by the opinions and comments posted by other users during the 
purchasing process as friends, family, peers, co-workers and individuals or group of 
individuals who are related to a person behavioural intention can alter a person’s thought, 
thinking and action. Hence, it showed that most of the Shopee’s consumers in Johor Bahru 
undergo online shopping via Shopee website is due to the social influences such as 
recommendations and comments from the people surroundings or other online users. In 
addition, consumers commonly make judgments will seek information from various external 
sources such as experts or opinion leaders first to reduce uncertainty about credibility. 
Generally, consumers do not rely on one particular source or internal information only 
(Athapaththu & Kulathunga, 2018). It means that Shopee’s consumers in Johor Bahru would 
like to seek others’ opinions first before making the purchase in Shopee. 
 
Discussion and Conclusion 
In this section, the researcher provides relevant recommendations for Shopee Malaysia to 
increase the online purchase intention of its customers. The results obtained from this study 
reveals that the online purchase intention of Shopee’s consumers in Johor Bahru, Malaysia 
are significant affected by perceived usefulness and subjective norm. In contrast, there are 
two components which are perceived ease of use and trust do not result to have positive 
impact. Therefore, it is important for Shopee Malaysia to emphasize on these two variables 
which have a positive relationship towards online purchase intention of Shopee’s consumers 
in Malaysia.  
 
Perceived usefulness should be attentively concerned by Shopee Malaysia as it is the 
strongest factor in influencing the online purchase intention which obtained the highest beta 
value among other components. First, Shopee as an e-commerce platform should make sure 
that the website condition is always stable and the maintenance for the websites are required 
to be conducted continuously. Koththagoda and Herath (2018) shared that online shoppers 
expect a useful function of an online website. Hence, Shopee should design a user-friendly 
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interface and platform in order to provide more efficient and effective services such as a 
search mechanism that can provide relevant information and also facilitate product 
comparison that helps the consumers to make their best decisions in a most efficient way. 
Besides that, the information or the descriptions of the products that provided by Shopee 
should be clear to avoid the customers’ confusion. Hence, Shopee should always organize and 
screen their online content well. Lastly, Shopee can always ask for consumers’ opinions 
regarding to the additional functions that they expect to find in Shopee, so that Shopee can 
try to design and add it into Shopee’s website. 
 
The second component which is vital for Shopee Malaysia to increase the online purchase 
intention of Shopee’s consumers in Malaysia is subjective norm. Firstly, Shopee can provide 
a balanced perspective in their websites by including opinions from customers who have 
purchased the items previously, as well as opinions from experts on specific areas due to 
consumers seek good testimonials, feedbacks and reviews all the time before they undergo 
the purchasing process (Cheng & Yee, 2014; Dharmesti, et al, 2019). Furthermore, Shopee can 
also build a rapport relationship with their existing customers so that they will help to spread 
the positive word of mouth to influence their close associates to buy products via Shopee’s 
website. It is a powerful marketing tool as consumers believe and trust on people they care 
and value. In addition, they tend to believe advices given by people, whom they believe will 
not betray or harm them (See, Nor, & Al-Agaga, 2012). 
 
Limitations and Directions for Future Research 
There are a few limitations that the researcher encountered while collecting the research data 
for completing the process of this study. Firstly, the sample size in this research is considered 
small which might not able to represent for the whole target population. Furthermore, this 
research only focuses in one selected e-commerce platform which is Shopee and the only 
target area is in Johor Bahru to examine the relationship between factors influencing online 
purchase intention. Thus, there might be limited information gained for the overall results. 
There are few recommendations for the future research that needs to be developed to ensure 
a better research tends to be studied in the future. Firstly, there is a significant need to 
increase the sample size used in the study as the total of 90 respondents are not able to 
represent for the whole target population and the higher the target respondents might show 
a more accurate result finding. Secondly, the future researcher can emphasize on more than 
one e-commerce platform in Malaysia other than Shopee and also apply this study into the 
other states in Malaysia in order to obtain more significant results through the comparison 
between few e-commerce platforms. 
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