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Abstract

This study examines the role of perceived risk and perceived benefit in improving the online intention among
Generation-Y in Malaysia. The purpose of this study is to identify the valid measure of perceived risk and
perceived benefit as the result with, associated with online intention among Gen-Y in Malaysia. In addition, this
research proposes a new research framework on online intention by referring to numerous antecedent literatures
of online intention. The conceptualization of consumer perceived risk and perceived benefits of this study
provides empirical evidence in the study of online intention. Four types of risk, such as delivery risk, privacy risk,
quality risk and time risk and four types of benefit such as shopping convenience, product selection, ease of
shopping and shopping enjoyment were used to examine their impact toward online intention. In this study, a
total of 200 questionnaires is distributed by the researcher which focus specifically on Gen-Y in Malaysia.
Pearson Correlation and Multiple Regression analysis are employed in order to test the hypothesis and examine
the relationship between the variables. The finding confirmed that all the dimensions of perceived risk and
perceived benefit have played an important role in improving the intention of consumers to shop online. All the
dimension of perceived risks has a significant negative relationship toward online intention and all the dimension
of perceived benefits has a significant positive relationship toward online intention. In fact, this study provides
useful assistance for online marketers to develop an effective marketing strategy in targeting Generation-Y
consumers at the same time, they can get a broad overview about the risks and benefits of online intention where
it leads to increase the involvement of Gen-Y in online shopping.

Keywords: perceived risk, perceived benefit, shopping convenience, product selection, ease of shopping and
shopping enjoyment

1. Introduction

The Internet has become more well-known nowadays as the fast-paced growth of technology (Jamali et al., 2015;
Tee et al., 2014). As the Internet has developed, people can use the Internet for any purposes. It is not only going
to be used as a tool to do a networking medium, but also a transaction medium at a global market (Jamali et al.,
2014; Yulihasri, Islam, & Ku Daud, 2011). E-commerce gives advantages and chances for businesses to develop
their businesses in the other part of the world and connect people in a borderless world. Consumers can do online
shopping from anywhere at any time now since everything is at their fingertips. In fact, the development of the
Internet has improved the popularity of online shopping. According to Ueno (2014), a report from JPMorgan in
2011, it was stated that in the year 2012 the total world revenue of e-commerce was approximately US$963
billion whereby in Malaysia itself the growth of online shopping market in 2011 was RM842 million. They also
predict that in 2016 the number of growth will even higher and it is going to exceed RM 1.9 billion. This shows
there is a fast growth of e-commerce in Malaysia which has grown and expected to reach to an unbelievable
growth in the future.

Although there is a significant growth of online shopping in the future, negative aspects and impacts of online
shopping have become more related. Consumers are more concerned about their purchase decision. They will
automatically think about risk and to which extend it is insecure. As Internet shopping is done through a virtual
store, there is no human contact and consumers can’t check the quality of a product, sometimes it makes
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consumers feel insecure and uncertainty about their purchase decision. They are worried about their pre-purchase
experience as they afraid to face the unexpected loss from the purchase and product (Naiyi, 2004). In addition,
based on the study done by Forsythe, et al. (2006), they found that the perceived benefit significantly affects the
consumers’ online intention. Perceived benefits are the results that related to the integration, which are valued by
every individual. Wu (2003) said that perceived benefits were the total of online shopping advantages and
satisfaction that meet their needs and wants. This is the perception of what customers gain after doing the online
transaction.

In Malaysia, online shopping is a new technology breakthrough as it’s still at the early stage of development and
just started to attack the Malaysia retailing sector with online shopping services (Haque, Sadeghzadeh, & Khatibi,
2006; Tee et al., 2013). In Malaysia, the number of Internet users is high, there are total 20,140,125 Internet users
with the total population is 30,073,353. However, although Malaysia has high Internet access rate, only a small
percentage of users have purchased online (Haque, Sadeghzadeh, & Khatibi, 2006). According to Malaysian
Communication and Multimedia Corporation (MCMC, 2005) as cited in Thaw & Mahmood (2009), only 9.3%
of Internet users had made purchases through the Internet. The number of online shoppers has decreased as well
in the year of 2002. As compared with the number of Malaysian shoppers shop online in the year of 2001 and
2002, online shopping rate in Malaysia has decreased from 4% in 2001 to only 3% in 2002 (Zulhuda, 2009).
Moreover, in 2012, from the total 15 purposes of using the Internet, online shopping was in the 11™ position
(Malaysian Digital Association, 2012). This shows there is a low percentage of consumers want to shop online.

On top of that National statistic also specified that 81% of consumers that browse the website for goods and
services, they actually don’t make an online shopping transaction. Malaysia is one of the countries that have high
e-commerce fraud rates. It was ranked 7th out of 25 most fraudulent countries (Wong, 2013). Online shoppers
feel unsecured with the transaction done over the Internet since nowadays cybercrime cases kept on increasing.
Cybercrime activity like fraud can affect online shopping activity where it makes consumers afraid of giving
their personal information online.

In addition, buying over the Internet also relates to consumers experiences and satisfaction that they perceive
while shopping. Online shoppers can gain benefits as well from doing online shopping. Therefore, it is important
to understand consumer perceptions toward online shopping as to improve and increase the online shopping
intention in Malaysia. The strong of purchase intention will directly give impact to the purchase decision of the
consumers.

2. Literature Review
2.1 Perceived Risk

Even though nowadays the number of online transaction is increasing, many people still hesitate and resist in
using online transaction because they find several barriers in using it. According to Bauer (1960), online
shopping involved risk since the purchasing action can create poor consequences which they were unconsciously
approached to uncertainty. Besides, Bauer believed that perceived risk will give impact to a consumer purchase
decision. Dowling & Staelin (1994) stated that perceived risk was about the consumer perception toward the
uncertainty of buying a product where it can make consumer become doubt in buying the product and lead for
asking suggestion of the consequences of buying it. Stone & Gronhaug (1993) believed that perceived risk is one
of the most significant factors that influence consumer purchase intention. Comparing with traditional way of
shopping, online shopping perceived to have higher risk. It’s able to reduce the willingness of consumers to
purchase good or service online (Barnes, 2007). Online shoppers are afraid to suffer losses by the time what they
expect is not the same with the reality (Pavlou, 2003). Researchers have identified various risks associated with
online intention such as delivery risk, privacy risk, quality risk and time risk. Based on the dimension of
perceived risk, researcher proposed the following hypothesis:

H;: There is a relationship between delivery risk and online intention

Delivery risk is the potential loss of delivery, which related to good lost, damaged and sent the product to the
wrong place after customers do online transaction (Zhang, Tan, Xu, & Tan, 2012). It also may include the risk of
getting the product with a delay or not even receiving the product at all. The other delivery risk components that
make people frightened to do online shopping is because first consumers worry that the firm will deliver the
product late or not on time and it will take a long time because of several circumstances. Second is consumers
fear that during transporting, the goods will be damaged cause of no proper packaging (Masoud, 2013). As an
online retailer, it is important to ensure that the product isn’t damaged or expired during the delivery. Then,
guarantee an effective and accurate delivery service. If the merchant can provide accurate delivery service to its
customer, it leads to increase the confidence level of placing the order and reduce the perceived risks of delivery
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(Tsai & Yeh, 2010).
H,: There is a relationship between privacy risk and online intention

The development of e-commerce has brought the issues and problems especially in privacy. According to George
(2002), privacy risk can affect consumers’ intention to make purchases over the Internet. Once consumers have
faced unfavourable experience, then they might reluctant to purchase online again in the future. According to
Featherman& Pavlou (2003), privacy risk is about the potential loss of control over the customer personal data
information. Lots of unauthorized people used the information without agreement and lead to misuse the
information data.

A study done by Lenhart (2000), he found out that 8% of Internet users left the online world because of privacy
and 54% of people have never gone online because they believed that the Internet is dangerous. Online shoppers
are worried about the online payment security, reliability and privacy policy because during the payment process,
consumers have to provide their personal and credit card information. Thus, privacy risk refers to the degree in
which consumer may lose their personal information when doing an e-commerce transaction (Bhatnagar, Misra,
& Rao, 2000). In addition, another researcher defined privacy as the degree to which extend online shopping
website is safe and protecting the privacy of consumer data (Kyauk & Chaipoopirutana, 2014). Consumer online
intention can increase if customers think the online retailer can protect their personal information securely.
Hence, online companies that clearly communicate to consumers on how their private and transaction data are
secured are more likely to benefit from increased consumer satisfaction (Ab Hamid et al., 2006).

Hj: There is a relationship between quality risk and online intention

In doing online shopping, shoppers rely on the limited information and picture that shown and provided on the
website as product can’t be touched (Jarvenpaa, Noam , & Lauri, 1999). Quality risk is regarded on the option of
the products which are out of order and the design isn’t coming-up as what the customer expects. It also talks
about the actual quality of the product which doesn’t match with the product description. In other word, quality
risk occurs when the products don’t perform as what shoppers expected and shoppers fail to evaluate the quality
of the product (Bhatnagar, Misra, & Rao, 2000). This happens because before purchase the product, consumers
have few chances to review the physical product quality.

Quality has become the most important point in consumers mind when making the online purchasing decision.
As perceived quality is the most important element in making decision, it makes consumers comparing the
quality of the product with the alternatives with regard to price among the same category (Jin & Suh, 2005). In
fact, the lower the perceived quality risk of the product, the high possibility of consumers wants to purchase
online (Jaafar, Lalp, & Naba, 2012). According to Yee & San (2011), quality has a direct impact on customer
purchase decision. So once a firm fails to deliver the product according to the standard of quality then it means
the firm has failed in delivering the benefits (Zhang, Tan, Xu, & Tan, 2012)

H,: There is a relationship between time risk and online intention

According to Griffin & Viehland (2010), time risk refers to the time needed by consumers to buy the product and
time to obtain it. Then, according to Sim& Su (2012), time risk relates to the potential loss of time, accessibility
or effort associated with making a bad purchasing decision and when a product purchased needs to be fixed. In
fact, while doing online shopping, consumers can waste their time in researching product information. This can
also cause perceived time risk. Time risks may also include the inconvenience experience that customers face
during making online transactions, navigating and submitting orders and delays in getting the products (Forsythe,
Liu, Shannon, & Gardner, 2006). Thus the time spent in waiting the transaction to complete consider as time risk
also.

According to Broekhuizen & Jager (2004), if consumer perceived risks are higher, then it leads them to spend
more time and effort to make a decision. Based on Featherman & Pavlou (2003), they defined time risk as the
condition where consumers lose their time when making bad purchasing decision by wasting their time to
research and make the purchase, then learn how to use the product again. Another researcher also stated that time
risk is the potential loss of time related by making bad decisions by wasting time researching, shopping and
replacing the unexpected goods.

2.2 Perceived Benefit

The term of online shopping depends on the consumers’ perception over the activities that conducted through the
Internet. Although the Internet provides some risks, in a different point of view Internet also gives big benefits to
consumers. Customers would like to purchase online because they discover the advantages of using it. According
to Forsythe, et al. (2006), perceived benefit replicates about what customers gain from online shopping. The
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perceived benefit of online shopping can be measured from the level of satisfaction over the product and the
benefit of online shopping. According to Kim et,al (2008), perceived benefit is the belief of consumers to which
extend they feel this online transaction is much better rather than other online transactions. Internet shopping
benefit has significantly related with attitude toward online shopping and intention to shop online (Jarvenpaa &
Todd, 1996). In fact, the consumers’ perceived benefits are the expansion of online shopping advantages or
satisfaction that satisfies customers need and want (Delafrooz, Paim, & Khatibi, 2011). Researchers have
identified various benefits associated with online intention such as shopping convenience, product selection, ease
of shopping and shopping enjoyment Based on the dimension of perceived benefit, researcher proposed the
following hypothesis:

Hs: There is a relationship between shopping convenience and online intention

According to Forsythe, et al. (2006), shopping convenience is perceived of the ability to shop anytime from
different place regardless the location and without visiting the store. Convenience is measured based on the
duration of time consumed, location to shop and the process of purchasing. Comparing between the traditional
way of buying with the practice of Internet shopping, online shopping gives more convenient to customers (Harn,
Khatib, & Ismai, 2006). Convenience here can be in the form of time, effort and stress. Shopping convenience
was a strong motivator that influences the intention of potential internet shoppers to do online shopping
(Koufaris, 2002).

With online shopping, consumers are allowed to browse and shop at any time convenient to them without having
to worry about the shop service time, time zone and even a traffic jam (Juniwati, 2014). Customers can shop at
any time as well without hassle and little interruption of other activities (Ko, Jung, Kim, & Shim, 2004). They
can access and purchase good wherever and whenever they want as the service is always available, 24 hour
availability of online shopping (McKinney, 2004). Every step that we did during online shopping contributes to
convenience of shopping. For instance, while browsing the products that we want is easy to find and search, it
contributes to search convenience (Seiders, Berry, & Gresham, 2000). Then, when the product is easy to obtain,
it is possession convenience. While shopping can be done in quick time and the product can be delivered without
delay, it is considered as time convenience (Kwek, Tan, & Lau, 2010).

Hg: There is a relationship between product selection and online intention

Product selection is the availability of the numerous products and product information on the market as to
support in helping customers to make decisions. Product selection offers customers the opportunity to compare,
contrast and select the products that meet their needs and wants from multiple choices (Dillon & Rief, 2004).
Through online shopping, consumers are allowed to compare a large number of options and find substitute
products under the same category (Rowley, 2000). The Internet allows merchants to offer a number of
alternatives per category and look for unique products in the marketspace (Alba, et al., 1997). Based on Harn, et
al., (2006), there is numerous product selections on the Internet due to there is no physical space limit. Thus,
online consumers can discover a wide range of product available on the website that meets their needs. In fact,
various product selections can increase online shopping intention and frequency (Luo, Ba, & Zhang, 2012).
Product differentiation can become another component that can increase shopper purchasing intention as well as
motivate them to shop online.

H;: There is a relationship between ease of shopping and online intention

According to Chahal (2013), ease of shopping relates to how easy or difficult its customers want to shop.
Customers nowadays want to find everything that can make their life easier and more efficient. As stated by
Forsythe, et al. (2006), ease of shopping refers to a condition where consumers avoid going to the store to shop.
Customers can buy anything through an Internet gateway by just type-in what they want. Most of the online
shopping sites, categorize their products into categories, subcategories and even sub-subcategories to help buyers
in browsing products (Hunt, 1999). According to Shu-Hung & Bayarsaikhan (2012), ease or comfort of shopping
has a direct influence on online purchase intention.

Ease of shopping is defined as customer awareness that using the technology make them free from effort and
difficulty (Ali Zaidi, Gondal, & Yasmin, 2014). This can be considered as the benefit that is provided in the
online shopping environment where it gives consumer shopping opportunity without physical and time controls
(Cemberci, Civelek, & Sozer, 2013). As the perceived ease of shopping is increased, attitude toward online
shopping will become further positive.

Hg: There is a relationship between shopping enjoyment and online intention

Perceived enjoyment is a condition where consumers perceived an enjoyable online content service experience
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as well as performance consequences that can be anticipated (David, Bagozzi, & Warshaw, 1989). According to
Forsythe, et al. (2006), enjoyment refers to the fun or enjoyments that gain by customer in trying new
experiences. According to Khoje et al., (2013) Beatty & Ferrell (1998) stated that enjoyment was the pleasure
gain from the process of online shopping. It reflects to the consumer perception toward the entertainment
potential of online shopping (Monsuwe, Dellaert, & Ruyter, 2004). Moreover, enjoyment is generated more from
the fun and playfulness of online shopping experience rather than from the finishing point of shopping activity
(Kwek, Tan, & Lau, 2010). The researchers named Harn, et al., (2014) suggested that perceived enjoyment
positively influence consumers’ purchase intention.

As stated by Wolfinbatger & Gilly (2001), in order to reach the level to which a website can lead to shopping
enjoyment, the firm should design a website which is unique because researchers found out that once customers
sees a unique website, there will be a big intention for them to buy, more positive mood and greater shopper
satisfaction. It is also supported by Wen, et al., (2011) where he found out that website design and information
provided on the website are the two main factors that help customers to increase the level of enjoyment.
According to Koufaris (2002), shopping enjoyment has a significant impact toward an attitude and intention in
online shopping. In addition, Jarvenpaa & Todd (1996) stated that shopping enjoyment can have a significant
impact on attitude, behaviour on the web and increase customer intention toward online shopping.

3. Methodology
3.1 Participant Characteristic

The age group among consumers has played a significant role in the market because it can help the marketers to
segment and influence the buying behaviour. Different people with different age group have different purchasing
behaviour. Here, the scope of the study is conducted to Generation-Y individuals in Malaysia. Gen-Y is the
potential customers in the market. Due to the technology development and the increasing of Internet popularity,
nowadays a lot of consumers, especially Gen-Y like to utilize Internet to do online shopping. Gen-Y or young
people are those individuals who was born in the range of 1977 to 1994 (Ruane & Wallace, 2013) whereby it
means in the year of 2014, their age are from 20 to 37 years old. Gen-Y are more active, comfortable and
interested with new technology as the Internet can help users to observe pertaining to product information,
service, payment process and so on (Wood, 2002). This group of people has high purchasing power and has the
potential of earning greater income (Jariah, Husniyah, Laily, & Britt, 2004)

3.2 Sampling

This study adopts a quantitative research approach. Looking into the sampling methodology, the total population
of Gen-Y in Malaysia is 5,092,065 million whereby this number was considered as a big number of the sample
group. In collecting the data about this research, a total of 200 questionnaire survey has been distributed to
respondents through physical distribution and online survey. However, from 200 questionnaires distributed only
150 questionnaires were returned back successfully to the researcher. As a result, it gave a response rate of 75
percent. According to Sekaran (2003), 75 percent is considered sufficient and acceptable for statistical reliability.

3.3 Measure

Dimension of Perceived Risk

Delivery Risk
Privacy Risk
Quality Risk

Time Risk

i

Online

Dimension of Perceived Benefit - Intention

Convenience

Product
Selection

ol

Ease of
shopping

Enjoyment

Figure 1. Theoretical framework
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In finding the outlier, this study employed normality, reliability and EFA for testing the goodness of the data.
Then, Pearson Correlation and Multiple Regression test for testing the hypothesis and examine the relationship
between the variable. Following figure shows the theoretical framework of the research.

4. Empirical Results

Table 1. Demographic analysis

Variable and Component Frequency Percentage (%)
Gender
Male 55 36.7
Female 95 63.3
Age
Below 18 2 1.3
18-22 122 81.3
23-26 24 16.0
27-30 2 1.3
Nationality
Malaysian 68 453
Non-Malaysian 82 54.7
Education
High School 5 33
Institute Graduate (Diploma) 9 6.0
Undergraduate (Degree) 130 86.7
Postgraduate (Master) 6 4.0
Ever Tried Online Shopping
Yes 140 93.3
No 10 6.7
Number of Times does Online Shopping
Never 10 6.7
1-4 44 29.3
5-9 49 32.7
10-15 41 273
Other 6 4
Frequency of doing online shopping
Never 10 6.7
Once a week 10 6.7
Weekly 4 2.7
Monthly 38 253
Occasionally 88 58.7

The table above shows the breakdown of the respondent's gender, age, nationality, education level, number of
times doing online shopping and frequency of doing online shopping. Here, the questionnaires are distributed to
different ranges of groups in order to have different point of view from different respondents.
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4.1 Reliability Test

Table 2. Cronbach Alpha test

Construct Number of Items Cronbach Alpha Coefficient
Delivery 3 0.760
Privacy 4 0.794
Quality 5 0.778
Time 3 0.716
Shopping convenience 4 0.919
Product Selection 4 0.864
Enjoyment 4 0.801
Ease of Shopping 6 0.714
Online Intention 4 0.924

Reliability test is a test that used to examine the internal consistency of the data. Normally, it uses Cronbach
Alpha coefficient to determine the value. The Cronbach Alpha Coefficient has to be above or at 0.7 in order to
get good internal consistency or reliable value. When the value is above 0.7, it is considered as acceptable, while
if the value is below than 0.7, it is considered to be poor (Pallant, 2013).

As we can see from the table above, the Cronbach Alpha for all 8 independent variable and 1 dependent variable
is above 0.7 where this indicates there is a high internal consistency. In other word, all variables are reliable.

4.2 Exploratory Factor Analysis (EFA)

EFA is one of the analysis components that used to test the interrelationship of the variables. Two statistical
measurements such as Bartlett and Kaiser-Meyer-Olkin (KMO) will be used to check the appropriateness of the
factor analysis.

Table 3. EFA results

Construct Approx. Chi Square df  Sig. (p) Kaise-Meyer-Olkin (KMO)
Delivery Risk 112.078 3 0.000 0.681
Privacy Risk 45.960 6 0.000 0.640
Quality Risk 183.708 10 0.000 0.817
Time Risk 353.004 3 0.000 0.633
Shopping Convenience 448.013 6 0.000 0.823
Product Selection 277.322 6 0.000 0.829
Enjoyment 181.973 6 0.000 0.789
Ease of shopping 297.298 15 0.000 0.705

According to the table above, the KMO value of all constructs is 0.6 and above. Then, the Bartlett Test value,
especially the sig. value is less than 0.05. This indicates that the relationship among the variables is significant
and factor analysis is acceptable. In fact, the value range for KMO is between 0 to 1 where 0.6 is the minimum
value for a good factor analysis, whereas for Bartletts test, the sig (p) value has to be below 0.05 so that the
factor analysis is considered appropriate (Pallant, 2013). Therefore, all the variables are appropriate as the p
value is less than 0.05 and KMO value above 0.6.

4.3 Pearson Correlation

Pearson Correlation Coefficient is used to measure the correlation and the relationship between two variables. It
also used to test the hypothesis. The aim of doing hypothesis testing is to reject the null hypothesis (Ho) and
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accept the alternative hypothesis. In fact, the null hypothesis is rejected when the degree of significant is less
than 0.05. If the significance of p is less than 0.05, then it indicates that there is significant correlation between
independent and dependent variable. On the other hand, if the significance value is more than 0.05, it means
there is no significant correlation between the two variables. In this study, to interpret the correlation coefficient
(r), the model proposed by Cohen will be used (Cohen, 1988). The r value tells about the strength of the
relationship and direction of the variables.

Table 4. Pearson correlation analysis

“r” value Interpretation
0<x<0.3 Weak correlation
03<x<0.7 Moderate correlation
>(0.7 Strong correlation

Table 5. Pearson correlation results

Construct Online Intention N Sig.
Delivery Risk 0.166 150 0.042
Privacy Risk 0.166 150 0.042
Quality Risk 0.194 150 0.018
Time Risk 0.165 150 0.043
Shopping Convenience 0.440 150 0.000
Product Selection 0.513 150 0.000
Enjoyment 0.466 150 0.000
Ease of shopping 0.494 150 0.000

The table above shows there is a relationship between the dependent variable and independent variables as
follow:

e Correlation between delivery risk and online intention is a weak correlation because the r value is 0.166.
e Correlation between privacy risk and online intention is a weak correlation because the r value is 0.166.
e Correlation between quality risk and online intention is a weak correlation because the r value is 0.194.
e Correlation between Time risk and online intention is a weak correlation because the r value is 0.165.

e Correlation between shopping convenience and online intention is a moderate correlation because the r
value is 0.440.

e Correlation between product selection and online intention is a moderate correlation because the r value is
0.513.

e Correlation between enjoyment and online intention is a moderate correlation because the r value is
0.466.

e Correlation between ease of shopping and online intention is a moderate correlation because the r value is
0.494.

To proceed with hypothesis testing regression analysis is used as it appears in next section.
4.4 Regression

Regression analysis is used when independent variables and a dependent variable are correlated one another. In
this study, all hypothesis obtained from the correlation analysis are accepted. Although, it is accepted, the
researcher has to ensure there is an actual relationship between two variables, thus regression analysis will be
prepared. Multiple regression will be conducted as we would like to predict the value of a variable from the
value of two or more other variables (Abdulahi, Samadi, & Gharleghi, 2014).
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Table 6. Model summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .594° 353 316 .61982

a. Predictors: (Constant), Ease, Quality, Delivery, Convenience, Time, Enjoyment, Privacy, Selection

Based on the table above, the value of R-square of the eight independent variables such as delivery, privacy,
quality, time, shopping convenience, product selection, enjoyment, ease of shopping is 0.353. The value of 0.353
indicates that the eight variables can explain 35.3% of the variation of the dependent variable which is online
intention. On the other hand, the remaining 64.7% of the variation of the online intention isn’t being explained in
this research. In other words, there are other factors that can be used to determine the impact of perceived risks
and perceived benefit to improve online intention among Gen-Y in Malaysia.

Table 7. ANOVA

Model Sum of Squares df Mean Square F Sig.
Regression 29.574 8 3.697 9.622 .000°
1 Residual 54.170 141 .384
Total 83.743 149

a. Dependent Variable: Intention

b. Predictors: (Constant), Ease, Quality, Delivery, Convenience, Time, Enjoyment, Privacy, Selection

According to the table above, the significance value (sig) for the variety of independent variables and the
dependent variable is less than 0.05 which is 0.000. This indicates the relationship between independent
variables (delivery, privacy, quality, time, shopping convenience, product selection, enjoyment, ease of shopping)
and a dependent variable (online intention) of this research are significant. As a result, the overall regression
model is considered to accurately predict the impact of perceived risks and perceived benefits toward online
Intention.

Table 8. Regression results

Unstandardized Coefficients  Standardized Coefficients

Model t Sig.
B Std. Error Beta
(Constant) 1.237 478 2.591 011
Delivery -.036 015 -.040 2404  .042
Privacy -.096 .036 -.062 -2.617 044
Quality -.068 110 -.057 -.617 418
1 Time -.033 .091 -.032 =367 243
Convenience 107 .100 110 1.069  .101
Selection 243 102 245 2.384  .047
Enjoyment 195 A11 176 1.751  .089
Ease 295 .108 241 2.741  .036

a. Dependent Variable: Intention

From the result in coefficient table above, ease of shopping has the most significant relationship with online
intention because the unstandardized coefficient of the ease of shopping (B= 0.295) is the highest among all the
variables. In addition, the unstandardized coefficient of shopping convenience (= 0.107), product selection (p=
0.243) and shopping enjoyment (f= 0.195) have a positive relationship with online intention, whereby this
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means when the online intention is increased, then the shopping convenience, product selection and shopping
enjoyment benefit are increased as well. On the other hand, delivery (B= -0.036), privacy (f= -0.096), quality
(B=-0.068) and time (= -0.033) have a negative relationship with online intention. This induces when the online
intention increase, the delivery, privacy, quality and time risks of online shopper decrease.

5. Hypothesis Testing

Following table provides the result of hypothesis testing. Based on the regression results, hypotheses number 1, 2,
6, and 8 are accepted and the rest are rejected. This is obtained from the significancy of the variables in
regression table.

Hypothesis Variables Coefficient value Final decision
H, Delivery Risk B=-0.036 Accepted
H, Privacy Risk p=-0.096 Accepted
H; Quality Risk B=-0.068 Rejected
H, Time Risk p=-0.033 Rejected
H; Shopping Convenience p=0.107 Rejected
Hg Product Selection B=0.243 Accepted
H; Enjoyment B=10.295 Rejected
Hg Ease of Shopping p=0.195 Accepted

6. Conclusion

In a nutshell, based on the correlation result, all the variables such as delivery risk, privacy risk, quality risk, time
risk, shopping convenience, product selection, ease of shopping and shopping enjoyment are correlated with
improving Generation-Y online intention. In increasing consumer online intention, consumers perceived greater
benefit and less risk. First of all in the dimension of perceived benefit: shopping convenience, product selection,
ease of shopping and shopping enjoyment have a positive relationship toward online intention. In fact, marketers
have to consider these factors if they would like to increase their sales through online channel. Through online
purchasing, customers can access many brands and retailers from everywhere and they can get numerous
selections of products available on the Internet.

Furthermore, in the dimension of perceived risk, quality, privacy, delivery and time risks are shown negative
relationship toward online intention. Most of the respondents still perceived that online shopping is risky, this
indicate as the quality, privacy, delivery and time risk increase, the online intention of Generation-Y is going to
be deteriorated. In other word, if customer perceived online shopping is risky then they will reduce their
intention to shop online. Customers worry to purchase goods online because they are afraid the items aren’t
delivered after the payment, their personal information will be leaked out to other companies that can affect their
privacy and the product isn’t delivered as what they expect. Therefore, firms have to improve their security
requirements so that it can mitigate the risk perceived by the consumer. Among all the variables of perceived
benefit and perceived risk, only four variables are found to be significant namely, delivery risk, privacy risk,
product selection, and ease of shopping.
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