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Abstract: The objective of this study is to explore three dimensions of trust that affect consumers’ 
attitude towards online shopping and online shopping intention in Malaysia. Data was collected from 
students’ samples in Malaysia. SEM (Structural Equation Model) was used to test the hypotheses and 
confirmed the fit of the model. The researcher found that there are only two factors for explaining 
attitude towards online shopping, which are integrity and ability; and there is no significant in 
consumers’ attitude towards online shopping based on benevolence; however, there is a relationship 
between attitude toward online shopping and online shopping intention.  
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INTRODUCTION 
 

By the emergence of the Internet the modes of transactions of goods are facilitated. The reflection of the 
internet on the Malaysian market is considerable as it has made it easy for the consumers to purchase products 
or services from the vendor and to look up the product information on the internet (Ling, Chai &Piew, 2010). 

According to Forrester’s research, online sales in the main retail types were US$235.4 billion in 2009 and 
will continue to increase in the year 2012 by 12% to US$334.7 billion, or 15% of general retail sale.  (Shyh-
Hwang Lee &ThiBich Ngoc, 2010). 

Students spend $200 billion a year in buying power in the US market, and 90 percent of them have access 
to the internet every day. Also, students are potentially capable of utilizing internet services and are believed to 
be the most frequent and active internet users (Delafrooz, Paim, Khatibi, 2010). Thus, it is significant for 
retailers and consumers’ behavior researcher to recognize Malaysian students’ population attitude toward online 
shopping due to student’s role in online marketing in Malaysia. (Sabri, MacDonald, 2008). 

The increase of unique internet users in Malaysia will make people interested and will create an awareness 
of e-commerce. However, research in e-commerce in Malaysia is very restricted and not widely published 
(Delafrooz et al., 2010). There are many studies which focus on the internet users in general but few studies 
were carried out to investigate online purchasing behavior in Malaysia (Sulaiman, Jaffar & Kadam, 2005).  

Previous research has revealed that attitude toward online shopping is a significant predictor of making 
online purchases (Yang, Lester, 2007). However, a little is known about consumers’ attitudes toward adopting 
the online shopping and the factors which influence their attitude and intention (Haque, Sadeghzadeh, &Khatibi, 
2011). 

Being short of trust is one of the most regularly cited reasons for consumers not shopping on the internet 
(Metehan & Yasemin, 2011).  The topic of trust seems to be one of the reasons why Malaysians are not 
interested in online shopping as most Malaysian consumers don't trust online transactions (Hassan, 2008).  
Users who have a high level of trust for the site are more likely to carry out with the transaction (Metehan et al., 
2011).Therefore, to show the need to examine trust, this paper proposes a three-dimensional scale of trust 
dealing with integrity, benevolence, and ability as factors influencing student s’ attitude toward online shopping 
and also to test the mediate effects of attitude between trust and intention in the context of online shopping 
behavior in Malaysia. 

 
2. Literature Review: 
2.1. Trust:  

Trust acts as a key role in creating fulfilled and expected outcomes in online transactions (Ling, et al., 
2010). Transactions will happen when there are motivation and trust between seller and buyer. Moreover, trust 
is a critical element affecting consumer behavior and it ascertains the success of technologies adopted such as e-
shopping (Pavlou, 2003). As found in many studies, lack of trust in online transactions and the online vendors is 
a chief obstacle in e-shopping (Corbitt,Thanasankit, 2003). 

From prior research, online trust has been considered as of a variety of perspectives employing the 
dimensional concepts (Salam et al., 2005; Kivijarvi, 2007; Lopez, 2004; Sulaiman et al., 2007). Trust has been 
defined in different ways in the literature (Gefen et al. 2003; McKnight et al., 2002). Cho (2007) defined trust 
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from the business point of view, trust refers to the confidence a person has in his or her favorable expectations 
of what other people will do.  

Mayer, Davis and Schoorman’s (1995) described trust as the relationship between the trustee (business) and 
the trustor (consumer). Thus, according to Meyer (1995) trust, the crucial element in the business transactions is 
actually constructed on the following basis: namely ability, benevolence, and integrity. These three closely 
associated aspects take an important role in forming the trust that someone has to believe in media, transaction 
and commitment as offered in e-Commerce and they are related trusting beliefs in an online situation (Geffen, 
2002).  

This paper, defines trust in an e-shopping context as “a consumer’s willingness to depend on another party 
and be vulnerable to the actions of the other party during the onlineshopping process, with the expectation that 
the other party will perform acceptable practices and will be able to deliver the promised products and services” 
(Mayer et al. 1995; McKnight 2002). 

The consumer wants the vendor to be prepared and capable to act in the customer’s interests, to be honest in 
transactions, and to be competent of consistently delivering a product or service as promised (McKnight and 
Chervany 2002). 

 
2.2 .The Dimensions of Trust:  

According to Meyer et al.(1995) there are three factors that give influence on the formation of trust, that is, 
ability, benevolence, and integrity. 
 
Integrity:  

Integrity refers to the perception of internet users on the honesty and promise keeping of internet vendors, 
in terms of reliable actions and similar with its own words, and whether its transactions with its consumers are 
fair. 
 
Ability: 

Ability is defined as the Internet users’ perception on the skills, abilities, and expertise of Internet vendors 
and including serve and keep goods and service safely from being interfered by third parties. 
 
Benevolence: 

Benevolence refers to how much the sellers enthusiastically are willing to give beneficial goods and service 
to their customers in order to not only increase profit sale but also improve their customers’ satisfactory level. 

Additionally, the existing view of consumer trust in the e-commerce literature contends that trust has a 
direct positive effect on attitudes and behavior (Jarvenpaa et al., 2004; Pavlou, 2002; Teo and Liu, 2007). If 
consumers believe that shopping vendors are benevolent, and offer the ability, skills, integrity, and honesty, they 
are more likely to use online shopping. Thus, perceived benevolence, integrity, and ability are likely to be 
associated with positive attitude toward online shopping (Pavlou and Fygenson, 2006). A positive attitude 
toward virtual shopping increases consumer trust in internet shopping and leads to an increase in shopping 
intention. Also, according to Palvia, (2009) trust has a significant effect on intention through attitude. Then, 
attitude can mediate between trust and intention. Besides, trusting beliefs positively influence online consumers’ 
purchase intentions (Verhagen et al., 2006; McKnight et al., 2003). Hahn and Kim (2009) also confirmed the 
positive relationship between online trust and online purchase intention. 

 
3. Research Model and Hypotheses:  

A review of the related research shows that the theory of Reasoned Action (Fishbein&Ajzen, 1975) and 
Theory of Planned Behavior (TPB) are among the mainly accepted theories used to explain online shopping 
behavior. Therefore, the theoretical framework of this study is based on these theories. In addition, they have 
been extensively adopted to explain and predict user behavior in an online shopping setting. 

Theory of Reasoned Action (TRA) asserts that intention to perform behavior is determined by the 
individual’s attitude toward the behavior, and a person’s attitude is affected by his/her beliefs. TRA is also 
applied as the theoretical base in recent studies on trust formation (Jarvenpaa, Tractinsky, Vitale, 2000, 
McKnight, Chervany.2001).Since trust can be seen as a belief, confidence, sentiment, or expectation about an 
exchange partner’s intention and/or likely behavior, it is posited to be directly related to the attitudes toward 
purchasing from a vendor and indirectly related to consumers’ intention purchasing attitudes (Teo, & Liu 2007). 

Theory of Planned Behavior (Ajzen, 1985, 1991) argues that beliefs about an object indirectly influence 
intentions through attitudes toward the behavior as well. 

Research model (Figure 1) was adhered to observe the trust factor affecting online shopping which have 
demonstrated literature support.  
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Fig. 1: Research Model. 
 

Hypotheses:  
To determine correctly, what Malaysian students feel about trust while they shop online we use these 

hypotheses:   
H1: There is a positive relationship between integrity and attitude toward online shopping. 
H2: There is a positive relationship between benevolence and attitude toward online shopping. 
H3: There is a positive relationship between ability and attitude toward online shopping. 
H4: Attitude mediates the relationship between integrity and intention toward online shopping. 
H5: Attitude mediates the relationship between ability and intention toward online shopping. 
H6: Attitude mediates the relationship between benevolence and intention toward online shopping. 

 
4. Methodology: 

To investigate the research model, the study conducted a survey study. Questionnaire was developed using 
a 5-point Likert scale from the literature, and questions were designed for each single construct .The reliability 
of each measurement was confirmed by means of the pretest.  

 
4.1 Sample And Data Collection: 

Survey approach was chosen to gather information directly from students in universities located in the 
Klang valley and cluster sampling method was used. Firstly, whole population (population of universities in 
klang valley) was divided into two clusters (public and private). Then, from the selected clusters the researcher 
chose four universities from each cluster through simple random sampling. Hence, students who enrolled in a 
broad range of courses in each faculty and institute were chosen.  

Among 400 questionnaires that were distributed, about 380 were returned, but only 375 completely 
answered. 

General profile of the respondents’ characteristics, which consist of gender, age, educational qualification, 
ethnicity, income, is presented in Table 1. 

Frequency distribution profile of respondents showed that 60 percent of the respondents were female while 
40 percent were male. The majority of the respondents (55.2 %) fall in the age range between 20 to 25 years of 
age. Respondents having a monthly income ranging from less than RM 2400 were the majority income group 
(72.3 %). From the ethnic point of view, Malays comprised 52.4%, followed by Chinese and Indians that 
composed 32.8% and 14. 4% of the study sample respectively (Table 1).   
 
5. Analysis: 

The data collected were analysed using AMOS Version 18.0. Structure Equation Model (SEM) was carried 
out to investigate and evaluate the underlying factors that influence online shopping attitude and to test mediate 
role of attitude between integrity, benevolence, ability and intention. Structural Equation Modelling (SEM) is 
multivariate statistical technique which through combination of multiple regression and factor analysis estimates 
a series of dependence relationship between exogenous (independent) variables and endogenous (dependent) 
variables simultaneously (Hair, Black& Tatham 2006). 
 
6. Result: 

The first structural model designed to answer the first objective of this study. This paper was to test the 
contribution of exogenous(independent) variables such integrity, benevolence, and ability toward the prediction 
of the endogens (dependent) variable of attitude toward online shopping.  

The result of testing of structural model for attitude toward online shopping showed that the model fit the 
data in acceptable level (Table 2). The result showed that the model was fit based on significant Chi-square (P < 
.05), also based on the other fit indices such as relative Chi-square (1.879) which is less than recommended 
value 5, and incremental fit indices such as IFI, TLI, and CFI with value more than recommended value .9 (.968, 
.963, and .968 respectively) the model perfectly fit the data. Further the RMSEA and SRMR values (.048 and 
.042 respectively) which fall in the recommended range less than .08, supported the perfect level of model fit for 
attitude toward online shopping (Table 2).  
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Table 1: Demographic profile of the respondents. 
Variable  Frequency Percentage 
Gender   
Male  150 40.0 
Female  225 60.0 
Age     
>20  
21-25  
26-30 
31-35 
36-40  
<41 

66 
207 

8 
61 
23 
10 

17.6 
55.2 
2.1 
16.3 
6.1 
2.7 

Marital Status   
Single 
Married  
Divorce 
Widow 

304 
68 
1 
2 

81.1 
18.1 
0.3 
0.5 

Educational Qualification    
Bachelor 92 24.5 
Master 211 56.6 
PhD 36 9.6 
Post-doctoral 3 0.8 
Others  32 8.6 
Ethnicity    
Malay 
Chinese 
Indian 
Others 

198 
103 
20 
54 

52.8 
27.5 
5.3 
14.4 

Income (RM)   
>2400 271 72.3 
2401-3600 
3601-4800 
<4800 
Missing 

47 
24 
31 
2 

12.5 
6.4 
8.3 
.5 

 
Table 2: Model Fit Summary for Attitude toward Online Shopping Structural Model Chi-square/CMIN and GFI. 

Model NPAR CMIN DF P CMIN/DF GFI AGFI 
Default model 50 381.418 203 .000 1.879 .915 .894 
Saturated model 253 .000 0 1.000  
Independence model 22 5760.294 231 .000 24.936 .170 .091 

Baseline Comparisons, RAMSE, and SRMR 

Model 
NFI 

Delta1 
RFI 
rho1 

IFI 
Delta2 

TLI 
rho2 

CFI RMSEA SRMR 

Default model .934 .925 .968 .963 .968 .048 .042 
Saturated model 1.000  1.000  1.000   
Independence model .000 .000 .000 .000 .000 .253  

 

The result showed that these 3 exogenous variables explain 50% of the variances of attitude toward online 
shopping. Also, the ability showed that based on the standardized regression weight had highest contribution in 
prediction of attitude toward online shopping (β= .394), followed by integrity (β= .328) (Table 3). 
 
Table 3: Unstandardized and Standardized Regression Weights in Structural Model of Attitude toward Online Shopping. 

Hypothesis Estimate S.E. 
Standardized 

estimated 
C.R. P 

Attitude <--- Integrity  . 430 .147 .328 2.917 .004 
Attitude <--- benevolence  .027 .125 .022 .213 . 831 
Attitude <--- Ability  . 435 .097 .394 4.477 .000 

In the following section each path relationship would be discussed under a specific hypothesis.  

 
H1:There is positive significant relationship between integrity   and attitude toward online shopping  
The result as depicted Table 3, showed that the exogenous variable of integrity had a significant 

contribution in prediction of attitude toward online shopping (β = .328, C.R= 2.917, P <.05). Therefore, 
relationship between integrity and attitude H-1 was supported.   

H2: There is a significant positive relationship between the benevolence and attitude toward online 
shopping. 

The result showed that there is no significant contribution exists for benevolence on prediction of attitude 
toward online shopping (β = .022, C.R= .213, P >.05). Therefore, H-2 was not supported by the data in this 
study (Table 3). 
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H3: There is a significant positive relationship between the ability and attitude toward online shopping. 
The result as displayed in Table 3, showed that there is a significant positive  relationship between ability  

and attitude toward online shopping (β = .394, C.R= 4.477, P <.05). Therefore, H-3 was supported by the data in 
this study.  

In the second objective of this study the researcher wants to examine the mediating effect of attitude toward 
online shopping on the relationship between exogenous (independent) variables of integrity, benevolence, and 
ability with endogens (dependent) variable of intention to online shopping.   

In order to test the mediating effects of attitude toward online shopping on the relationship between 
exogenous variables and endogens variable of intention, the multi model analysis was conducted. The model 
designed to test the mediation effects of attitude involved two models; 1) the full mediation model, which 
include all identified path linking the variables, and 2) the indirect model, in which the 3 direct paths linking the 
exogenous (independent) variables to endogens variable of intension not estimated. The Multi model analysis 
allowed the researcher to compare the level of goodness-of-fit directly.  As showed in the Table 4, model based 
on significant Chi-square and  fit indices such as IFI, TLI, and CFI both model fit the data and the value for 
these indices exceed the recommended value .9. Also, both full mediation model and indirect model with the 
RMSEA value (.047 and .055 respectively) less than the recommended range .08 suggested the fit of both model 
acceptable.  The level of goodness-of-fit for full mediation and indirect model could be compared based on 
Nested Model Comparisons as portrayed in Table 4 
 
Table 4: Model Fit Summary for Full Mediation and Indirect structural model. 

Model NPAR CMIN DF P CMIN/DF IFI TLI CFI RMSEA 
Full Mediation Model 66 615.310 340 .000 1.810 .965 .961 .965 .047 
Indirect Model 63 727.552 343 .000 2.121 .952 .947 .952 .055 

 

Although both model fit the data adequately, but according to the Nested Model comparison of the full 
mediation model showed a significant better fit than the indirect model. Also, the full mediation model produced 
a smaller AIC in compared to indirect model (747.310 and 853.552 respectively). Therefore the full mediation 
model preferred. 
 
Table 5: Nested Model Comparisons (Assuming Full Mediation Model to be correct). 

Model DF CMIN P NFI 
Delta-1 

IFI 
Delta-2 

RFI 
rho-1 

TLI 
rho2 

Indirect Model 3 112.242 .000 .013 .014 .014 .015 

 
The Mediation Role of Attitude: 

Hair et al., (2006) indicated that “amediate effect is created when a third variable (constructs) intervenes 
between two other related constructs” (p. 866). The normal method of testing mediation effects explained by 
Baron and Kenny (1986) was employed to test the mediation effect of attitude on the relationship between the 
exogenous variables and intention. In using the Baron and Kenny (1986) method , the specific conditions 
necessary to considered such as significant relationship between independent variable and dependent variable, 
significant relationship between independent variable and mediating variable, and significant relationship  
between mediating variable and dependent variable (Hair et al., 2006). In this method, at first the initial model 
with only direct effect between independent variable and dependent variable was estimated. The second step is 
to estimate a second model in which the mediating variable would be added to the model and the two additional 
paths between independent to mediation variable and mediation to dependent variable calculated (Hair et al., 
2006). Hair et al., (2006) indicated that “ a) if the relationship between the independent variable and dependent 
variable remains significant and unchanged once the mediation variable included in the model, then the 
mediation is not support, b) if the relationship between independent and dependent variables reduced but 
remains significantwhen the mediation variable  is included as an additional predictor, then partial mediation is 
supported, and c) if the relationship between independent and dependent variables reduced to a point where it is 
not significant after mediation variable is included, then full mediation is supported” (Hair et al. 2006, p 867). 

According to the above mentioned condition indicated by Hair et al., (2006) in the following section the 
mediation effects of attitude on the relationship between each exogenous(independent) and intention would be 
discussed based on the result for direct and mediation model under a specific hypothesis.  

H4: Attitude toward the online shopping mediates the relationship between integrity and intention. 
The result as demonstrated in Table 6, showed that in the direct model the relationship between the integrity  

and intention was  significant (β =. 365) (Table 6). Also, the result based on the mediation model showed a 
significant relationship between integrity and attitude (β = .329), and attitude with intention (β = .358). 
However, the size of standard regression weight for direct relationship between integrity  and intention reduced 
when the attitude included as additional prediction in mediation model, but still significant (β =. 248), thus the 
partial mediation of attitude on the relationship between integrity and intention was supported. 
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H5: Attitude toward the online shopping mediates the relationship between ability and intention  
The result showed that in the direct model the relationship between the ability and intention was significant 

(β =. 416). Also, the result based on the mediation model showed a significant relationship between ability and 
attitude (β = .395), and attitude with intention (β = .358) (table 6). However, the size of standard regression 
weight for direct relationship between ability and intention reduced when the attitude included as additional 
prediction in mediation model, but still significant (β =. 275) (Table 6), thus the partial mediation of attitude on 
the relationship between ability  and intention was supported.  

H6: Attitude toward the online shopping mediates the relationship between benevolence and intention. 
The result showed that in the direct model the relationship between the benevolence and intention was not 

significant (β = .070). Further, the result based on the mediation model showed a non-significant relationship 
between benevolence and attitude (β = .021) (Table 6). Therefore, the mediation of attitude on the relationship 
between benevolence and intention was not supported.  
 
Table 6: Standard Regression Weight in the Full Mediation, Indirect, and direct Model. 

DV IV Mediation Model Indirect Model Direct Model 
Attitude <--- Integrity  .329** .343**  
Attitude <--- benevolence .021 .027  
Attitude <--- Ability  .395*** .408***  
Intention  <--- Integrity  .248**  .365*** 
Intention  <--- benevolence .062  .070 
Intention  <--- Ability  .275***  .416*** 
Intention <--- Attitude  .358*** .774***  

Notes: *P < 0.05; **P < 0.01, ***P < .001 

 
7. Discussion and Conclusion: 

The results of the study show that integrity and ability has significant effects on both attitude and intention. 
Furthermore, the result shows that there is no significant effect between benevolence and attitude and intention. 
Findings of this study are similar to previous findings that a positive relationship exists between consumer 
attitudes and trust (Jarvenpaa&Tractinsky, 1999; Teo&Liu, 2007). In addition, in this paper, researcher found 
partial mediation of attitude in relationship between ability and integrity with intention. And also, from the 
mediation test the direct effect of ability and integrity on intention were revealed. This finding was consisted 
with Geffen and Heart’s (2006) cross-cultural study.They found out that in a repeated transaction setting, 
integrity and ability influence the trust as trusting belief and it affects the purchase intention while benevolence 
is not a significant predictor of intention behind purchases. Further it is consistent with pervious study that 
confirmed trust influences intention to shop online via the mediating variable of attitude toward online shopping. 
It is worthy of note that trust exerts a more deep online shopping (Gefen& Straub, 2003).  

Therefore, from the result, researcher can argue that to increase the level of trust regarding perception of 
students or customers, when a consumer perceives that a vendor has high integrity trust, it means that it is 
expected from the vendor to provide products and service in a reliable and promised manner. And integrity is 
displayed by keeping promises. Thus, vendors in Malaysia should ensure a quick and scheduled order delivery, 
whether physical or electronic, as ordered and expected by the customer.  

Subsequently, vendor or provider of online shopping should be aware of the process of online shopping 
such as shipping the right product at the right time to the right place. Also, efficient customer support services, 
error-free billing, and credits on returned items are to be considered (Urban, Sultan, & Qualls, 2000).  

In an online environment, a vendor’s ability will be mainly assessed through the appearance of products and 
product information. In most online stores, products are presented by the use of images. On the other hand, to 
increase customer’s perceptions of ability, vendors in Malaysia should provide a rich and complete view of 
products. In an online shopping environment where there is only the image of the products, the customers 
should be able to view and experience competence, the ability to buy the intended product as they expected. 
Apart from the content of the information, the way it is proposed and accessed contributes to assigning a 
vendor’s ability. Hence attitude and intention of consumers in Malaysia with regard to trust will be increased. 
Also, as discussed earlier, the ability of trust in vendor/website positively relates to the intention. This might be 
because, in the virtual environment, the ability of the vendor is more important. A consumer would expect the 
transaction to be successful if he/she believes that the virtual store vendor is capable of providing a safe 
environment and quality service, and that the vendor has integrity and provides quality products. 

Our result showed that students’ opinion about the benevolence of the Internet vendor might not have an 
important effect on their trust and purchase intentions. These differences might happen due to variation in their 
expectations.  Furthermore, students ‘benevolence perceptions of online shopping store are relatively intangible, 
resulting in the evaluation of the value received being much more subjective which leads to the criteria for 
evaluating online shopping stores that is less well-expressed. 
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The main objective of this research is to investigate consumer’s trust in online-shopping in Malaysia. The 
proposed research model clearly showed factors that contribute to trust. The results showed that among the three 
main factors that contribute to trust, ability is the most important one while the other two factors vary with 
different respondents. Finally, attitudes continue to play an important role in e-commerce adoption because they 
influence behavioral intentions.   
 
8. Implications: 

 This study provides a quantified measure on the significant role of trust in online shopping.  Online 
shopping is increasing at a tremendous rate day by day. One of the most important indicators that could support 
this increase is the effect of the internet vendor trust on customer’s shopping behavior. In this respect, our study 
reveals that Malaysian students have a tendency to continue shopping with online vendors which they trust. That 
will help online sellers or vendors to improve their performance by emphasizing on presenting their integrity 
and ability as this may positively encourage consumer purchasing behaviors. 

This research suggests that managers need to concentrate on three main points of users’ trust awareness by 
boosting the quality of their services, by improving back-up plans, and by attempting to fulfill customers’ 
growing needs. They also need to be aware of the importance of different beliefs on users’ attitudes and adjust 
their marketing strategies accordingly. This research asserted that users’ trust in e-vendors is of highest 
importance for adoption, because trust reduces perceptions of risk, especially in e-commerce where uncertainty 
is extremely high. Hence, vendors improve customer trust perceptions by keeping their promises as well as 
integrity. Moreover, they should present better customer services and they should solve customers’ problems on 
the spot. In the end, service providers need to improve their systems’ navigability and show technological 
ability.  
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