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ABSTRACT

This study investigated the effects of consumenssttand attitude toward online shopping. Attitude
referred to as a positive or negative evaluatiorp@bple, activities, ideas, objects, event, or Alsbut
anything in the environment. Different facets of tle-shopping behavior of consumers have been
investigated in previous literature. These facets generally be divided into three namely, behaior
intention, actual behavior and attitude toward é&ra The aim of the study is to determine the effef
consumers’ trust and attitude toward online shogppikquantitative research design was adopted lteato
data. Multiple regression analysis method was usecbnduct this study. The findings of the study wi
contribute to both theory and practice. The resoltsthis study have important contributions and
implications for practitioners and policy-makerig study contributed to the field of consumerastrand
attitude relationship with online shopping in thentext of developing countries. It is contended the
examination of the effects of consumers’ trust atidude toward online shopping is more significtiren
the examination of a direct relationship, whiclqiste obvious.

Keywords: Consumer, Trust, Attitude, Online Shopping, E-8&rQuality

1. INTRODUCTION These facets can generally be divided into threeehg
behavioral intention, actual behavior and attittm&ard
Attitude is referred toas a positive or negative behavior. Some studies dedicated to the topic densi
evaluation of people, activities, ideas, objecteng, or intention to e-shop as a dependent variable (Chdi a
just about anything in the environment (Zimbardal an Geitsfeld, 2004), while other studies chose actemal
Boyd, 1999). In the view of Bain (1929), an attitui shopping behavior as the dependent variable (Eastin
the relatively stable overt behavior of a persohjciv 2002). Some other studies examined the multiple
affects his/her status. For Lumley (1928), anuwattitis a  dependent variable determinants with the inclusion
susceptibility to certain kinds of stimuli and részbs to  of both behavioral intention and actual behavior
respond repeatedly in a given way, which are ptessib (Liang and Lai, 2002). Additionally, as attitudesudis
toward our world and the parts of it, which impinggon in behavior, some studies viewed attitude towards e
us. North (1932) defined attitude as the totalityhmse  shopping as a dependent variable (Chileéeed., 2001).
states that lead to or point toward some particular Fishbein (1963) asserted that judgments would
activity of the organism. The attitude is, therefothe consequently transform into consumer attitudes tdwa
dynamic element in human behavior, the motive for the object and lead to consumer's purchase behavior
activity. Most attitudes are considered a result of Similarly, Hassanein and Head (2007) stated that
experience or observation from the environment. attitude is interlinked with behavioral intentionréhg
Different facets ofthe e-shopping behavior of voluntary technology adoption. Chareg al. (2005)
consumers have been investigated in previous titexa  reviewed many studies regarding online attituded an
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intention. They found that in all studies there &er
significant positive impacts between attitude and
intention. It is predicted that consumer attitudet
impact e-shopping intention and result in transacti
or the lack thereof (Li and Zhang, 2002).

Li and Zhang (2002) conducted a review of online
shopping attitude studies and found that studieghen
topic have contributed significantly to the explama of
online shopping. Nevertheless, there is still laticlear
understanding of the effects of significant factans
online attitudes and unclear determination of ddpah
as well as independent variables that limit congoari
across studies and
integration of the empirical literatures.

Finally, Cheungt al., (2003) highlighted the theories
used by researchers in 351 papers included inuheg

of online consumer behavior research studies. Theira destination and the knowledge

findings revealed that Theory of Reasoned ActioRAT
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 abiov
this study, researcher considered attitude
shopping online as the dependent variable.

1.1. Attitude Towards Behavior

The first construct in theory of planned behavsor i
attitude towards atarget behavior. An attitude
is defined as the extentto which an individual has
favorable or unfavorable evaluation or appraisathef
behavior in question (Ajzen, 1991). Theory of pladn
behavior considers attitude as a function of infation
or beliefs that are significant to the target betav

People generally develop perceptions regarding the
behavior related to a particular outcome or to some

attributes (e.g., the cost to conduct the behavia) are
significant to them. When people believe that bérav
are associated with desirable outcomes, favorabl
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 popwylari
the attitude concept in marketing theory and pcactlf
this hypothetical causal relation really existgrtht is
possible to explain and forecast a person's behdwio
analyzing his/her attitude. Furthermore, it is jassto

€

when attitudes are studied what are observed ae th
evoking stimuli on the one hand and the variougs$ypf
responses on the other. The kinds of responsesathat
usually utilized as indices of attitudes can begatized
into three: Cognitive, affective and behavioral dnkas
been proposed that it is more feasible to meadtitede
through many dimensions (Rosenberg and Hovland,
1960). From this perspective, it has been arguat ah
single evaluative score that only assesses thetiafe
component well not represent the complexity of
the attitude and that attitude should thus be medsuia
multi-dimensional constructs (Ajzen and Fishbein,

lead to elusive synthesis and@005). Pike (2008) proposed that measurement oistou

attitudes should comprise cognitive, affective and
conative components. According to Pike, the cogniti
is the aggregate of what is known or believed réigar
related to the
destination, which may or may not have been
developed from the prior visit and signifies awaes
On the other hand, affect signifies an individual's
feelings regarding the object which may or may bet
favorable or neutral (Fishbein, 1967), while the

towardcomponent of conation of attitude is the same a&s th

behavior since it is regarded as the intentionatioa.

Under the view of single dimension, the cognitive
and conative components are taken out of attitulderev
cognition is referred to as beliefs and attitude as
intentions and behavior iRig. 1. Therefore, the single
dimensional view is that attitude has a single disi@n
comprising only a single component referred toféecg
which signifies the level of favorability or un-
favorability of the attitude object. Other belieésd
behavioral dimensions are not viewed as attitude
components but are instead considered as anteseaient
outcomes of attitude (Fishbein and Ajzen, 19755Um,
while the tripartite approach includes the notioh o
consistency of the components, the single dimension
approach postulates a causal flow through the
components and hence, the consistency.

1.2. Theory of Reasoned Action

Theory of Reasoned Action (TRA) by Ajzen and
Fishbein (1980) was developed from previous researc
on attitude and behavior. The theory was proposed t
address the disadvantages of the traditional déitu

use this relation to change a person's behavior bybehavior studies, which found weak correlationsveen

changing his/her attitude.

Rosenberg and Hovland (1960) argued that for
certain types of studies it might be enough toausingle
response as the index of an individual's attitutlleus,
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attitude toward the object measures and behavior
performance (Haleet al., 2002). The key suggestion
following theory of reasoned action is the expeotabf
behavioral intention.

AJEBA



Mohammad Al-Nasseat al. / American Journal of Economics and Business Adstration 6 (2): 58-71, 2014

Theory of Reasoned ActionFif. 2) provides an e-shopping and e-shopping compatibilty and
explanation of the psychological process of thescimus  complexity. In these studies, subjective norms were
human behavior and it attempts to clarify determtgaf included as determinants of behavioral intention
behavior (Ajzen and Fishbein, 1980). Based on this(Fishbein and Ajzen, 1975).
theory, the intention behind an individual's beloaaffect Theory of Reasoned Action (TRA) proposed
the actual performance of the behavior and atttude by Ajzen and Fishbein (1980) is a commonly employed
towards the subjective norms, in which behavioral theory in marketing studies. It advocates that rsqEs
intention is the measurement of the extent of @®pl behavior is reflected through his/her intentionsial
inclination to exert effort, or their plan to exeftort forthe  can be predicted from his/her attitudes concerrineg
performance of behavior (Ajzen, 1991). An indivitkia  behavior and subjective norms. Based on the line of
behavioral intention generally has a positive éffawthe  predictions, the attitudes of an individual may be
intended behavior performance. The attitude of anpredicted through his/her beliefs concerning theeame
individual towards behavior consists of the evaumif of the behavior. Theory of Reasoned Action is aadro
his/her beliefs while his/her Subjective norms @ected theory and it does not pinpoint particu|ar beligfat may
through the normative beliefs concerning the bedvé/i  pe important in specific situations. It is utilizéor the
feasibility evaluated by the referent people ané th prediction of different behaviors including finance
individual’s inclination to follow the beliefs. Meover, marketing, health etc. Therefore, Theory of Resound
Theory of Reasoned Action postulates that externalaction is suitable to be used in the context ofirmal
factors such as the characteristics of the indalidu shopping studies via a specific web vendor. Basethe
indirectly affect his/her behavior through the iropaf discussion above, researcher used Theory of Redsone

both attitudes and subjective norms. _ Action as a base theory for the present study.
According to Vijayasarathy (2002), there exist four

types of salient beliefs that can collectively bsed to
highlight a person'’s attitude toward e-shoppingnely,
product perception, shopping experience, customer
service and consumer risk. Theory of Reasoned Actio
was adapted in the study conducted by Cho (2004) an
Verhoef and Langerak (2001) in an attempt to examin
e-shopping behavior.  Specifically, Cho (2004)
contended that attitude toward e-shopping can beish
through the following factors: Perceived outcomes-of
shopping, previous behavior and attitude toward
channels of shopping. The possibility of backingvdo

of any online transaction planned is determinedugh

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 indalidu
intention to e-shopping is reflected through his/he
perceptions of the following: The relative advamrtagf

Conation

N

—

Cognition

Fig. 1. Simple representation of tri-component attitudedeio
Source: Schiffmaet al. (2007)
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Fig. 2. Theory of reasoned action source (Datial., 1989)
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2. MATERIALS AND METHODS three elements namely cognitive, affective and
behavioral (Ostrom, 1969).

A survey approach has been widely used in  Another notable issue is that most attitude measure
marketing research to obtain raw data from largeigs approaches lead to one score representing theeentir
of people (Cooper and Schindler, 2006). Babbie 4200 positive/negative reaction of the respondent to the
found that a survey is the tool most often usedaas attitude object. Many theorists opined that this
strategy in business and social researches. Ther maj perspective on a single, evaluative dimension duss
advantages of employing a survey include: The tgktidi provide a complete view of the attitude construct's
collect data from large sample sizes at relativiely complexity (Ajzen and Fishbein, 2005). Shimp and
costs; the capability to identify factors relatenl the Kavas (1984) further suggested that attitude shéeld
context of issue; and to measure perception andvi@h  separated into cognitive, conative and affective
by using relevant instruments (Likert scale) (Hdial., components. The current study utilizes the tri-congnt
2000). A survey also allows collection of standzedi  attitude model from the field of e-shopping to hinig
common data as respondents give answers to the samsetter measure attitude by including the three
fixed-response questions that allow direct compass components. In addition, the current study attenipts
between responses (Saunderrsal., 2003). This fixed-  contribute to literature by studying the many disiens
pattern of responses can facilitate the use ofsstal of attitude towards online shopping.
analyses. Thus, a survey is considered the most For the measurement of distinct elements of
appropriate data collection method for this study. attitude components, the semantic differential ecal

Hair et al. (2000) suggested that the choice of survey developed by Osgooet al. (1957) is the most suitable
methods tends to vary according to several factorsattitude measurement. Semantic differential metisod
which are usually based on the type of data reduire considered to be simple, flexible and economical in
(e.g., quantitative, qualitative), the budget okitable terms of obtaining the responses of people to wario
resources, the completion time frame and theattitudinal objects (Heise, 1970). Hence, attitude
requirement of quality data (e.g., generalizatidyy.this instrument developed through semantic differential
study aims to make predictions about consumers'scale is able to measure distinct elements of three
attitude and given the context of this study, qilatiie components with a set of semantic differential ssal
data collected via survey seemed to be the moshopt that corresponds to the elements.
and suitable method to use. In this study, items were adapted from Sainal.
(2011) who measured attitude toward varying online
security measureslable 1 shows the dimensions and

There are different attitude models; each one ofreliability of the attitude as stated by Seinal. (2011)
them describes one or the other component of d#itu  while Table 2 shows attitude dimensions and items used
Not a single model can be the right model or the by Sunet al. (2011) originally proposed instrument to
absolute model for all research works as each modekncapsulate the three attitudes dimensions to wario
has its own strengths and weaknesses. They do natoncepts comprising 14 semantic differential itee@sch
provide answers but insights although these modelswith its pair of bi-polar adjectives. Attitude
can assist in describing attitudes so that markedee =~ measurement is carried out with the help of a seven
in a convenient position to clarify and provide point scale, requesting the respondent to rate the
predictions regarding the target customers’ atgwud possibility of each outcome (Ajzen and Fishbein,
and eventually their purchase behavior. 1980). Respondents are requested to pick the place

Attitude has been described as a construct that isndicating the nearest suitable adjective. For isgpr
complex and multi-dimensional that consists of purposes, a numerical score is assigned to eadtiqmos
cognitive, affective and conative elements (Krestlgl., on the rating scale. Traditionally, score rangeshsas
1962). On the basis of this point of view, it isidant 1,2,3,4,5,6,70r-3,-2,-1, 0, +1, +2, +8 ased, in
that a single evaluative score is insufficient tegent the  this study scale ranges from -3 to +3 has been.used
complexity of the attitude construct. Behavior The average score is computed for every resportdent
inconsistencies are ready justification for obsdrve measure the overall attitude toward the object.sThi
attitude; it has been argued that the acquiredudéti  process is chosen as it produces reliable and valid
measures only conducted an assessment of one of thattitude estimation (Smith and Swinyard, 1983).

2.1. Attitude Measurement Instrument
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Table 1. Attitude measurements

Construct Authors Dimensions Coefficient alpha Noterhs

Attitude Sunet al. (2011) Behavioral 0.826 2
Affective 0.826 6
Cognitive 0.923 6

Table 2.Items in attitude measurements

Behavioral

1 lam ___ to shop online: Inclined----------=-=-=----- Disinclined
2 lam ___ to shop online: Eager Hesitant
Affective

4 | feel ___ toward online shopping: Like Dislike
5 | feel like ___ toward online shopping: Accepting---------------- Rejecting
6 | feel ___ while using online shopping: Relaxed——----------------- Tensed
7 | feel ____ while using online shopping: Excited Bored
8 | feel ___ with the online shopping security: Contt Annoyed
9 | feel ___ with the online shopping security: idgp Sad
Cognitive

10 | believe that online shopping is____: UseftH----------=-m-mnmmo- Useless
11 | believe that online shopping is____: Perfeet—--------------- Imperfect
12 | believe thatitis ___ to shop online: Easy Difficult
13 | believe thatitis ___ to shop online: Safe Unsafe
14 | believe that adopting online shoppingis____: Wise Foolish
15 | believe that adopting online shoppingis____ : Beneficial--------------------- Harmful
2.2. Trust Measurement Instrument In the present study, the trust measure was emgloye

) . , from Harris and Goode (2004) with acceptable rdligb
Researchers have defined trust in varying way®st 54 shown ifrable 3. Harris and Goode based their study
been acknowztce:dggd thatgusgﬁo(;?alfng'”g tor M(ZSSO) on Hess (1995) who was the first to determine
to measure (Corritoret al., . Jarvenpaa customer’s trust in car sales in traditional comeeer
defined trust in Internet businesses as the wiliess of  Table 4 shows items used by Harris and Goode used in
the consumer to rely on the seller and interact inthis study to measure trust in online shopping. yThe
situations where action makes the consumer exptwsed argued that the Hess (1995) measure of perceivatbr
the seller's machinations. Trust exists in riskgda trust is a trust measure that is easily transferatid
doubtful situations (Mayeet al., 1995). Some of the adaptable to online situations. In addition, thials was
recommended definitions targeted the element df ris used to measure e-trust in previous studies (Rucerel
existence (Johnson-George and Swap, 1982) whileMosca, 2012). Responses were scored along a sei@n-p
others concentrated on one of the parties’ vulriiyab  Likert scale, where -3 indicated that respondemtsgly
(Boss, 1978). Others targeted the existence ofr cleadisagreed with the provided statement while +3esgy
motivation (Kee and Knox, 1970). In online shopping that they strongly agreed with it.
context McKnight and Chervany (2001) describedttrus 2.3. Instrument Reliability and Validity
as a belief about online merchant he defined assthe
belief that the Internet shopper has in an Internet The research instrument's reliability and validtse
merchant and is wiling to engage in an Internet Imperative when carrying out any research. Accaydm
shopping transaction, even with the possibilitylags, ~ £dwards and Talbot (1999), the validity informatioas
based on the expectation that the merchant wilhgadgn Its ba5|s_ on the Ievel_to Wh'Ch. t_he method chosﬂia_aa:t
generally acceptable practices and will be ableeiover information the way it was originally gxpected. ety
the promised products o services”. The view takein refers to the degree to which a study is not cdietidy

. : ) any interference, ambiguity, control or variable
the present research is the online store throudbsivee manipulation (Sarantakos, 1997). The instrument's

wherein trust is required to be encouraged betweeneliability is defined as the level to which thesirument
suppliers and consumers if commerce over the wéb is produces the same outcome every time the trial is
continue thriving (Sivasailam al., 2002). repeated (Carmines and Zeller, 1979).
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Table 3. Trust measurements

Construct Authors Dimensions Coefficient alpha Naiterhs

Trust Harris and Goode (2004) Uni-dimensional 0.814 8

Table 4. Trust items

No Items

1. E-retailer is interested in more than just sgline goods and making a profit. In other word,
e-retailer tries to make me happy.

2. There are no limits to how far e-retailer will tp solve a service problem | may have.

3. E-retailer is genuinely committed to my satitifat.

4, Most of what e-retailer says about its prodistsue.

5. | think some of e- retailer’s claims about #s\ice are exaggerated.

6. If e-retailer makes a claim or promise aboupitsduct, it's probably true.

7. In my experience e- retailer is very reliable.

8. | feel I know what to expect from e-retailer.

The reliability and validity of the instruments are
ensured through various ways. Among these waykeis t
development of suitable data collection and anslysi
methods. A pilot study entails the involvement cfraall
number of individuals and the aim behind it is &velop,
adapt and ensure that the selected methods aileldeis
this research, the pilot study comprised 32 podtgrte
students of Qassim University. The quality of the
instruments and the questionnaire translation wesered
in light of the questions’ precision, content andability.
According to Fraenkel and Wallen (2003), the quatit
the instrument utilized in any study is imperatag the
data acquired through them are used to draw caookis
When the researcher knows of any potential errocigh

attitude, trust, risk, electronic service qualitydaculture
came out to be 0.865, 0.815, 0.797, 0.938 and 0.782
respectively, implying that all variables showeliafglity

and were suitable for further analysis.

As stated above, validity test ensures that
the instrument measures what it is meant to measure
the present study, validity tests were conductedha
form of face validity. For face validity, the quiestnaire
was checked by an expert in the marketing field to
confirm the items’ ability to measure the variables

The pilot study also revealed several insightshi® t
researcher. During the pilot study, many insights the
web information-seeking attitude were obtained by t
researcher. In addition, the reactions of the nedpnts

a pilot study, a solution can be employed instedd o towards the pilot study helped in many ways; for

wasting any resources by conducting data collectioninstance,

characterized by lack of reliability and validity.

students’ reactions to it showed their
misunderstanding of the terms “people in high [éaald

A data collection instrument is deemed dependable“people in low level”. Hence, the clarification of

when it provides the same results consistently wissm
in the same sample or different samples of sinslae

selected from the same population (Tull and Albaum,

1973). In addition based on Fraenkel and Wallef®320
an instrument is considered reliable if it provicésilar
results. Reliability is described as the precisainthe
measurement. In the present study, the questigisair
reliability was tested
commonly known as alpha coefficient to determine th

instrument’s internal consistency. Based on Sekara

(2003), reliability coefficient is better if it isloser to
1.00. Generally, the acceptable alpha coefficiéwatul
be higher than 0.7. She added that a Cronbach’s alp
0.6 is low but it is still considered acceptable.

A pilot study was conducted to confirm the relidil
of the measurement. The result of the reliabilitglgsis is
depicted inTable 5. The table lists the Cronbach’s alpha

through Cronbach’s alpha

concepts was made prior to distributing the final
guestionnaires to the respondents. Observatiorts asic
this one resulted in the final questionnaires’ s@n.

Overall, the researcher was successful in restiingtu
the questionnaire and devising better ways to atnne
with the target population. Testing the research
instrument beforehand pinpointed the weaknesselseof
instrument and resolved the problems of respondents
being unaware of the instructions written on the
questionnaire. According to Bechhofer and Patterson

r'(2000), an effective research design is one thatiges

the researcher confidence in the authenticity o th
conclusion obtained from the data. To achieve this,
great deal of control is required. This invaluable
consideration is highlighted through the adoptidran
extensive sampling method ensuring full represantat
of demographics. The present study employed a
comprehensive sample to counteract the lack okptid

value for every dimension under study. The valués o knowledge concerning the study population.
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Table 5. Cronbach'’s alpha values for each dimension resut pilot test

Construct Instrument Dimensions Original alpha  Algpilot test) No. of items
Attitude Sunet al. (2011) Behavioral 0.826 0.837 2.000
Affective 0.826 0.811 6.000
Cognitive 0.923 0.727 6.000
Culture Yooet al. (2011) Power distance 0.910 0.534 5.000
Uncertainty avoidance  0.880 0.841 5.000
Individualism 0.850 0.828 6.000
Long-term orientation ~ 0.790 0.888 6.000
Masculinity 0.840 0.709 4.000
Perceived risk Sitkin anwVeingart (1995) Uni-dimensional 0.750 0.815 3.000
E-Service Quality Parasurameiral. (2005) Efficiency 0.940 0.852 8.000
(E-S-QUAL Scale) System availability 0.830 0.608 .00D
E-Service Quality Fulfillment 0.890 0.713 7.000
(E-RecS-QUAL Scale) Privacy 0.830 0.874 3.000
Responsiveness 0.880 0.890 5.000
Compensation 0.770 0.796 3.000
Contact 0.810 0.903 3.000
Trust Harris and Goode (2004) Uni-dimensional 0.814 0.797 3.000
3. RESULTS unfavorably to an object, person, institution oemvor
to any other discriminable aspect of the indivitkial
3.1. Normality world”. According to Ajzen (1989), formal definitis

Normality is the most fundamental assumption in
multivariate analysis (Haiet al., 2010). It measures
whether differences revealed between the obtaimell a
predicted scores of dependent variables (Stewa@l)1
The study sample was taken from the populatioris it
crucial to compare the sample normal distributiorone
of the basic social science measurements, nantedy, t
normal distribution of the population. The normal
density function is described as a bell-shapediligton
that is symmetric to the values surrounding thermea

To check for normality, four measures were usdtlim
study to measure and assess the spread of dailaudish:
Standard deviation, mean, skewness and kurtosis.

In the present study, the entire variables wertedes
for normality where the values of skewness anddsist
were examined to test the scores of normaligble 6

shows that the overall the values of skewness andyyiti-dimensional

kurtosis were within the critical value. Hence, the
possibility of issues surrounding non-normal disition
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 tqpogsl in
a consistently favorable or unfavorable manner with
respect to a given object” (p. 6). Later, Ajzen §8p
defined attitude as “a disposition to respond fatby or
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proposed for attitude may vary, but most social
psychologists are of the consensus that the clemistat
attribute of attitude is its nature of evaluatidrhis is
supported by the fact that the standard attituddirss
methods reveal a score that specifies an individnadn
evaluative dimension with the attitude object. & i
imperative to keep in mind that based on the theory
attitude is referred to as a function of beliefattlare
unique to the individual. It is natural to perceattitudes
from the responses to many kinds of belief statesjen
but only those beliefs that are unique in the nmohdhe
individual are thought of as having a causal effeat
attitudes (Fishbein and Ajzen, 1975).

Regarding attitude measurement, it has been argued
that a single evaluative score that only asseshkes t
affective component does not represent well the
complexity of attitude. Hence, it should be meaduria
constructs (Ajzen and Fishbein,
2005), with the first being the tripartite concept
attitude, aptly named as it specifies three comptmef
attitude namely cognition, affect and conation. Tingt
component is comprised of information and percestio
that are found through a combination of experiendés
the attitude objects and related information from
different sources. The second component covers an
individual's feelings regarding the attitude objedtile
the third one deals with the possibility that adiwdual
will show a particular behavior to the attitude extij
(Schiffman and Kanuk, 2004).
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Table 6. Normality test results

N Mean Std. deviation Skewness Kurtosis
Attitude 414 4.78 1.35 -0.500 -0.70
Risk 414 4.72 1.54 -0.500 -0.75
Trust 414 3.50 1.36 0.270 -0.66
E-sq 414 3.52 1.43 0.500 -0.60
Culture 414 3.47 1.09 0.005 -0.24
3.1.2. Trust research instrument’s reliability is defined as the

concerns to the degree to which the instrumentymesl

the same results in repeated cases (Carmines and
Zeller, 1979). It presents the level to which the

: . . respondent answers the same or similar questions
IS alsq an important construct in the context of consistently every time (Cronbach, 1951). It is the

marketing. As stated by Berry and Parasuramanfunction that a researcher should consider as a

(1991.)’ gust;)metrsM gzerfu);gg;yd |?_r0ddu<t:ts taﬂerfundamental requirement prior to proceeding witke th
experiencing trust. Mayeat al. ) defined trust as data analysis and interpretation. Reliability isfioned

tfhe Wltl::ngnests Oga pzrty t(:hbe vulne;aia_le tf[)hm:'tans as a necessary target that is considered as aityalid
or another party based on the expectation thabther criterion (Crocker and Algina, 1986).

party will perform a particular action important the -
. . . i Two measures are used to evaluate reliability
trustor, irrespective of the ability to monitor oontrol , .
namely Cronbach’'s alphao) and item-to-total

that other party”. On the basis of the above correlation. Cronbach’s alpha, named after Cronbach

conceptualizations, trust can be considered asstotts . ) s
(consumer) inclination to depend on the trustee tand (1951), is described as a measure that providedean

decide on taking an action in a risk laden situatio as to the internal consistency by presenting th_g wa
whereby the trustor becomes vulnerable to the geust items are.utsed to measure spme coqstructs of .mtere
(online seller), in the hope of a positive outcome. by examining the proportion of times variance
Researchers have conceptualized trust in a globafompared to common known figures. Cronbach’s
way and considered its many dimensions. Foralpha is considered high if the correlation between
instance, Doney and Cannon (1997) study initially Particular items increases. Items having low
proposed that trust had a two-dimensional correlation values should be eliminated under
composition (credibility and benevolence). However, particular conditions as they might lessen the Itota
their results later showed that trust emerged d@s un relationship value within a single set of itemspither
dimensional global concept. Another study suppgrtin words, low correlation value items are invalid &eu
the uni-dimensionality perspective of trust was Because the measurement scales in the present
conducted by Joshi and Stump (1999). In their studystudy consisted of items previously tested in défe
of joint action in manufacturer-supplier relatioizh studies, the scales need to be “purified” prior to
supplier trust was treated as a uni-dimensionalconducting any analysis. This purification of scale
concept. By comparing the results of measurementinvolved calculating the alpha scores of every scal
models with a series of 10 different alternative and deleting indicators having low reliability when
measurement models using multi-dimensional trustthey were deemed as not representing a distinct and
components, the single-dimension trust scale used i significant theoretical dimension (Moormaet al.,
their research had the best measurement properties. 1992: Pritcharckt al., 1999). In the present study, the
reliability of the instruments used was examinethgis
4. DISCUSSION Cronbach’s alpha. Generally, the measurement scales
showed good performance with Cronbach’s alpha
values higher than 0.7 for all measurement conggruc
Reliability refers to whether or not the measuremen However; most of the measurement scales in this
scale is characterized by consistency and stabiity  study showed excellent performance with Cronbach’s

Trust is a relatively old concept in the view of
business practitioners. It is a critical construnt
buyer-seller relation (Morgan and Hunt, 1994). Trus

4.1. Reliability of Measures
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alpha values more than 0.9 (Harris and Davison,
1999). Refer tarable 7 for the result.

4.2. Factor Analysis of Attitude Toward Online
Shopping

Attitude items were run through exploratory factor
analysis. The analysis was conducted on attitustast
in terms of data sets obtained from the responses
which suggested a two-factor solution. The two-dact
solution explained 75% of the variance. The
orthogonal factor dimensions were identified throug
the use of principal component and varimax rotation

produce the same results in repetitive tests. Résul
presented iTable 8.

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 sofutio
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

procedures. For factor extraction, the latent ciote
of 1.0 was used whereas for item inclusion, thediac
loadings of 0.40 were used (Hairal., 1992).

The individual construct composite reliability was
investigated to determine the internal consisteaty
indicators that measure the underlying factors fedr
and Larcker, 1981). Netemeyetral. (2003) suggested
that a factor is reliable when its composite religb
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

were used for
Hair et al. (1992).
factor's composite

construct examined

was

reliability
to test

factor extraction while the factor loadings of 0.40
item inclusion, as recommended by

for each
the internal
consistency of indicators that measure the undeglyi
factors (Fornell and Larcker, 1981). Netemegetal.
(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 gabd

alpha coefficient was 0.966, indicating a very good 0.94. The statements’ reliability was deemed to be

reliability. The second dimension (0. 821)

also 9ood and can hence produce the same results in

illustrated very good reliability. The statements’ 'epetitive tests. The Cronbach’s alpha coefficitant
reliability was deemed to be good and can hencethe trustitems is displayed irable 9,

Table 7. Reliability for study’s variables

Original Alpha Alpha No. of
Construct Instrument Dimensions alpha (pilot tesf)main sample) items
Attitude Sunet al. (2011) Behavioral 0.826 0.837 0.821 2
Affective 0.826 0.811 0.928 6
Cognitive 0.923 0.727 0.947 6
Culture Yooet al. (2011) Power distance 0.910 0.534 0.836 5
Uncertainty avoidance  0.880 0.841 0.984 5
Individualism 0.850 0.828 0.914 6
Long-term orientation 0.790 0.888 0.858 6
Masculinity 0.840 0.709 0.749 4
Perceived risk Sitkin anwVeingart (1995) Uni-dimensional 0.750 0.815 0.928 3
E-Service quality Parasurameiral. (2005) Efficiency 0.940 0.852 0.972 8
(E-S-QUAL scale) System availability 0.830 0.608 .88B 4
E-Service quality Fulfillment 0.890 0.713 0.941 7
(E-RecS-QUAL scale) Privacy 0.830 0.874 0.941 3
Responsiveness 0.880 0.890 0.904 5
Compensation 0.770 0.796 0.796 3
Contact 0.810 0.903 0.897 3
Trust Harris and Goode (2004) Uni-dimensional 0.814 0.797 0.907 3
Y
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Table 8.Factor analysis of attitude toward online shopping

Factor Factor loading Eigen Variance explained Alpha
Dimension ONE 9.399 67.137 0.966
| believe that adopting online shopping is 0.898

| believe that adopting online shopping is 0.888

| believe that online shopping is 0.867

| feel ___ toward online shopping 0.860

| feel ___ while using online shopping 0.849

| believe that online shopping is 0.841

| feel ___ toward online shopping 0.812

| believe that itis ____ to shop online 0.809

| feel ___ while using online shopping 0.800

| feel ____ with the online shopping security 0.753

| believe that itis ____ to shop online 0.737

| feel ___ with the online shopping security. 0.719

Dimension TWO 1.145 8.180 0.821
lam __ toshop online 0.944

lam __ toshop online 0.800

Table 9. Factor analysis of trust in online shopping

Variance

Factor Factor loading Eigen explained Alpha
Dimension 5.67 70.876 0.94
E-retailer is genuinely committed to my satisfactio 0.923
In my experience e- retailer is very reliable. ®.89
| feel | know what to expect from e-retailer. 0.889
There are no limits to how far e-retailer will gndolve a
service problem | may have. 0.882
E-retailer is interested in more than just selling goods and
making a profit. In other word, e-retailer try t@ake me happy. 0.842
If e-retailer makes a claim or promise about itsdpict, it is
probably true. 0.835
Most of what e-retailer says about its productsus. 0.831
| think some of e- retailer’s claims about its segvare exaggerated. 0.593

5. CONCLUSION and managers should take into close consideratien t

requirements of trust development in online ratgili

The primary aim of the study was to examine the Finally, trust based on e-service quality is coesid as
factors that affect attitude of consumers tOW&rdSthe most suitable environment for deve|0ping fabtwa
Internet shopping in Malaysia_ and Saudi Ara_bia and consumer attitude towards online shopping.
how they affect purchase attitude. It also aimed to  Thjs study also contributed to the field of service
investigate the moderating impact of risk on the e- qy3jity expectations relationship with online shimgpin
service quality-consumers’ trust relationship in {he context of developing countries. It also exadithe
Malaysia and Saudi Arabia. _ . impact of culture on the service quality consumer

The findings revealed that service quality was gxpectations in both Malaysia and Saudi Arabia.isTh
relatively significant in its impact on consumeudt in study may be different from prior works owing te it
online shopping, proving the proposed positive aire expanded scope but not unlike any study, it alse ha
impact of perceived service quality upon customestt  |imjtations that have to be kept in mind when
However, perceived risk was revealed to be linkéith w jnterpreting and generalizing the results. Antecede
consumer trust towards online shopping, contrartheo  factors that may affect trust should be determiired
proposed hypothesis. According to the results,ttus  future studies to provide an in-depth insight itlis
online retailer was positively associated with #tétude field. These factors may include Internet shopping,
of consumers to online shopping. Therefore, markete age, gender and income. This study measured
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students’ overall attitudes toward online retailarl Ajzen, 1., 1989. Attitude, Personality and Behavibst

did not focus on the specific industry or vendoheT Edn., Open University Press, Milton Keynes.
general opinion might not reflect the actual Ajzen, |, 1991. The theory of planned behavior.
performance of each online retailer. In this stisdy’ Organiz. Behav. Human Decision Processes, 50:
survey, respondents were requested to complete a 179-211. DOI: 10.1016/0749-5978(91)90020-T
paper-based survey and to recollect past expersenceAjzen, 1. and M. Fishbein, 1980. Understanding
on the factors influencing attitude. This study icbbe Attitudes and Predicting Social Behavior. 1st Edn.,
enhanced if the survey was carried out to conctiyen Prentice-Hall, ~ Englewood  Cliffs, ~ ISBN-10:
assess the reactions of the respondents to spsitiic 0139364439, pp: 278.

features while they interact with the site. Ajzen, |. and M. Fishbein, 2005. The Influence of

On the basis of the increasing e-commerce Attitudes on Behavior. In: The Handbook of

development in online shopping, various areas have Attitudes, Albarracin, D., B.T. Johnson and M.P.
appeared. Despite the validation of majority of the ~ Zanna (Eds.)., Lawrence Erlbaum Associates,

hypothesized relationships, the proposed modelymrexi Mahwah, NJ.JSBN-10: 0805844937, pp: 173-221.

a relatively high degree of multiple determination Assael, H. 1995. Consumer Behavior and Marketing
coefficients. The resulting Rvalue showed a need to Action. 1st Edn., Kent Publishing Company, Boston,
determine additional variables to enhance the tgbuli MA. _ _

the model to predict potential customer attitudwabai ~ Babbie, E.R., 2004. The Practice of Social Resedrsh
online shopping. Future studies could extend tesqut _Edn., Wadsworth Thomson Learning, Belmont, CA.
one by employing a longitudinal setting to provide Bain, R., 1929. 'I_'he validity of life histories addries.
different insights, for example, by examining wrestior J. Educ. Sociol., 3: 150-164. o

not specific effects increase/decrease over tintgs T Bechhofer, F. and L. Paterson, 2000. Principles of
study is the pioneering study that examined conssime Research in the Social Sciences. 1st Edn.,
risk as a moderator in the analysis of e-servicalityd Routledge, London. .
trust relationship in Internet shopping. Despite fact ~ Berry, L.L. and A. Parasuraman, 1991. Marketing
that the present study managed to reveal a modgrati Services: Competing through Quality. 1st Edn., The

effect of risk on consumer’s purchase attitude, enor Free Press, New York, ISBN-10: 002903079X.

empirical support is required. An in-depth examiomt ~ Boss, R.W., 1978. Trust and managerial problemiisglv

in this area and other risk related factors aregestgd revisited. Group Organiz. Stud., 3: 331-342. DOL:
to achieve a more extensive understanding of  10.1177/105960117800300306

consumers’ risk-trust relationship in an onlinegpiog ~ Carmines, E. and R. Zeller, 1979. Reliability and
context. The attitude antecedent showed direct and Validity Assessmentlst Edn., Sage Publications,

indirect impacts and differences in online spending Beverly Hills, CA.
The effect of additional factors including satigfan, Chang, M.K., W. Cheung and V.S. Lai, 2005. Literatu
loyalty and interactivity and the moderating effext derived reference models for the adoption of online

various demographic factors like income, age, gende shopping. Inform. Manage., 42: 543-55®0I:
and e-shopping experience should be kept into 10.1016/j.im.2004.02.006

consideration in future studies. Cheung, C.M., L. Zhu, T. Kwong, G.W. Chan and M.
Limayem, 2003. Online consumer behavior: A
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