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Abstract- This research aims to establish a preliminary assessment about how the business product category affects the 

consumer trust to purchase online in Malaysia. A quantitative method was used for the research in which numerical data 

collection from a targeted population. The data obtained was analyzed by carrying out descriptive statistical techniques. 

The research revealed that apparels; computer and mobile gadgets; and electric and electronic appliances are the main 

three categories that were trust by the respondent to an online shopping. The results also indicated that most of the 

respondents, 64.5% choose the cheapest price for the selected items before making a purchase. Finally, online users in 

Malaysia show a high degree of confidence in social media and e-commerce platforms such as Facebook and Shopee for 

online shopping. 
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I. INTRODUCTION 

 

The escalation of the Internet and information 

technology has significantly contributed to the 

popularity of online shopping [1]. Based on a new 

survey by PWC in its Global Consumer Insights 

Survey 2018 report, E-Commerce in Malaysia has 

grown steadily to the point where it accounts for an 

estimated one-tenth of worldwide retail sales. 

Emerging markets are especially keen on more 

online buying, as reflected by consumers' greater 

likelihood to buy groceries online in 2018. Malaysia 

exceeds the global average, with 47% of consumers 

says they still prefer shopping in brick-and-mortar 

store weekly. Only 21% are likely to purchase 

groceries online on the next 12 month. Another 44% 

would pay extra for their online purchase to be 

delivered on the same year. [2] 

 

The purpose of this research is to understand the 

online purchase trust towards product category in 

Malaysia. 

 

II. LITERATURE REVIEW 

 

The product category is an important concept 

because product categories help marketers do many 

useful things. Product categories help marketers 

identify potential sources of competition and 

opportunity. Product categories help marketers 

position their products and promote them more 

effectively [3]. 

There are two broad classifications for products or 

services are: consumer products or services and 

business products or services. First, consumer 

products are further classified as convenience, 

shopping, specialty, and unsought goods or services. 

Second, business products are further classified as 

capital items, materials and parts, suppliers and 

services [4]. Therefore, consumer product can be 

categorized into 4 types namely convenience, 

shopping, specialty and unsought product. A 

convenience product is a consumer product or service 

that customers normally buy frequently, immediately 

and without great comparison or buying effort. 

Examples include articles such as laundry detergents, 

fast food, sugar and magazines. 

 

Shopping products are a consumer product that the 

customer usually compares on attributes such as 

quality, price and style in the process of selecting and 

purchasing. The examples are furniture, clothing, 

used cars, airline services etc. Next, specialty 

products are consumer products and services with 

unique characteristics or brand identification for 

which a significant group of consumers is willing to 

make a special purchase effort. Examples include 

specific cars, professional and high-prices 

photographic equipment, designer clothes etc. Lastly, 

Unsought products are those consumer products that 

a consumer either does not know about or knows 

about but does not consider buying under normal 

conditions such as life insurance etc. [5]. 

    

A. Online Purchasing Behavior  

Trust is essential for retailers seeking to harness data 

about consumers in order to provide a better 

experience [2]. Trust in online shopping can be 

defined as a consumer’s willingness to rely on the 

seller and take action in circumstances where such 

action makes the consumer vulnerable to the seller 

[6]. However there are rare researches resources 
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illustrating on categorized dimension for online 

shopping behavior that relate to product categories 

trusty. One of research revealed that online 

consumers in Malaysia performed lack of confidence 

and trust for using the internet as they are mainly 

concerned on issues related to privacy and lack of 

credibility when dealing with online retailers [7]. 

Another research in Dhaka, Bangladesh, they 

acquire online shopping information from websites 

especially from the social network. 

 

The purchase of apparels and accessories are mostly 

through cash on delivery method of payment. It is 

because, most of the consumers are concern about the 

security of the payment system. [8] Almost two 

thirds; 62% of Malaysians said they only use credible 

and legimate website or choose provider they trust 

when making payment [2]. Moreover, they also 

found that perceived trust has the relationship with 

purchase intention [1].  

 

III. MATERIALS AND METHODS 

 

This study utilised the quantitative method. The 

survey yielded 200 responses and after data 

screening, 169 usable and completed responses were 

used in the analysis with a valid response rate of 85 

percent. This sample size is reasonable as Roscoe 

(1975) stated that a sample size of 30–500 is 

considered satisfactory. Data collection was 

conducted for a one-month period (from 20 January 

2019 till 19 February 2019) utilising convenient 

sampling technique. 

 

Responses were randomly drawn from any online 

customer in Malaysia. Their participation was purely 

voluntary. They were required to complete the 

survey, designed in the online form of structured 

close-ended questions, which comprises of two 

sections. Section A was related on the demographics 

of the respondents. Section B gathered the 

experience of the respondent on online shopping.  

 

IV. RESULTS AND DISCUSSION 

 

A. Product Category Trusted by Respondents  

There are 10 product categories trusted by 

respondents for purchase online namely sport 

equipment; food; electric and electronic appliances; 

book; healthy food; beauty product; computer and 

mobile gadgets; home appliances; toys, kids and 

babies; and apparels. From Figure 1, it is observed 

that 39.1% of the respondents trust to purchase 

apparels and 13.6% trust to purchase computer and 

mobile gadgets. 10.7% of the respondents trust to 

purchase electric and electronic appliances. 10.1% 

trust to purchase toys, kids and babies product. 6.5% 

respondents are trust to purchase healthy food and 

beauty product. Home appliances are 5.9%, Food is 

2.4% and sport equipment is 1.2%. 

 

 
Fig.1. Product Category Trusted by Respondents 

 

Apparels; computer and mobile gadgets; and electric 

and electronic appliances are the main three 

categories that are bringing about online shopping 

culture among online shoppers.  

Although basically we may consider the purchase of 

computer and mobile gadgets; and electric and 

electronic appliances are less credible for shopping 

online but now it's a trusted product category. 

B. Factors that Respondent Concern During Online 

Shopping. 

 

Most of the respondents, 64.5% choose the cheapest 

price for the selected items before making a 

purchase. While, 30.1% of respondents looked at 

product quality regardless of the stated price. Fast 

delivery of products within 3-5 days, only 5.4% 

choose it. Figure 2 shows the frequencies of factors 

that respondents concern during online shopping. 

 

 
Fig. 2. Factors that respondents concern during online 

shopping. 

 

This research finding supports the findings of the 

previous research indicates factor that influences 

consumers to shop online through the internet is the 

good prices offered by online retailers. The simplest 
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reason for consumers to buy online through the 

internet is to save money from the cheaper prices 

offered by online retailers compared to traditional 

channels. Online retailers are able to offer cheaper 

prices because of the shrinking cost of information 

processing, lower operating cost and global reach 

provided by the internet [9]. Another main reason 

that cheaper prices are offered to online shoppers is 

because of competitive pressure, especially from new 

online retailers. New online retailers use price as a 

main competitive weapon to attract customers [10]. 

 

It can therefore be concluded that by putting a 

cheaper price can attract more consumers to shop 

online. 

 

C. Media Social Trusted by Respondents 

We also asked respondents to choose media social 

that they trust to purchase online . Figure 3 shows 

that 65.7% respondents trust to purchase from 

Facebook and 34.3% respondents trust to purchase 

from instagram. 
 

 
Fig. 3. Media Social Trusted by Respondents 

 

Facebook now became the top social network across 

ten countries such as the India, United States, 

Indonesia, Brazil, Mexico, Philippines, Thailand, 

Turkey, United Kingdom and Vietnam [11]. 

 

D. E-commerce Platform Trusted by 

Respondents  

E-commerce is a form of business that is conducted 

in the online environment, while the Internet 

behaves as an unified platform that connects buyers 

and sellers (Turban, King, Lee, Liang, & Turban, 

2015). 

 

Therefore, another question was asked to the 

respondents about e-commerce platform that they 

trust to purchase online namely Shopee and Lazada. 

Figure 4 shows that 52.2% respondents trust to 

purchase from Shopee and 47.8% respondents’ trust 

to purchase from Lazada. 

 

 
Fig. 4. E-commerce platform Trusted by Respondents 

 

V. CONCLUSION 

 

Now people have multiple options to choose their 

products and services while they are shopping 

through an online platform. Therefore, this research 

provides an overview of the extent to which the 

consumer believes in the product category before 

making any purchase. 

Through this research, researcher found that  

apparels; computer and mobile gadgets; and electric 

and electronic appliances are the main three 

categories that were trust by the respondent to an 

online shopping through the reading of frequencies 

which are 39.1%, 13.6% and 10.7%. The results also 

indicated that most of the respondents, 64.5% choose 

the cheapest price for the selected items before 

making a purchase. Only 30.1% of respondents 

looked at product quality regardless of the stated 

price. Finally, online users in Malaysia show a high 

degree of confidence in social media and e-

commerce platforms such as Facebook and Shopee 

for online shopping. 
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