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Abstract

The internet has become a highly used medium for businesses that are engaged in online shopping.
One popular online product is halal cosmetics. However, it is found that the sales of these products
are low, despite much effort done by the Malaysian government to promote this industry. Thus, this
study examines the attitude of consumers towards their intention of online purchase of halal
cosmetic products. A questionnaire was administered to a group of 100 respondents using the
random sampling method. Data were analysed via the Partial Least Square-Structural Equation
Modelling (PLS-SEM) approach to examine the posited research hypotheses. The PLS-SEM approach
revealed that the attitude of consumers does affect the consumers’ intention in purchasing online.
The findings reveal that the impact of consumer attitude towards their online purchase intentions
trails behind developed countries. Thus, further research should be implemented in order to better
understand what constitutes consumer attitudes towards online shopping in Malaysia.

Keywords: Consumer Attitude, Purchase Intention, Online Shopping, Halal Cosmetic Products,
Theory of Reasoned Action, Malaysia.
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Introduction

Online shopping is a form of e-commerce where many businesses are engaged in. Based on
the Malaysian Communication and Multimedia Commission (MCMC) survey in 2017, online shopping
is ranked 11th among the top 15 reasons why Malaysians access the Internet.

There are varieties of products that are sold on the internet such as clothes, furniture,
computer equipment and so on. In 2019, a staggering $771.0 million was spent on Fashion and
beauty alone (Digital, 2019). One popular online purchasing product is cosmetic products. More
specifically, it is halal cosmetics products that have become an expanding branch of cosmetic
products. Halal-certified products have created the leading demand for products in beauty and
personal care amongst the Muslim population in Malaysia (Euromonitor, 2017).

The growing market size of Muslim population internationally, which may reach 7.4% billion
in 2050 (Pew Research, 2018) is expected to create more opportunities for the halal cosmetics and
personal care industry. The rising economic power of Muslim countries has influenced them to spend
more on beauty and personal goods (Swidi et al. 2010).

There is a lot of effort done by Malaysian Government to promote the industry. In 2014 alone,
Malaysia External Trade Development Corporation (MATRADE) identified 147 halal promotion
activities that involved 46 markets (Saloma, 2014). Malaysia was listed as among the top 10
producers of Halal cosmetic in the world. Among the top homegrown brands in Halal cosmetics and
skincare are SimplySiti, Pretty Suci, So.Lek, Nurrasysa, dUCk Cosmetics and Elhajj Halal (Nadia, 2019).

According to Mordor Intelligence, (2019) the distribution of halal cosmetics goes to
supermarkets, specialty stores, convenience stores, online stores and others. However, it is a surprise
to find that the study by Euromonitor (2017) showed that the sales of halal cosmetic products via
online stores is still low as compared to other distribution channel. This is because of the less known
factors, on what determines online shopping and consuming attitude (Muniandy, Al-Mamun,
Permarupan & Zainol, 2014). Therefore, this study will attempt to unravel the relationship between
these two factors when it comes to online shopping. With this in mind the objective of this study is:

e to establish the relationship between consumer attitude and online purchase
intention of halal cosmetic products.

Literature Review
Overview of Online Purchase Intention

An intention can be defined as subjective judgments about how a person will behave in the
future (Blackwell et al. 2001). Venkatesh et al. (2008) described behaviour as an individual’s overall
affective reaction to use a particular system. A behaviour can be negative or positive, and it is based
on the consumers’ perception towards it (Bauer et al. 2005; Chowdhury et al. 2006). A positive or
negative attitude depends on situation or factors that influence them during the time they want to
perform a particular behaviour (Carroll, et al. 2007; Lee et al. 2006).

An intention may be a key informative indication of a particular business to succeed while
retaining its customers (Blackwell et al. 2001). It is common that consumers usually do what they
intend to do. From the perspective of marketing, the purchase intention is part of consumers’
intention (Blackwell et al. 2001) and very helpful to act as an indicator for many marketing activities
(Altuna & Konuk, 2009).

A purchase intention reflects what consumers think they will buy in future to fulfil their needs
and wants (Blackwell et al. 2001). Online purchase intention is a significant predictor to an actual
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purchase (Pavlou 2003). However, consumers’ intention may change due to unanticipated
circumstances. Thus, it is important for businesses to take proactive measures to ensure that their
customers have a positive perception about products and services (Lamb et al. 2014).

The study by O’Cass and Fenech (2003); and Sajad and Khairuzzaman (2012) suggest that
online retailers need to focus on the internet user’s online purchasing intention as a strong
mechanism to attract them. Therefore, it is important to understand consumers’ purchase intentions
within online trade activities.

Several studies investigating online purchase intentions made use of the Theory of Reasoned
Action or Theory of Planned Behavior in order to explain future online purchase intentions (Raman,
2019; Chin and Goh, 2017; Butt et al., 2017). The theory of reasoned action (TRA) explains the
relationship between attitude and behaviour (Ajzen, 1991) and suggests that human beings are
rational individuals with the ability to process decision-making information. TRA explains that
attitude is a psychological tendency to form an evaluation in favour or against a particular object to
some degree and that behaviour is a function of an individual's attitude.

While the Theory of Planned Behaviour (TPB) by Ajzen (1991) provides a link between
consumer attitudes and behaviour, behavioural belief is concerned with the final outcome of a
particular behaviour. Attitude refers to circumstances that may assist or prevent performance of the
behaviour (Ajzen, 2002).

Attitude directly influences decision-making and also is central to a buyer’s shopping
behaviour. On the other hand, a consumer’s attitude towards online shopping refers to the
psychological state in terms of making purchases over the Internet. Consequently, the group with a
more positive attitude should be the target market (Shwu-Ing, 2003). Unlike in developed countries,
where the influence of e-retailing markets has been indicated to effective, online shopping has been
slow to take off in developing countries (Global Internet Report, 2016). It is proof by the study of
Salem Ur Rahman, (2018) where online purchasing behaviour phenomenais still in its infancy in many
developing countries and need more attention to reach out to the true potential’s consumer of e-
commerce. Measuring attitude at developing countries is deemed important as predictor of
behavioural intention (Mutaz et al., 2015).

Links between consumer attitude and online purchase intention

There are several studies on attitude from developing countries that are focused on family
takaful schemes (Husin and Rahman, 2013), complaints (Zhao and Othman, 2011), digital piracy of
movies (Phau, Lim, Liang & Lwin, 2014), store brands (Diallo, Chandon, Cliquet and Phillippe, 2013)
and mobile phones (Petruzzellis, 2010). From the findings, it can be concluded that attitude is crucial
to determine consumer decision to perform certain behaviors particularly in developing countries.

The link between attitude and online purchase intention is also significant in a few developed
countries. For instance, a study by Lu, Chang and Chang (2014) found that the consumer attitude
toward a blogger’s sponsored recommendations positively influence purchase intention. The
analysis revealed that when a blogger provides recommendation on a certain product in their post
with high brand awareness, consumers portrayed a highly positive attitude toward the
recommendation post, and the purchase intention can increase.

Similarly, a study by Eom, Seock and Hunt (2019) among 286 undergraduate students from
two universities in United states of America on purchase intention of luxury brands indicated that
female adult brand’s conscientiousness influence the consumption behavior toward luxury brands.
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Thus, from the above, it can be construed that the attitude of consumers may affect their intention

on online purchasing. Therefore, this study proposes the following hypothesis (Figure 1):

H1: consumer attitude towards online has a positive effect on online shopping intention of Halal
cosmetic products.

Attitude Online shopping
towards online > intention of Halal
shopping cosmetic products

Figure 1. Framework

Methodology

The study employed survey as the medium to collect data. A survey is best suited for studies
that have people as the unit of analysis (Bhattacherjee, 2012). The issue of selecting the optimal
number of scale points is still under debate. However, it has been established that seven-point scales
can produce reliable results (Weijtersetal, Cabooter & Schillewaert, 2010). In fact, (Sullivan & Artino
2013; Habidin, Hashim, Fuzi & Salleh 2018) also suggested that the seven-point scale is more
appropriate and significant than Likert scales. Therefore, this study uses items with a seven-point
Likert scales ranging from (1 strongly disagree, 7 strongly agree) to measure the items. The final draft
of the questionnaire was sent to the experts to be validated (local university academicians and
industry experts). Panel of experts of this study were two local university academicians and one
industry experts.

This study employed the non-probability sampling, a technique that does not use chance
selection procedures. The respondents are consumers who have purchased any products online
before. Based on the criteria, a total of 100 persons were purposely selected and used as sample for
this study. They are assumed to have first-hand knowledge of the subject matter. Thus, purposive
sampling technique was employed in this study. The purposive sampling technique, also called
judgment sampling, is the deliberate choice of informant due to the qualities the informant
possesses. It is a technique in which an expert or experienced researcher selects the sample based
upon some appropriate characteristics of the sample members. Besides, convenience sampling was
also used for the purpose of this study in order to obtain those units or people most conveniently
available. In essence, this sampling method allows researchers to use a sample that is convenient to
obtain besides involving only those that agree to participate.

The Partial Least Square-Structural Equation Modelling (PLSSEM) approach supported by
Smart-PLS 3.0 was employed to analyse the research model in this study. PLS-SEM is chosen over CB-
SEM (covariance-based SEM) due to the philosophy of measurement and the aim of the analysis (i.e.,
to predict, rather than to confirm), in keeping with the suggestion of Hult et al. (2018). The PLS-SEM
approach was executed by assessing the measurement model and the structural model.

Results and Discussion

Table 1 displays the respondents who were 28 males (28 %) and 72 females (72 %). The
majority of the respondents were in the 20-30 age group (41 %) and approximately 9 % were 51 and
above years old. It is consistent with the study done by Malaysian Communications and Multimedia
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Commission 2018, where the younger shoppers age below 40 made frequent online purchases than
any other group. The population comprised people who work with government, private sector, and
students with frequency distributions of 34 %, 22 %, and 21 %, respectively. Respondents having a
monthly income ranging from RM2001 to RM5000 comprised the majority income group (33 %)
followed by those with a monthly income below RM2000 (29 %).

Table 1. Respondents’ characteristics

Frequency Percentage
Gender
Male 28 28.0
Female 72 72.0
Age
Below 20 Age 9 9.0
20— 30 years 41 41.0
31 -40 years 28 28.0
41 - 50 years 13 13.0
51 and above 9 9.0
Income
Below RM2000 29 29.0
RM2001 — RM5000 33 33.0
RM5001 — RM10,000 28 28.0
RM10,001 and above 10 10.0
Employment
Government 34 34.0
Private 21 21.0
Self-Employed 7.0 7.0
Unemployed 15 15.0
Students 22 22.0
Pensioner 1 1.0

Measurement Model

In order to evaluate the reliability criteria, the convergent validity of the measurement model
was examined by calculating the composite reliability and AVE. The research method of this study
consisted of two latent variables that employ the reflective measurement model on each of the
multiple scale items. The loading of all of the factors demonstrated convergent validity and indicated
adequate internal consistency. AVEs with values higher than 0.50 indicated that more than 50 per
cent of the variance in the measurement items was accounted for by the latent variables (Fornell and
Larcker, 1981) (see figure 2). In addition, for structural model estimation, the data results show that
attitude to online purchasing positively (=0.649, p<0.01) influence consumers’ intentions to
purchase online, thus confirming H1 (see figure 3).
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Table 2 shows the internal consistency reliability, convergent validity, and discriminant
validity of the construct measures in the measurement model.
inspected using Cronbach's alpha and composite reliability. Table 2 shows the readings of Cronbach's
alpha for construct attitude (0.941) and intention (0.889). Meanwhile, the composite reliability for

0.649

Figure 2. Measurement model

-y
0.899.,

0918
0.896*

Intention

Reliability of the constructs was

attitude (0.952) and intention (0.931) which all surpassed the boundary of 0.70 (Hair et al.,

signifying a strong reliability among the measures.

Table 2. Reliability and Validity Analysis

Factors ltems Item loadings | Cronbach’s | Composite Average
Alpha Reliability Variance
(CR) Extracted
(AVE)
Attitude 0.941 0.952 0.741
AT1 0.876
AT2 0.874
AT3 0.827
AT4 0.761
AT5S 0.900
AT6 0.874
AT7 0.903
Intention 0.889 0.931 0.818
11 0.918
12 0.896
13 0.899

Table 3 demonstrates that the readings of the associations between all factors were not above the
critical value of 0.85. Discriminant validity was assessed with thresholds of 0.85, which has been

acknowledged as the Fornell-Larcker criterion (Dijkstra & Henseler, 2015). Furthermore, all
constructs had provided evidence of satisfactory discriminant validity.
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Table 3. Mean, standard deviation and discriminant validity

Attitude Intention
Attitude 0.861
Intention 0.649 0.905

Structural Model

The significance of path coefficients in the structural model was evaluated via the 95% bias-
corrected and accelerated bootstrap confidence intervals with 5000 re-samples. The bootstrapping
procedure shows that the direct effects of attitude and intention is significant for the relationship
between constructs (see Table 4). The standardised beta coefficients reveal that consumer attitude
was seen to significantly affect online purchase intention (beta = 0.649, t-value = 7.111, p < 0.05).
Thus, hypothesis H1 is supported (see table 3 and figure 3).

AT1
LS
AT2 N
¥ 23.661
AT3 26.630\ 11
13.256 41344
AT4 410.847 7.249 21339 12
$37.336 728694,
ATS 25.80 13
A“35078  Attitude Intention
AT6 v
‘e
AT7
Figure 3. Structural Model
Table 4. Bootstrapping result
Standard T-Value | P Value R? Q? f2
Beta
Coefficient
H1: Attitude 2> 0.649 7.111 0.000 0.421 | 0.312 | 0.728
Intention

Based on the blindfolding procedure with an omission distance of 7, a predictive relevance in the
structural model is well-secured as a cross validated redundancy result (the Stone-Geisser test, Q2)
of the endogenous variable was greater than 0 (Q2 = 0.312) (Chin, 1998). Furthermore, its overall
model fit by using the standardised root mean square residual (SRMR = 0.060) as an index for model
validation was beneath 0.08 and thus considered satisfactory (Hu and Bentler, 1999). Besides that,
the R? of the endogenous variable was 0.421, signifying that 42.1% of the variance in intention to
online purchase is explained by the attitude of consumer. The effect size between attitude and
intention variable is of medium effect which size is 0.728. f 2 values are categories in three which
small (0.02), medium (0.15) and large (0.35) (Hair et al., 2016) (see table 4).
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Limitations

The limitations of the present research are three-fold. First, the data collection was restricted to
Malay. A more representative data from different races are required for more reliable data.
Furthermore, the combination of qualitative and quantitative research with a larger sample size of
respondent is recommended to better understand the current scenario of online shopping attitude
in Malaysia. Third, additional independent measures should be taken into consideration in order to
understand the primary determinant factors related to consumer attitude towards online shopping
behaviour in Malaysia.

Conclusion

In line with the discussed literature review, the empirical findings support the validity of the
hypothesized model in this study. Overall, the results support the validity of the developed model.
The results show that the direct effects of attitude and intention is significant for the relationship
between constructs (see Table 4). It reveals that consumer attitude was seen to significantly affect
consumer online purchase intention. The effect size between attitude and intention variable is a
medium effect which size is 0.728. It is consistent with previous study (Harn, Khatibi and Ismail, 2006)
the level of consumer attitude towards online shopping still at the beginning stage as compared to
developed countries. Thus, further research should be implemented in order to better understand
what constitutes consumer attitudes in Malaysia.

Notwithstanding these concerns, the present study advances our knowledge of the nature of
the relationships among attitude and online shopping. It also fills the gap in understanding the
consumer attitude and online purchase intention. this study also contributed to the current body of
knowledge regarding the effects of consumer attitude on the formation of online purchase intention
halal cosmetic products. It is hoped that this finding will propel other studies into finding out more
on consumer behavior and its decision-making characteristics when making online purchases.
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