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ABSTRACT
This study investigated the effects of consumers’ trust and attitude toward online shopping. Attitude is
referred to as a positive or negative evaluation of people, activities, ideas, objects, event, or just about
anything in the environment. Different facets of the e-shopping behavior of consumers have been
investigated in previous literature. These facets can generally be divided into three namely, behavioral
intention, actual behavior and attitude toward behavior. The aim of the study is to determine the effect of
consumers’ trust and attitude toward online shopping. A quantitative research design was adopted to collect
data. Multiple regression analysis method was used to conduct this study. The findings of the study will
contribute to both theory and practice. The results of this study have important contributions and
implications for practitioners and policy-makers. This study contributed to the field of consumers’ trust and
attitude relationship with online shopping in the context of developing countries. It is contended that the
examination of the effects of consumers’ trust and attitude toward online shopping is more significant than
the examination of a direct relationship, which is quite obvious.
Keywords: Consumer, Trust, Attitude, Online Shopping, E-Service Quality
These facets can generally be divided into three namely,
behavioral intention, actual behavior and attitude toward
behavior. Some studies dedicated to the topic consider
intention to e-shop as a dependent variable (Choi and
Geitsfeld, 2004), while other studies chose actual eshopping behavior as the dependent variable (Eastin,
2002). Some other studies examined the multiple
dependent variable determinants with the inclusion
of both behavioral intention and actual behavior
(Liang and Lai, 2002). Additionally, as attitude results
in behavior, some studies viewed attitude towards eshopping as a dependent variable (Childers et al., 2001).
Fishbein (1963) asserted that judgments would
consequently transform into consumer attitudes toward
the object and lead to consumer’s purchase behavior.
Similarly, Hassanein and Head (2007) stated that
attitude is interlinked with behavioral intention during
voluntary technology adoption. Chang et al. (2005)
reviewed many studies regarding online attitudes and

1. INTRODUCTION
Attitude is referred to as a positive or negative
evaluation of people, activities, ideas, objects, event, or
just about anything in the environment (Zimbardo and
Boyd, 1999). In the view of Bain (1929), an attitude is
the relatively stable overt behavior of a person, which
affects his/her status. For Lumley (1928), an attitude is a
susceptibility to certain kinds of stimuli and readiness to
respond repeatedly in a given way, which are possible
toward our world and the parts of it, which impinge upon
us. North (1932) defined attitude as the totality of those
states that lead to or point toward some particular
activity of the organism. The attitude is, therefore, the
dynamic element in human behavior, the motive for
activity. Most attitudes are considered a result of
experience or observation from the environment.
Different facets of the e-shopping behavior of
consumers have been investigated in previous literature.
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when attitudes are studied what are observed are the
evoking stimuli on the one hand and the various types of
responses on the other. The kinds of responses that are
usually utilized as indices of attitudes can be categorized
into three: Cognitive, affective and behavioral and it has
been proposed that it is more feasible to measure attitude
through many dimensions (Rosenberg and Hovland,
1960). From this perspective, it has been argued that a
single evaluative score that only assesses the affective
component well not represent the complexity of
the attitude and that attitude should thus be measured via
multi-dimensional constructs (Ajzen and Fishbein,
2005). Pike (2008) proposed that measurement of tourist
attitudes should comprise cognitive, affective and
conative components. According to Pike, the cognition
is the aggregate of what is known or believed regarding
a destination and the knowledge related to the
destination, which may or may not have been
developed from the prior visit and signifies awareness.
On the other hand, affect signifies an individual’s
feelings regarding the object which may or may not be
favorable or neutral (Fishbein, 1967), while the
component of conation of attitude is the same as the
behavior since it is regarded as the intention or action.
Under the view of single dimension, the cognitive
and conative components are taken out of attitude where
cognition is referred to as beliefs and attitude as
intentions and behavior in Fig. 1. Therefore, the single
dimensional view is that attitude has a single dimension
comprising only a single component referred to as affect,
which signifies the level of favorability or unfavorability of the attitude object. Other beliefs and
behavioral dimensions are not viewed as attitude
components but are instead considered as antecedents or
outcomes of attitude (Fishbein and Ajzen, 1975). In sum,
while the tripartite approach includes the notion of
consistency of the components, the single dimension
approach postulates a causal flow through the
components and hence, the consistency.

intention. They found that in all studies there were
significant positive impacts between attitude and
intention. It is predicted that consumer attitudes will
impact e-shopping intention and result in transaction
or the lack thereof (Li and Zhang, 2002).
Li and Zhang (2002) conducted a review of online
shopping attitude studies and found that studies on the
topic have contributed significantly to the explanation of
online shopping. Nevertheless, there is still lack of clear
understanding of the effects of significant factors on
online attitudes and unclear determination of dependent
as well as independent variables that limit comparison
across studies and lead to elusive synthesis and
integration of the empirical literatures.
Finally, Cheung et al., (2003) highlighted the theories
used by researchers in 351 papers included in the survey
of online consumer behavior research studies. Their
findings revealed that Theory of Reasoned Action (TRA)
and its related theories with the inclusion of the
Technology Acceptance Model (TAM) and Theory of
Planned Behavior (TPB) dominated the rest of the
theories in the field. Based on the discussion above in
this study, researcher considered attitude toward
shopping online as the dependent variable.

1.1. Attitude Towards Behavior
The first construct in theory of planned behavior is
attitude towards a target behavior. An attitude
is defined as the extent to which an individual has a
favorable or unfavorable evaluation or appraisal of the
behavior in question (Ajzen, 1991). Theory of planned
behavior considers attitude as a function of information
or beliefs that are significant to the target behavior.
People generally develop perceptions regarding the
behavior related to a particular outcome or to some
attributes (e.g., the cost to conduct the behavior) that are
significant to them. When people believe that behaviors
are associated with desirable outcomes, favorable
attitudes toward behaviors are developed.
Attitude theory says there is or might be a causal
influence of attitude on behavior (attitude → behavior)
(Assael, 1995). This is one reason for the popularity of
the attitude concept in marketing theory and practice. If
this hypothetical causal relation really exists, then it is
possible to explain and forecast a person's behavior by
analyzing his/her attitude. Furthermore, it is possible to
use this relation to change a person's behavior by
changing his/her attitude.
Rosenberg and Hovland (1960) argued that for
certain types of studies it might be enough to use a single
response as the index of an individual’s attitude. Thus,
Science Publications

1.2. Theory of Reasoned Action
Theory of Reasoned Action (TRA) by Ajzen and
Fishbein (1980) was developed from previous research
on attitude and behavior. The theory was proposed to
address the disadvantages of the traditional attitudebehavior studies, which found weak correlations between
attitude toward the object measures and behavior
performance (Hale et al., 2002). The key suggestion
following theory of reasoned action is the expectation of
behavioral intention.
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e-shopping and e-shopping compatibility and
complexity. In these studies, subjective norms were not
included as determinants of behavioral intention
(Fishbein and Ajzen, 1975).
Theory of Reasoned Action (TRA) proposed
by Ajzen and Fishbein (1980) is a commonly employed
theory in marketing studies. It advocates that a person’s
behavior is reflected through his/her intentions, which
can be predicted from his/her attitudes concerning the
behavior and subjective norms. Based on the line of
predictions, the attitudes of an individual may be
predicted through his/her beliefs concerning the outcome
of the behavior. Theory of Reasoned Action is a broad
theory and it does not pinpoint particular beliefs that may
be important in specific situations. It is utilized for the
prediction of different behaviors including finance,
marketing, health etc. Therefore, Theory of Resound
Action is suitable to be used in the context of online
shopping studies via a specific web vendor. Based on the
discussion above, researcher used Theory of Reasoned
Action as a base theory for the present study.

Theory of Reasoned Action (Fig. 2) provides an
explanation of the psychological process of the conscious
human behavior and it attempts to clarify determinants of
behavior (Ajzen and Fishbein, 1980). Based on this
theory, the intention behind an individual’s behavior affect
the actual performance of the behavior and attitudes
towards the subjective norms, in which behavioral
intention is the measurement of the extent of people’s
inclination to exert effort, or their plan to exert effort for the
performance of behavior (Ajzen, 1991). An individual’s
behavioral intention generally has a positive effect on the
intended behavior performance. The attitude of an
individual towards behavior consists of the evaluation of
his/her beliefs while his/her subjective norms are reflected
through the normative beliefs concerning the behavior’s
feasibility evaluated by the referent people and the
individual’s inclination to follow the beliefs. Moreover,
Theory of Reasoned Action postulates that external
factors such as the characteristics of the individual
indirectly affect his/her behavior through the impact of
both attitudes and subjective norms.
According to Vijayasarathy (2002), there exist four
types of salient beliefs that can collectively be used to
highlight a person’s attitude toward e-shopping, namely,
product perception, shopping experience, customer
service and consumer risk. Theory of Reasoned Action
was adapted in the study conducted by Cho (2004) and
Verhoef and Langerak (2001) in an attempt to examine
e-shopping behavior.
Specifically, Cho (2004)
contended that attitude toward e-shopping can be shown
through the following factors: Perceived outcome of eshopping, previous behavior and attitude toward
channels of shopping. The possibility of backing down
of any online transaction planned is determined through
the aggregate dimensions coupled with the attitude
toward e-shopping. On the other hand, Verhoef and
Langerak (2001) considered the innovation diffusion
theory constructs and hypothesized that an individual’s
intention to e-shopping is reflected through his/her
perceptions of the following: The relative advantage of

Fig. 1. Simple representation of tri-component attitude model
Source: Schiffman et al. (2007)

Fig. 2. Theory of reasoned action source (Davis et al., 1989)
Science Publications
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three elements namely cognitive, affective and
behavioral (Ostrom, 1969).
Another notable issue is that most attitude measure
approaches lead to one score representing the entire
positive/negative reaction of the respondent to the
attitude object. Many theorists opined that this
perspective on a single, evaluative dimension does not
provide a complete view of the attitude construct’s
complexity (Ajzen and Fishbein, 2005). Shimp and
Kavas (1984) further suggested that attitude should be
separated into cognitive, conative and affective
components. The current study utilizes the tri-component
attitude model from the field of e-shopping to hopefully
better measure attitude by including the three
components. In addition, the current study attempts to
contribute to literature by studying the many dimensions
of attitude towards online shopping.
For the measurement of distinct elements of
attitude components, the semantic differential scale
developed by Osgood et al. (1957) is the most suitable
attitude measurement. Semantic differential method is
considered to be simple, flexible and economical in
terms of obtaining the responses of people to various
attitudinal objects (Heise, 1970). Hence, attitude
instrument developed through semantic differential
scale is able to measure distinct elements of three
components with a set of semantic differential scales
that corresponds to the elements.
In this study, items were adapted from Sun et al.
(2011) who measured attitude toward varying online
security measures. Table 1 shows the dimensions and
reliability of the attitude as stated by Sun et al. (2011)
while Table 2 shows attitude dimensions and items used
by Sun et al. (2011) originally proposed instrument to
encapsulate the three attitudes dimensions to various
concepts comprising 14 semantic differential items, each
with its pair of bi-polar adjectives. Attitude
measurement is carried out with the help of a sevenpoint scale, requesting the respondent to rate the
possibility of each outcome (Ajzen and Fishbein,
1980). Respondents are requested to pick the place
indicating the nearest suitable adjective. For scoring
purposes, a numerical score is assigned to each position
on the rating scale. Traditionally, score ranges such as
1, 2, 3, 4, 5, 6, 7 or -3, -2, -1, 0, +1, +2, +3 are used, in
this study scale ranges from -3 to +3 has been used.
The average score is computed for every respondent to
measure the overall attitude toward the object. This
process is chosen as it produces reliable and valid
attitude estimation (Smith and Swinyard, 1983).

2. MATERIALS AND METHODS
A survey approach has been widely used in
marketing research to obtain raw data from large groups
of people (Cooper and Schindler, 2006). Babbie (2004)
found that a survey is the tool most often used as a
strategy in business and social researches. The major
advantages of employing a survey include: The ability to
collect data from large sample sizes at relatively low
costs; the capability to identify factors related to the
context of issue; and to measure perception and behavior
by using relevant instruments (Likert scale) (Hair et al.,
2000). A survey also allows collection of standardized
common data as respondents give answers to the same
fixed-response questions that allow direct comparisons
between responses (Saunders et al., 2003). This fixedpattern of responses can facilitate the use of statistical
analyses. Thus, a survey is considered the most
appropriate data collection method for this study.
Hair et al. (2000) suggested that the choice of survey
methods tends to vary according to several factors,
which are usually based on the type of data required
(e.g., quantitative, qualitative), the budget of available
resources, the completion time frame and the
requirement of quality data (e.g., generalization). As this
study aims to make predictions about consumers’
attitude and given the context of this study, quantitative
data collected via survey seemed to be the most optimum
and suitable method to use.

2.1. Attitude Measurement Instrument
There are different attitude models; each one of
them describes one or the other component of attitude.
Not a single model can be the right model or the
absolute model for all research works as each model
has its own strengths and weaknesses. They do not
provide answers but insights although these models
can assist in describing attitudes so that marketers are
in a convenient position to clarify and provide
predictions regarding the target customers’ attitudes
and eventually their purchase behavior.
Attitude has been described as a construct that is
complex and multi-dimensional that consists of
cognitive, affective and conative elements (Krech, et al.,
1962). On the basis of this point of view, it is evident
that a single evaluative score is insufficient to present the
complexity of the attitude construct. Behavior
inconsistencies are ready justification for observed
attitude; it has been argued that the acquired attitude
measures only conducted an assessment of one of the
Science Publications
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Table 1. Attitude measurements
Construct
Authors
Attitude
Sun et al. (2011)

Dimensions
Behavioral
Affective
Cognitive

Table 2. Items in attitude measurements
Behavioral
1
I am ___ to shop online:
2
I am ___ to shop online:
Affective
4
I feel ___ toward online shopping:
5
I feel like ___ toward online shopping:
6
I feel ___ while using online shopping:
7
I feel ___ while using online shopping:
8
I feel ___ with the online shopping security:
9
I feel ___ with the online shopping security:
Cognitive
10
I believe that online shopping is____:
11
I believe that online shopping is____:
12
I believe that it is ___ to shop online:
13
I believe that it is ___ to shop online:
14
I believe that adopting online shopping is____:
15
I believe that adopting online shopping is____:

No. of items
2
6
6

Inclined--------------------Disinclined
Eager--------------------------Hesitant
Like------------------------------Dislike
Accepting---------------------Rejecting
Relaxed--------------------------Tensed
Excited----------------------------Bored
Content------------------------Annoyed
Happy--------------------------------Sad
Useful--------------------------Useless
Perfect-----------------------Imperfect
Easy---------------------------Difficult
Safe-----------------------------Unsafe
Wise----------------------------Foolish
Beneficial---------------------Harmful

In the present study, the trust measure was employed
from Harris and Goode (2004) with acceptable reliability
as shown in Table 3. Harris and Goode based their study
on Hess (1995) who was the first to determine
customer’s trust in car sales in traditional commerce.
Table 4 shows items used by Harris and Goode used in
this study to measure trust in online shopping. They
argued that the Hess (1995) measure of perceived brand
trust is a trust measure that is easily transferable and
adaptable to online situations. In addition, this scale was
used to measure e-trust in previous studies (Rocereto and
Mosca, 2012). Responses were scored along a seven-point
Likert scale, where -3 indicated that respondents strongly
disagreed with the provided statement while +3 presenting
that they strongly agreed with it.

2.2. Trust Measurement Instrument
Researchers have defined trust in varying ways. It has
been acknowledged that trust is challenging to define and
to measure (Corritore et al., 2003). Jarvenpaa (2000)
defined trust in Internet businesses as the willingness of
the consumer to rely on the seller and interact in
situations where action makes the consumer exposed to
the seller’s machinations. Trust exists in risky and
doubtful situations (Mayer et al., 1995). Some of the
recommended definitions targeted the element of risk
existence (Johnson-George and Swap, 1982) while
others concentrated on one of the parties’ vulnerability
(Boss, 1978). Others targeted the existence of clear
motivation (Kee and Knox, 1970). In online shopping
context McKnight and Chervany (2001) described trust
as a belief about online merchant he defined trust as “the
belief that the Internet shopper has in an Internet
merchant and is willing to engage in an Internet
shopping transaction, even with the possibility of loss,
based on the expectation that the merchant will engage in
generally acceptable practices and will be able to deliver
the promised products or services”. The view taken up in
the present research is the online store through website
wherein trust is required to be encouraged between
suppliers and consumers if commerce over the web is to
continue thriving (Sivasailam et al., 2002).
Science Publications

Coefficient alpha
0.826
0.826
0.923

2.3. Instrument Reliability and Validity
The research instrument’s reliability and validity are
imperative when carrying out any research. According to
Edwards and Talbot (1999), the validity information has
its basis on the level to which the method chosen collect
information the way it was originally expected. Validity
refers to the degree to which a study is not controlled by
any interference, ambiguity, control or variable
manipulation (Sarantakos, 1997). The instrument’s
reliability is defined as the level to which the instrument
produces the same outcome every time the trial is
repeated (Carmines and Zeller, 1979).
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Table 3. Trust measurements
Construct
Authors
Trust
Harris and Goode (2004)
Table 4. Trust items
No
1.
2.
3.
4.
5.
6.
7.
8.

Dimensions
Uni-dimensional

No. of items
8

Items
E-retailer is interested in more than just selling me goods and making a profit. In other word,
e-retailer tries to make me happy.
There are no limits to how far e-retailer will go to solve a service problem I may have.
E-retailer is genuinely committed to my satisfaction.
Most of what e-retailer says about its products is true.
I think some of e- retailer’s claims about its service are exaggerated.
If e-retailer makes a claim or promise about its product, it’s probably true.
In my experience e- retailer is very reliable.
I feel I know what to expect from e-retailer.

attitude, trust, risk, electronic service quality and culture
came out to be 0.865, 0.815, 0.797, 0.938 and 0.782,
respectively, implying that all variables showed reliability
and were suitable for further analysis.
As stated above, validity test ensures that
the instrument measures what it is meant to measure. In
the present study, validity tests were conducted in the
form of face validity. For face validity, the questionnaire
was checked by an expert in the marketing field to
confirm the items’ ability to measure the variables.
The pilot study also revealed several insights to the
researcher. During the pilot study, many insights into the
web information-seeking attitude were obtained by the
researcher. In addition, the reactions of the respondents
towards the pilot study helped in many ways; for
instance, students’ reactions to it showed their
misunderstanding of the terms “people in high level” and
“people in low level”. Hence, the clarification of
concepts was made prior to distributing the final
questionnaires to the respondents. Observations such as
this one resulted in the final questionnaires’ revision.
Overall, the researcher was successful in restructuring
the questionnaire and devising better ways to connect
with the target population. Testing the research
instrument beforehand pinpointed the weaknesses of the
instrument and resolved the problems of respondents
being unaware of the instructions written on the
questionnaire. According to Bechhofer and Patterson
(2000), an effective research design is one that provides
the researcher confidence in the authenticity of the
conclusion obtained from the data. To achieve this, a
great deal of control is required. This invaluable
consideration is highlighted through the adoption of an
extensive sampling method ensuring full representation
of demographics. The present study employed a
comprehensive sample to counteract the lack of in-depth
knowledge concerning the study population.

The reliability and validity of the instruments are
ensured through various ways. Among these ways is the
development of suitable data collection and analysis
methods. A pilot study entails the involvement of a small
number of individuals and the aim behind it is to develop,
adapt and ensure that the selected methods are feasible. In
this research, the pilot study comprised 32 postgraduate
students of Qassim University. The quality of the
instruments and the questionnaire translation were ensured
in light of the questions’ precision, content and suitability.
According to Fraenkel and Wallen (2003), the quality of
the instrument utilized in any study is imperative as the
data acquired through them are used to draw conclusions.
When the researcher knows of any potential errors through
a pilot study, a solution can be employed instead of
wasting any resources by conducting data collection
characterized by lack of reliability and validity.
A data collection instrument is deemed dependable
when it provides the same results consistently when used
in the same sample or different samples of similar size
selected from the same population (Tull and Albaum,
1973). In addition based on Fraenkel and Wallen (2003),
an instrument is considered reliable if it provides similar
results. Reliability is described as the precision of the
measurement. In the present study, the questionnaire’s
reliability was tested through Cronbach’s alpha
commonly known as alpha coefficient to determine the
instrument’s internal consistency. Based on Sekaran
(2003), reliability coefficient is better if it is closer to
1.00. Generally, the acceptable alpha coefficient should
be higher than 0.7. She added that a Cronbach’s alpha of
0.6 is low but it is still considered acceptable.
A pilot study was conducted to confirm the reliability
of the measurement. The result of the reliability analysis is
depicted in Table 5. The table lists the Cronbach’s alpha
value for every dimension under study. The values of
Science Publications
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Table 5. Cronbach’s alpha values for each dimension result from pilot test
Construct
Instrument
Dimensions
Attitude
Sun et al. (2011)
Behavioral
Affective
Cognitive
Culture
Yoo et al. (2011)
Power distance
Uncertainty avoidance
Individualism
Long-term orientation
Masculinity
Perceived risk
Sitkin and Weingart (1995) Uni-dimensional
E-Service Quality
Parasuraman et al. (2005)
Efficiency
(E-S-QUAL Scale)
System availability
E-Service Quality
Fulfillment
(E-RecS-QUAL Scale)
Privacy
Responsiveness
Compensation
Contact
Trust
Harris and Goode (2004)
Uni-dimensional

Alpha (pilot test)
0.837
0.811
0.727
0.534
0.841
0.828
0.888
0.709
0.815
0.852
0.608
0.713
0.874
0.890
0.796
0.903
0.797

No. of items
2.000
6.000
6.000
5.000
5.000
6.000
6.000
4.000
3.000
8.000
4.000
7.000
3.000
5.000
3.000
3.000
3.000

unfavorably to an object, person, institution or event or
to any other discriminable aspect of the individual's
world”. According to Ajzen (1989), formal definitions
proposed for attitude may vary, but most social
psychologists are of the consensus that the characteristic
attribute of attitude is its nature of evaluation. This is
supported by the fact that the standard attitude scaling
methods reveal a score that specifies an individual on an
evaluative dimension with the attitude object. It is
imperative to keep in mind that based on the theory,
attitude is referred to as a function of beliefs that are
unique to the individual. It is natural to perceive attitudes
from the responses to many kinds of belief statements,
but only those beliefs that are unique in the mind of the
individual are thought of as having a causal effect on
attitudes (Fishbein and Ajzen, 1975).
Regarding attitude measurement, it has been argued
that a single evaluative score that only assesses the
affective component does not represent well the
complexity of attitude. Hence, it should be measured via
multi-dimensional constructs (Ajzen and Fishbein,
2005), with the first being the tripartite concept of
attitude, aptly named as it specifies three components of
attitude namely cognition, affect and conation. The first
component is comprised of information and perceptions
that are found through a combination of experiences with
the attitude objects and related information from
different sources. The second component covers an
individual’s feelings regarding the attitude object while
the third one deals with the possibility that an individual
will show a particular behavior to the attitude object
(Schiffman and Kanuk, 2004).

3. RESULTS
3.1. Normality
Normality is the most fundamental assumption in
multivariate analysis (Hair et al., 2010). It measures
whether differences revealed between the obtained and
predicted scores of dependent variables (Stewart, 1981).
The study sample was taken from the population, it is
crucial to compare the sample normal distribution to one
of the basic social science measurements, namely, the
normal distribution of the population. The normal
density function is described as a bell-shaped distribution
that is symmetric to the values surrounding the mean.
To check for normality, four measures were used in this
study to measure and assess the spread of data distribution:
Standard deviation, mean, skewness and kurtosis.
In the present study, the entire variables were tested
for normality where the values of skewness and kurtosis
were examined to test the scores of normality. Table 6
shows that the overall the values of skewness and
kurtosis were within the critical value. Hence, the
possibility of issues surrounding non-normal distribution
appeared to be insignificant.

3.1.1. Attitude
Fishbein and Ajzen (1975) provided one of the most
well-known definitions of attitude. According to
them, attitude is, “a learned predisposition to respond in
a consistently favorable or unfavorable manner with
respect to a given object” (p. 6). Later, Ajzen (1988)
defined attitude as “a disposition to respond favorably or
Science Publications

Original alpha
0.826
0.826
0.923
0.910
0.880
0.850
0.790
0.840
0.750
0.940
0.830
0.890
0.830
0.880
0.770
0.810
0.814
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Table 6. Normality test results
N
Attitude
414
Risk
414
Trust
414
E-sq
414
Culture
414

Mean
4.78
4.72
3.50
3.52
3.47

Std. deviation
1.35
1.54
1.36
1.43
1.09

3.1.2. Trust

Kurtosis
-0.70
-0.75
-0.66
-0.60
-0.24

research instrument’s reliability is defined as the
concerns to the degree to which the instrument produces
the same results in repeated cases (Carmines and
Zeller, 1979). It presents the level to which the
respondent answers the same or similar questions
consistently every time (Cronbach, 1951). It is the
function that a researcher should consider as a
fundamental requirement prior to proceeding with the
data analysis and interpretation. Reliability is confirmed
as a necessary target that is considered as a validity
criterion (Crocker and Algina, 1986).
Two measures are used to evaluate reliability
namely Cronbach’s alpha (α) and item-to-total
correlation. Cronbach’s alpha, named after Cronbach
(1951), is described as a measure that provides an idea
as to the internal consistency by presenting the way
items are used to measure some constructs of interest
by examining the proportion of times variance
compared to common known figures. Cronbach’s
alpha is considered high if the correlation between
particular items increases. Items having low
correlation values should be eliminated under
particular conditions as they might lessen the total
relationship value within a single set of items; in other
words, low correlation value items are invalid to use.
Because the measurement scales in the present
study consisted of items previously tested in different
studies, the scales need to be “purified” prior to
conducting any analysis. This purification of scales
involved calculating the alpha scores of every scale
and deleting indicators having low reliability when
they were deemed as not representing a distinct and
significant theoretical dimension (Moorman et al.,
1992; Pritchard et al., 1999). In the present study, the
reliability of the instruments used was examined using
Cronbach’s alpha. Generally, the measurement scales
showed good performance with Cronbach’s alpha
values higher than 0.7 for all measurement constructs,
However; most of the measurement scales in this
study showed excellent performance with Cronbach’s

Trust is a relatively old concept in the view of
business practitioners. It is a critical construct in
buyer-seller relation (Morgan and Hunt, 1994). Trust
is also an important construct in the context of
marketing. As stated by Berry and Parasuraman
(1991), customers generally buy products after
experiencing trust. Mayer et al. (1995) defined trust as
"the willingness of a party to be vulnerable to the actions
of another party based on the expectation that the other
party will perform a particular action important to the
trustor, irrespective of the ability to monitor or control
that other party”. On the basis of the above
conceptualizations, trust can be considered as a trustor's
(consumer) inclination to depend on the trustee and to
decide on taking an action in a risk laden situation
whereby the trustor becomes vulnerable to the trustee
(online seller), in the hope of a positive outcome.
Researchers have conceptualized trust in a global
way and considered its many dimensions. For
instance, Doney and Cannon (1997) study initially
proposed that trust had a two-dimensional
composition (credibility and benevolence). However,
their results later showed that trust emerged as unidimensional global concept. Another study supporting
the uni-dimensionality perspective of trust was
conducted by Joshi and Stump (1999). In their study
of joint action in manufacturer-supplier relationships,
supplier trust was treated as a uni-dimensional
concept. By comparing the results of measurement
models with a series of 10 different alternative
measurement models using multi-dimensional trust
components, the single-dimension trust scale used in
their research had the best measurement properties.

4. DISCUSSION
4.1. Reliability of Measures
Reliability refers to whether or not the measurement
scale is characterized by consistency and stability. A
Science Publications

Skewness
-0.500
-0.500
0.270
0.500
0.005
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alpha values more than 0.9 (Harris and Davison,
1999). Refer to Table 7 for the result.

produce the same results in repetitive tests. Result is
presented in Table 8.

4.2. Factor Analysis of Attitude Toward Online
Shopping

4.3. Factor Analysis of Trust in Online Shopping
The trust items concerning online shopping was
exposed to exploratory analysis. The analysis
conducted on the data set formed by the responses
suggested a one-factor solution. The factor solution
explained 70% of the variance. Both procedures of
principal component and Varimax rotation were
employed to determine orthogonal factor dimensions.
The latent root criterion of 1.0 was employed for
factor extraction while the factor loadings of 0.40
were used for item inclusion, as recommended by
Hair et al. (1992).
The factor’s composite reliability for each
construct was examined to test the internal
consistency of indicators that measure the underlying
factors (Fornell and Larcker, 1981). Netemeyer et al.
(2003) suggested that a factor is reliable when its
composite reliability is revealed to be higher than
0.60. The Cronbach’s alpha for trust was very good at
0.94. The statements’ reliability was deemed to be
good and can hence produce the same results in
repetitive tests. The Cronbach’s alpha coefficient for
the trust items is displayed in Table 9.

Attitude items were run through exploratory factor
analysis. The analysis was conducted on attitude items
in terms of data sets obtained from the responses,
which suggested a two-factor solution. The two-factor
solution explained 75% of the variance. The
orthogonal factor dimensions were identified through
the use of principal component and varimax rotation
procedures. For factor extraction, the latent criterion
of 1.0 was used whereas for item inclusion, the factor
loadings of 0.40 were used (Hair et al., 1992).
The individual construct composite reliability was
investigated to determine the internal consistency of
indicators that measure the underlying factors (Fornell
and Larcker, 1981). Netemeyer et al. (2003) suggested
that a factor is reliable when its composite reliability
is revealed to be higher than 0.60. The Cronbach’s
alpha for the two dimensions ranged from acceptable
to very good. The first dimension of the Cronbach’s
alpha coefficient was 0.966, indicating a very good
reliability. The second dimension (0. 821) also
illustrated very good reliability. The statements’
reliability was deemed to be good and can hence
Table 7. Reliability for study’s variables
Construct
Attitude

Instrument
Sun et al. (2011)

Culture

Yoo et al. (2011)

Perceived risk
E-Service quality
(E-S-QUAL scale)
E-Service quality
(E-RecS-QUAL scale)

Sitkin and Weingart (1995)
Parasuraman et al. (2005)

Trust

Harris and Goode (2004)
Science Publications

Dimensions
Behavioral
Affective
Cognitive
Power distance
Uncertainty avoidance
Individualism
Long-term orientation
Masculinity
Uni-dimensional
Efficiency
System availability
Fulfillment
Privacy
Responsiveness
Compensation
Contact
Uni-dimensional
66

Original
alpha
0.826
0.826
0.923
0.910
0.880
0.850
0.790
0.840
0.750
0.940
0.830
0.890
0.830
0.880
0.770
0.810
0.814

Alpha
(pilot test)
0.837
0.811
0.727
0.534
0.841
0.828
0.888
0.709
0.815
0.852
0.608
0.713
0.874
0.890
0.796
0.903
0.797

Alpha
(main sample)
0.821
0.928
0.947
0.836
0.984
0.914
0.858
0.749
0.928
0.972
0.886
0.941
0.941
0.904
0.796
0.897
0.907

No. of
items
2
6
6
5
5
6
6
4
3
8
4
7
3
5
3
3
3
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Table 8. Factor analysis of attitude toward online shopping
Factor
Factor loading
Dimension ONE
I believe that adopting online shopping is
0.898
I believe that adopting online shopping is
0.888
I believe that online shopping is
0.867
I feel ___ toward online shopping
0.860
I feel ___ while using online shopping
0.849
I believe that online shopping is
0.841
I feel ___ toward online shopping
0.812
I believe that it is ___ to shop online
0.809
I feel ___ while using online shopping
0.800
I feel ___ with the online shopping security
0.753
I believe that it is ___ to shop online
0.737
I feel ___ with the online shopping security.
0.719
Dimension TWO
I am ___ to shop online
0.944
I am ___ to shop online
0.800

Eigen
9.399

Variance explained
67.137

Alpha
0.966

1.145

8.180

0.821

Table 9. Factor analysis of trust in online shopping
Factor
Dimension
E-retailer is genuinely committed to my satisfaction.
In my experience e- retailer is very reliable.
I feel I know what to expect from e-retailer.
There are no limits to how far e-retailer will go to solve a
service problem I may have.
E-retailer is interested in more than just selling me goods and
making a profit. In other word, e-retailer try to make me happy.
If e-retailer makes a claim or promise about its product, it is
probably true.
Most of what e-retailer says about its products is true.
I think some of e- retailer’s claims about its service are exaggerated.

Eigen
5.67

Variance
explained
70.876

Alpha
0.94

0.923
0.895
0.889
0.882
0.842
0.835
0.831
0.593

and managers should take into close consideration the
requirements of trust development in online retailing.
Finally, trust based on e-service quality is considered as
the most suitable environment for developing favorable
consumer attitude towards online shopping.
This study also contributed to the field of service
quality expectations relationship with online shopping in
the context of developing countries. It also examined the
impact of culture on the service quality consumer
expectations in both Malaysia and Saudi Arabia. This
study may be different from prior works owing to its
expanded scope but not unlike any study, it also has
limitations that have to be kept in mind when
interpreting and generalizing the results. Antecedent
factors that may affect trust should be determined in
future studies to provide an in-depth insight into this
field. These factors may include Internet shopping,
age, gender and income. This study measured

5. CONCLUSION
The primary aim of the study was to examine the
factors that affect attitude of consumers towards
Internet shopping in Malaysia and Saudi Arabia and
how they affect purchase attitude. It also aimed to
investigate the moderating impact of risk on the eservice quality-consumers’ trust relationship in
Malaysia and Saudi Arabia.
The findings revealed that service quality was
relatively significant in its impact on consumer trust in
online shopping, proving the proposed positive direct
impact of perceived service quality upon customer trust.
However, perceived risk was revealed to be linked with
consumer trust towards online shopping, contrary to the
proposed hypothesis. According to the results, trust in
online retailer was positively associated with the attitude
of consumers to online shopping. Therefore, marketers
Science Publications
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students’ overall attitudes toward online retailers and
did not focus on the specific industry or vendor. The
general opinion might not reflect the actual
performance of each online retailer. In this study’s
survey, respondents were requested to complete a
paper-based survey and to recollect past experiences
on the factors influencing attitude. This study could be
enhanced if the survey was carried out to concurrently
assess the reactions of the respondents to specific site
features while they interact with the site.
On the basis of the increasing e-commerce
development in online shopping, various areas have
appeared. Despite the validation of majority of the
hypothesized relationships, the proposed model produced
a relatively high degree of multiple determination
coefficients. The resulting R2 value showed a need to
determine additional variables to enhance the ability of
the model to predict potential customer attitude toward
online shopping. Future studies could extend the present
one by employing a longitudinal setting to provide
different insights, for example, by examining whether or
not specific effects increase/decrease over time. This
study is the pioneering study that examined consumers’
risk as a moderator in the analysis of e-service qualitytrust relationship in Internet shopping. Despite the fact
that the present study managed to reveal a moderating
effect of risk on consumer’s purchase attitude, more
empirical support is required. An in-depth examination
in this area and other risk related factors are suggested
to achieve a more extensive understanding of
consumers’ risk-trust relationship in an online shopping
context. The attitude antecedent showed direct and
indirect impacts and differences in online spending.
The effect of additional factors including satisfaction,
loyalty and interactivity and the moderating effect of
various demographic factors like income, age, gender
and e-shopping experience should be kept into
consideration in future studies.
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