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Abstract:

o Today, in modern society, e-commerce provides the latest information service
ﬁ:.:::;r platform for enterprises in all sectors of the wide open-spaced market. In Malaysia,
he practice of e-business enterprises*has begun on some scale and compared
w1th other countries, Malaysia's e-commerce is still not matured. "Lifestyle" is a
'_\'/éry mysterious word. It is also known as the living condition, from a marketing

point of view on what time is vital from the creation of a homogeneous product to

oy
5

:h:e; consumer acceptance of the conéept_

The main purpose of thls paper is to study how consumers’ I:festyles affect the
_'-:_'consumer buying behawor in Malaysms e-commerce, and try some measures
p_roposed in order to understand and analyée a vanety of factors: "perceived risk,

ff_"g;onsumer lifestyles , innovation and other factors linked. "

- From the data analysis of the online survey of 300 consumers who had
'completed the online purchase, the result shows that consumers who have a more
price oriented lifestyle would be aware of the lower risks in e-commerce. In
addition, consumers who have a more net oriented lifestyle will purchase more

through e-commerce than consumers who have a less net oriented lifestyle.

Keywords:
Consumer behavior, consumer lifestyles, consumer purchasing behavior,

perceived risk, Internet Shopping
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1.0- Introduction:
¢
As the Internet continues to develop, we can observe diversity of network
applications, hardware facilities and the rapid development of web application

technology towards more diversive and complex directions. Network application

technology may be sumn;arized to follow these technologies and its main purpose

is to sef out network applications related technologies. The Internet has all levels of

s

society to facilitate the service of humanity. E-mail, instant messaging, video

conferencing, web log (blog), online shopping has become a more preferable way

- of life for people as Internet users spend several hours every day online.

E-commerce is abbreviated as EC. From the name we can know that the
contents of e-business include two areas, one which refers to the electronic side of
"?;:_:j-__t__h_e_ composition, while the second s:de refers to the commerce. If you compare e-
-_;-.'__':"c':'é'rhmerce and traditional commerce, we find that e-commerce is user-friendly,
faster, and has a Iow-cost electronic communication means; buyers and sellers
:j;;'may complete the transac‘hon W|thout met:ng each other. With the advancement in
.'.j:. network technology, e-commerce has developed with the pace of network
advances. {Zorayda Ruth Andam, 2003}

_ Many people mistakenly think that e-commerce is online shopping. In fact, e-
. commerce in the "business” is the core, while the website is simply a background
of e-commerce support. In fact, online shopping is only a small part of e-commerce
and the complete process is the use of modern information technology, and all the

commercial activities of the electronic process. (Zorayda Ruth Andam, 2003)

If we look at it from a trade point of view, the true meaning of e-commerce
represents the entire Internet network in the industry. The use of the Internet can

be full of information flow, business flow, capital flow and the logistics of complete
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and perfect implementation. In other words, we can use the Internet as a venue for
customers to negotiate, order, make online payments, and through the Internet we

can send electronic invoices or electronic tax to our customers.

In order to achieve a complete understanding of e-commerce, it involves not

only addition to the buyer and the seller, but also participation in many aspects of

_ the bodies, such as banking, finance, government, distribution centers, and other

" different institutions. As the parties involved in electronic commerce cannot see or

: ~touch each other, we can explain the process for the entire e-commerce as virtual.

L f:"'éecause of this, business, online banking, online electronic payment and other

:_':ﬁconditlons and data -encryption should be taken care of. A copy of electronic

: _s:gnatures and other technologies in e- commerce also plays an indispensable role.
*(Zorayda Ruth Andam, 2003)

- E-commerce is subdivided into three categories: business:to business or B2B
o (C.ISCO) business to consumer or B2C (Amazon), and consumer to consumer or
C2C (eBay) also called electronic commerce.
- E-commerce is a strong momentum that is sweeping the entire world, and
brlngs the history of a revolution with more thlbrough, more extensive and far-
Feachlng changes. The Malaysian e-commerce markét entered a rapid
_gyei_opment period. From the Zippy Cart’'s statistics, it shows that Malaysia’s
E ___..]'::i_()'b'uiation actually stands at over 28 million. Other than that, Malaysia had around
- 106% mobile penetration and 30% broadband at the end of year 2009. More than
half of Malaysia’s Internet users have experienced online purchasing. In other
words, this equals to more than 8 million hits in Malaysia for the year 2009.
According to Internet World Stats, Malaysia actually is number 9 in Asia’s top 10

Internet countries, by having 16.9 million internet users (ZippyCart, 2010).
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o Flgure 1.1: A table of population study in Malaysia

Sp_urce: Department of statistics and economic planning unit.

o
pons

The most popular corisumers’ contributions to internet purchase are airline
icket bookings. Other than air tickets, there are other popular goods sold online:
movie tickets, personal computers, books, journal articles and others. The most

éfé'rred online payment method in Malaysia is the credit card and the second

nethod is via Internet banking.

There are also many online retailers and e-commerce companies in Malaysia,

but this is on a much smaller scale when compared with the United States or
“Japan.
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Retail 54.4 L 73 36.3
Comparison Shopping 21.4
Books 17.8
Computer Hardware 1.3 3
Consumer Electronics 1.0 e IR N TG
Computer Software 0.2
Apparel N 8.9
Heatlth Care 5.1
W ET: 5.1
Fragrances/Cosmetics an
Reatail - Music 3.5
Retail - Food 3.0
Departivient Stores 2.8
Tickets 1.8

. Flowers/Gifts/Greetlings 1.7

Codewelryfluxury Goads/

S Atcessories 1.4

T iConsumer Goods 1.4
Bports/Outdoor 4.4

Home Furnishings 1.3
Toys 1.2

Figure 1.2: A table for population retailers and "e—commercé%ofnpanies in Asia

- Sources from: http://www.elioe.com

'Compared with other overseas ceuntnes Malaysia actually is “at the far right,

and-fprobably one of the countries that isn't so much into retail yet.

"_om the online information, Blooming- the online retailer florist is one of the
amou:é first movers and they are still going strong today. Another prime example of
s' surviving in Malaysia is Lelong. Nevertheless one of the most famous e-
co'rﬁmerce is the low cost airline based in Malaysia, Air Asia. One of its features
has to be the online ticketing site by Air Asia. (ZippyCart, 2010)

5 Other than that, according to the Visa e-commerce Consumer Monitor, a
o survey conducted by The Nielsen Company in an effort to measure online

ﬁ 'spendlng behavior of shoppers in six Asian economies (Mainland China, India,
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j ihdonesia, Malaysia, Taiwan and Thailand), Taiwan topped the list, followed by
Maintand China and Malaysia as the 3rd among the countries. (Netbuilder, 2011)

s
i

Figure 1.3 A table of average amount spent online in year 2010 for Asia
countries

B
"

S'd_urce: http://www.visa~asia.comﬁ'

Based on the findings, Malaysians spent an average of over RM6, 000

opptng oniine per year. Most online shoppers feel more convenient to shop
__'I_iﬁ_é'than go to an actual store. (Netbuilder, 2011)

- As the Internet is a cost effective medium of delivery, the main advantage of
d’h]ine ecommerce is its cost efficiency. E-commerce decreases the cost of
_i-ié;eating, processing, distributing, storing and retrieving paper-based information.
H!gh mailing and printing costs are also lowered or, in many cases, completely

“ - eliminated as the buyer most often pays for the shipping of the products that they
buy.
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- Low pricegs, variety, and convenience to buy are all the advantages of online
':':"s_hopping. The popularity of the Internet has led to the development of online
éhopping, with consumer groups and the growing influence of online shopping

f_fgrabbing the traditional retail market. (Shailendra Sial, 2009)

Development of electronic commerce features:

_ The wider environment: v g

| That is no time limit, space limit, and the restriction of traditional shopping. .
'?eople can do online transactions anytime and anywhere. (Shailendra Sial,
2009)

in
2R

" The broader market:
inthe online world, ‘Business can face the world's consumers.and a
consumer can be in any business in the global shopping market.
(Shailendra Sial, 2009)

Mdre rapid flow and low price:
- E-commerce reduces the circulation of commodities in the middle part,
saves a lot of expenditure and thus greatly reduces the circulation of

~* commodities and transactions costs. (Shailendra Sial, 2009)
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Malaysia’s e-commerce company logos:

® eBay company

S: www.ebay.com

: lr Asia Company

Sources: www.lelong.com.my
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‘Assumption;

~ Any business cannot grow without an understanding of their consumers. We
_can assume that if any company ignores their consumer needs and cannot satisfy

their needs, their consumers may shift to their competitors.

mitations:

is research will focus on the ohline questionnaire; questionnaires will he
ibi.lted in e-commerce forums and-the Kuala Lumpur area. The data collection
5__|_I'I.' not cover the whole of Malaysia because the population for internet users is too
The sample data may limit the research generallzat:ons ‘Other than that,
er limitation for the study is the dataset that is used. Due to the sampling
ethod there are unequal opportunities for respondent to be selected since only
& that participate in the web survey and the Kuala Lumpur area are selected.
ird limitation is about speclfscatlon We only select a few customer lifestyles
‘as consumer characteristics that intuitively seem critical in predicting internet
rchas ng behavior. These are related to shopping orientation, product

acteristics and others.
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f- '..Problem Identified and discussed:

g_’\’Nith the rapid economic development, the competitive market keeps on

'é's':izhg, and the emergence of competition has led many companies to better
"fé_tan d consumer behavior as an important independent knowledge which

Etz_t_es to a systematic application of science, in the industrial era, and the

ndmg capitalist commodity. From the 19th century to the 20th century,

yéﬁq'llbg'ical theory on consumer behavior began to appear, and this is the initial

ient for consumer behavior study. (Shukia, P, 2008)

the 16" to the early 20" century, the major capitalist countries
cially the U.S., has after the Industrial Revolution dramatically increased labor

Vity;and with this production é‘capacity began to exceed demand, leading to

competition among enterprises. In such a case, somie companies began

o] nd the psychology within the relationship between corporate sales.
2008)

'n-:.izfd:je."hiarket, there are more and more organizations attempting studies on

C;:stum_'ér' behavior. Consumer behavior is the study of when, why, how, and

where people do or do not buy a product. It blends elements from psychology,

_sqf:'tidfdgy, social anthropology and economics. The consumer making a purchasing

C _e__é_i_:s'ion is the recognition and acceptance of their products and is the most direct

exgiféSSion to determine the reason why consumers bhoose certain products, and

: ‘think the product other than competing brands given them greater effectiveness or
“value. (Sjoberg, L., Engelberg, E., 2005) |

INT1 International University (2011)
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This "value" depends more on the psychological state of the consumer of

product.? Factors affecting consumer purchase decisions are many in

rms of a materialistic world. Hence, consumers have an increasingly wide and

oice in the selection of goods. 'ln addition, consumers choosing products

nsideration towards the psychological satisfaction. In other words, businesses
oming more complex compared to traditional business? There are a lot of

I-’-articieé indicating different factors which influence consumers. The factors

rch of market is usually a branch of consumer psychology where
rofessionals are now using various research tools. However, in recent
sumer insight is becoming more and more useful to market research and

portant tool for companies in decision making. (Sjoberg, L., Engelberg, E

=¥

B'éc”éuse consumer behavior is too broad, the researcher will narrow it to
m;ne ow consumer lifestyles can affect consumer perceived risk in purchasing
havior-in e-commerce. Other than that, this study will try to find out the difference
b'e"tw_e'n consumer lifestyle for example consumers with more innovative and

pri:c_ie-'driented, time-oriented, and net-oriented lifestyles and some other marketing

iNTI International University (2011)
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actors, such as compatibility, perceived risk, and the latest innovative technology

é_éCause of the rapid development of information technology, global Internet
orkmg has become an emerging trend; the use of the Internet has become
nvenient and fast. Although online shopping has become a trend, for the
of transactions, delivery and after-sales service are main concerns for
__ers. E-store fraud continues to spread, so the security of transactions has
é\ierely tested. With the long-distance network of shops, consumers will not
= e the product entities. This kind of issues also improves the perceived
nd d | ctly affects the customers™perceived value that may hinder the view of
online shopping. {Ben-Ur, J., Winfield, C., 2000)

As he electronic market is still newly developed, connection to the various

ss activities, increasing uncerfamty of the environment Jﬁcompiexnty and the

n Internet shopping assume a relatively high perceived risk of physical
thereby affecting the online purchase intention. (Ben-Ur, J., Winfield, C.,

n the network into people's life, network security problems began to persist.
onhne shopping, Internet users have great concerns about network security,
“as breach of the user's personal information, bank account passwords

fitrghsaction process and fransfer of funds during the security issues. These

- INTHnternational University {2011)




