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Abstract— This paper considers the user acceptance of online hypermarket shopping system in Malaysia based on proposed 
Unified Theory of Acceptance and Use of Technology (UTAUT) model. The proposed UTAUT modal have additional 
constructs such as perceived cost and perceived trust. Besides that, word-of-mouth is also being introduced into the model. 
In order to gather the relevant data for this measure, a survey approach had been chosen. The results from the analysis show 
that user behavior on using the system are positively related to performance expectancy, effort expectancy, social influence, 
facilitating condition, perceived trust and perceived cost. The findings allow us to determine which aspects of the system are 
major concerns when users are using the system. Finally, the findings from this paper are contributed to the design of better 
online hypermarket system design and future researchers can use this document as a reference in their online system 
research. 
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I. INTRODUCTION 
 
Online system had been a great boom in usages since 
the introduction of e-commerce and m-commerce 
which allows user to perform online transactions at 
anyplace and anytime. The online transactions could 
be varied from paying a bill to buying grocery. In 
modern days, more merchants are hosting their own 
online platform to provide online services when the 
m-commerce is growing. According to Sadi and 
Noordin (2011), the mobile technology is the fastest 
growing technologies in the telecommunication 
market in term of its usages and subscriber numbers. 
It is an estimated that there are around 4.6 billion 
mobile cellular subscriptions worldwide (Union, 
2010). This huge number would definitely expand the 
significant value of online business in any business 
industry as more business would try to deliver online 
services to the people as it is save cost and have 
wider coverage. It had been no doubt that the 
invention and introduction of 4G and cloud in the 
cellular market is increasing the number of online 
system. (Pilioura, Tsalgatidou, & Hadjiefthymiades, 
2002) 
In a simple business context, online system with 
online transaction is part of m-commerce or 
ecommerce. It is described as activities of buying, 
selling and trading products or services via the usages 
of electronic devices such as computer or smart 
phone with internet. According to Union (2010), in an 
Information and Communications Technology (ICT) 
context, m-commerce refers to the usages of wireless 
terminal such as cellular telephone, smart phone or 
Personal Digital Assistant (PDA) together with the 
existing of network to access information as well as 
conduct transactions which involve the exchanges of 
value, information, services or products (Sadi & 
Noordin, 2011). The variety of transcription services 

are trading stocks, banking services, electronic 
payments in physical shop as well as online shopping 
for products (Mahatanankoon & O’Sullivan, 2008). 
Therefore, online hypermarket shopping system is an 
online system that allows user to purchase grocery 
items from the hypermarket store via the internet 
using any electronic devices ranging from computer 
to handheld mobile devices. It enables users to 
conduct shopping activities via electronic devices at 
any time via the usages of internet network without 
having to spend hours in the local hypermarket store. 
A Unified Theory of Acceptance and Use of 
Technology (UTAUT) model is used in this research 
to measure the customers’ acceptance on this 
approach. This model is chosen as it is widely used 
by many researchers in conducting researches related 
to customers’ acceptance on new technology. This 
model had been proposed by Venkatesh, Morris, 
Davis, and Davis (2003) to explain the user 
acceptance and he had integrated eight different 
models such as technology acceptance model, 
motivational model, theory of planned behavior, 
theory of reasoned action, a combined theory of 
planned behavior/technology acceptance model, 
model of Personal Computer (PC) utilization, 
innovation diffusion theory and social cognitive 
theory. It had been used by Foon and Fah (2011) to 
investigate the behavioral intention of using internet 
banking at Kuala Lumpur and Malacca via snowball 
method which includes the extended factors of 
selfefficacy, anxiety, attitude towards using internet 
services and perceived credibility. 
This research focuses on the study of the factors 
thatsignificantly affect the adoption of M-commerce 
via behavioral intention to use M-commerce in 
Malaysia. To achieve this, statistical analysis 
techniques are used to identify these factors. 
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II. MATERIAL AND METHODS 
 
Statistical population of this study consists of 
shoppers from a Tesco shopping complex located in 
Selangor state, Malaysia. A shopper sample has been 
used because shoppers are a key demographic 
segment that highly has the interest or chance to use 
the internet mobile shopper system. Apart from that, 
this study also studies the respond of the shopper who 
had been used this system to make a purchase. The 
people in this sample might be young and adult. 
The sample is selected from a population of shoppers 
from a Tesco shopping complex. Participants are 
randomly selected via questionnaires being 
distributed in the shopping mall. The participants are 
limited to those who had used M-commerce for 
online shopping. About 500 questionnaires were 
being distributed to our selected sample and the 
expected correct response rate without extreme 
response is around 90-95% because extreme response 
has not been included in the study as it might give 
bias to the analysis. In this research, 400 samples 
were required to conduct statistical analysis. The 
instrument used in the questionnaire is designed 
based on the proposed UTAUT research instruments. 
The construct measured in the instrument covered all 
the independents and dependent variables in the 
proposed UTAUT model. Six independent variables 
and two dependent variables would be measured. The 
independent variables are performance expectancy, 
effort expectancy, social influence, perceived cost, 
perceived trust and facilitating condition. Meanwhile 
the dependent variables are behavioral intention and 
word-of-mouth (WOM). The proposed UTAUT 
model is as follows: 
 

 
Fig 1. Proposed UTAUT model for evaluating the user 

acceptance of M-commerce online shopping system (MOSS) 
system 

UTAUT scales were used for all the measurement 
items. A five-point Likert scale, ranging from 
“strongly disagree” to “strongly agree” is used to 
measure each of the items of the constructs. The 
questionnaire was divided into two sections where the 
first section is used to collect the demographic data 

which are gender and age of the respondents. The 
second section of the instrument contains the 
measurement items of the construct. In this study, 
content validity is examined to determine the validity 
of the research variables. As pointed out by Andrew 
and Halcomb (2009) content validity gives some 
evidence that items in the questionnaire can be trusted 
as content representative they were aimed to evaluate. 
This kind of validity is conducted by some people 
who are experts in the subject areas (Hardesty & 
Bearden, 2004). To establish content validity, some 
lecturers in the Information Technology (IT) have 
been asked to examine the context of the 
questionnaire and present their suggestions and 
comments for modification and improvement. 
Further, the questionnaire was examined by two 
academic experts who have knowledge in information 
technology. Moreover, the results of reliability test 
show the values of alpha for all the research variables 
are 0.70 and greater, indicating a high level of 
reliability of the items in the construction of the 
research variables. 
 
III. STATISTICAL RESULTS 
 
3.1. Socio Demographic Characteristics 
Based on the results, (n=257, 64.3%) of the 
respondents were Female. Moreover, the majority of 
the respondents (n=229, 57.3%) had 18-25 years old 
and the minority of them (n=22, 5.5%) had more than 
40 years old.. 
 
3.2. Normality Assessment of the Research 
Variables 
In this study, the absolute values of skewness and 
kurtosis for all the research variables are less than 1. 
Following Kline (2011) when the absolute values of 
skewness and Kurtosis fall within (3,10), we can 
accept the normality of the variable. Therefore we 
can conclude that statistical distributions of the 
research variables do not have significant deviation 
from the normal curve and can be accepted their 
normality.  
 
3.3. Hypothesis Test 
Hypothesis 1a. Performance expectancy is positively 
related to behavioral intention to use online 
hypermarket shopping system. By using a suitable 
statistical technique called Pearson coefficient 
correlation, we assess the relationship among 
performance expectancy and behavioral intention to 
use online hypermarket shopping system in Malaysia. 
According to the findings, there is a positive 
significant statistical correlation with moderate 
magnitude between performance expectancy and 
behavioral intention to use online hypermarket 
shopping system (r=0.524, P<0.01). It means with 
99% confidence with any improvement in 
performance expectancy, the level of behavioral 
intention to use online hypermarket shopping system 
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will increase and vice versa. Consequently we 
conclude the research hypothesis is accepted. 
 
Hypothesis 2a. Performance expectancy is positively 
related to WOM. 
The results of Pearson correlation analysis show that 
there is a positive significant statistical correlation 
with moderate magnitude between performance 
expectancy and WOM (r=0.456, P<0.01). It means 
with 99 % confidence with any improvement in 
performance expectancy, the level of WOM will 
increase and vice versa. Consequently we conclude 
the research hypothesis is accepted. 
 
Hypothesis 3a. Social Influence is positively related 
to behavioral intention to use online hypermarket 
shopping system. According to the statistical results, 
there is a positive significant statistical correlation 
with low magnitude between social influence and 
behavioral intention to use online hypermarket 
shopping system (r=0.470, P<0.01). It means with 99 
% confidence with any improvement in social 
influence, the level of behavioral intention to use 
online hypermarket shopping system will increase 
and vice versa. Consequently we conclude the 
research hypothesis is accepted. 
 
Hypothesis3b: Social influence is positively related to 
WOM. 
The results of Pearson correlation analysis indicate 
that there is a positive significant statistical 
correlation with moderate magnitude between social 
influence and WOM (r=0.506, P<0.01). It means with 
99 % confidence with any improvement in social 
influence, the level of WOM will increase and vice 
versa. Consequently we conclude the research 
hypothesis is accepted. 
 
Hypothesis4a: Facilitating Conditions are positively 
related to behavioral intention to use online 
hypermarket shopping system. 
Based on the statistical findings, there is a positive 
significant statistical correlation with low magnitude 
between facilitating conditions and behavioral 
intention to use online hypermarket shopping system 
(r=0.568, P<0.01). It means with 99 % confidence 
with any improvement in facilitating conditions , the 
level of behavioral intention to use online 
hypermarket shopping system will increase and vice 
versa. Consequently we conclude the research 
hypothesis is accepted. 
 
Hypothesis5a: Perceived trust is positively related to 
behavioral intention to use online hypermarket 
shopping system. 
The results of Pearson correlation analysis reveal that, 
there is a positive significant statistical correlation 
with low magnitude between perceived trust and 
behavioral intention to use online hypermarket 
shopping system (r=0.429, P<0.01). It means with 99 

% confidence with any improvement in perceived 
trust, the level of behavioral intention to use online 
hypermarket shopping system will increase and vice 
versa. Consequently we conclude the research 
hypothesis is accepted. 
 
Hypothesis5b: Perceived trust is positively related to 
WOM. 
According to the statistical results, there is a positive 
significant statistical correlation with moderate 
magnitude between perceived trust and WOM 
(r=0.434, P<0.01). It means with 99 % confidence 
with any improvement in perceived trust, the level of 
WOM will increase and vice versa. Consequently we 
conclude the research hypothesis is accepted. 
 
Hypothesis 6a: Perceived cost is positively related to 
behavioral intention to use online hypermarket 
shopping system. 
The results of Pearson correlation analysis show that, 
there is a positive significant statistical correlation 
with low magnitude between perceived cost and 
behavioral intention to use online hypermarket 
shopping system (r=0.502, P<0.01). It means with 
99% confidence with any improvement in perceived 
cost, the level of behavioral intention to use online 
hypermarket shopping system will increase and vice 
versa. Consequently we conclude the research 
hypothesis is accepted. 
 
Hypothesis 6b: Perceived cost is positively related to 
WOM. 
According to the statistical findings, there is a 
positive significant statistical correlation with 
moderate magnitude between perceived cost and 
WOM (r=0.485, P<0.01). It means with 99% 
confidence with any improvement in perceived cost, 
the level of WOM will increase and vice versa. 
Consequently we conclude the research hypothesis is 
accepted. 
 
Hypothesis 7: Behavioral intention is positively 
related to WOM. 
The results of Pearson correlation analysis indicate 
that there is a positive significant statistical 
correlation with moderate magnitude between 
behavioral intention and WOM (r=0.722, P<0.01). It 
means with 99 % confidence with any improvement 
in behavioral intention, the level of WOM will 
increase and vice versa. Consequently we conclude 
the research hypothesis is accepted. 
 
CONCLUSIONS 
 
Both the factors affecting intention to use 
Mcommerce and the factors influencing on positive 
word of mouth recommendation are studied in this 
paper. UTAUT is a successful model that integrates 
key elements from previous established models as 
determinants of behavioral intention to adopt new 
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technology. However, the early models of UTAUT 
need to be revised to capture users’ motivations for 
use of advanced mobile technology. This study also 
introduces two more constructs in the proposed 
model. These constructors are perceived cost and 
trust. In this way, a new finding on the impacts of 
these constructors could be done.  
The results partially supported direct relationships. 
More specifically, factors such as overall 
performance and social influence, as indicated by the 
UTAUT model and enjoyment as a hedonic factor 
influenced the acceptance and use of M-commerce. 
This research also showed that adoption processes 
such as performance expectancy, social influence, 
cost, trust, and behavioral intention are directly 
related to consumers’ positive WOM 
recommendation. All supported hypotheses provide 
important insights and implication for researchers and 
marketers. 
The conceptual framework contributed to the existing 
knowledge because it added many unexplored 
dimensions that influence the adoption of 
Mcommerce and WOM activities. The finding from 
this study also provides further research motivation to 
academics and practitioners in M-commerce, given 
the implication of cost and trust. In short, this study is 
to find out the relationship of the UTAUT elements 

with behavioral conditions and WOM 
recommendation. 
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