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Abstract: Online shopping has become an integral part of our daily lives as it is more 

convenient and easier to do anywhere and anytime. Perceived risk is one of the major 

concerns that is widely discussed in past studies in relation to online shopping 

activities. Though there are huge studies looking into the perceived risk aspect of 

online shopping, there is still a lack of studies looking into the context of Malaysia 

and focused on online shopping adoption. Thus, this research aims to examine the 

relationship between perceived risk and online purchase intention in the context of 

Malaysia. This study has used the Theory of Planned Behavior (TPB), and the Theory 

of Technology Acceptance Model (TAM) to observe this relationship. This study has 

used a quantitative research method to gather the data respondents, about 124 

questionnaires have been answered among consumer millennials in Batu Pahat, Johor. 

The structure of the questionnaire based on the self-administrated and the online 

survey has been applied. All this data is using the software of Statistical Package for 

Social Science (SPSS) to get the demographic information, variables, and the 

relationship between perceived risk and online purchase intention. Based on the result 

for all variables showing a significant relationship of perceived risk and online 

purchase intention, the highest correlation coefficient between the variables is 

Psychological Risk which is 0.506. This research can be used for retailers and 

consumers to gain a better understanding of the perceived risk towards online 

purchase intention. 
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1. Introduction 

The advancement of technologies in supporting digital platforms has influenced more features to 

be introduced in the online shopping environment (Dwivedi et al., 2021). The introduction of these 

new feature has made online shopping more active as there are many facilities that consumers can use 

it, also saves consumers time and energy when shopping in their retailer’s choice (Duarte et al., 2018). 

The growth of e-commerce is promising and gives attraction to consumers to purchase the service and 
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product by managing the consumer perceived risk (Akar & Nasir, 2015). However, there are several 

factors that determine the consumer purchase intention (Rehman et al., 2019).  

Based on the previous research, perceived risk is depending on the intention of consumers to 

purchase their product and service online (Hong, 2015). The level of perceived risk will depend on the 

difference of the transaction that has proceeded (Ariffin et al., 2018). According to Ahmad and 

Aboobucker (2016), the development of perceived risk theory is made of Bauer (1960) where it 

suggests consumer behavior should be analyzed to handle the risky activities. 

According to a report by International Trade Administration (2020), Malaysia has growth rapidly 

in the e-commerce industry, especially during this covid 19 pandemic. This also contributed by the 

usage of smartphones to keep in touch with other people either work or personal. In Malaysia, more 

than 50% which equal to 16.53 million of Malaysian population connected to the internet (Export, 

2019). Based on the Sabou et al., (2017), online shopping has become increasingly popular over time 

as more people have come to trust online commerce and have relocated a large portion of their 

purchasing online. However, based on the research of Ahmad and Aboobucker (2016) stated although 

online shopping is very easy for users, the acceptance of risks such as visual inspection is limited.  

According to Wai et al. (2019), the marketing literature realized that the risk perception will 

directly affect purchase and purchase intent, where the consumers will be less likely to purchase when 

they perceive the risk is high. Prevention is needed to make sure customers more believed to purchase 

online as the researcher Ariff et al. (2014) said that consumer perceptions of risk should be investigated 

on a regular basis so that they may be proactively controlled and lowered, resulting in an increase in 

online buying. 

Majority of past studies have discovered the expectation of perceived risk as a factor of the online 

purchase intention toward consumers (Wai et al., 2019). Based on Durmus et al. (2017), it also 

discusses that shopping has traditionally been considered risky activity as customers may be unsure of 

their purchasing decisions and the consequences of making poor decisions. Many other studies on 

perceived risk have found that it has a negative impact on consumers' online shopping behavior (Bhatti 

& Ur, 2020). For example, there is research from Jain and Srivastava (2015) that suggest customers 

perceive risk linked with potential losses from online transactions to be higher than in traditional 

venues. Research on the interaction between perceived risk and online purchase has many perspectives 

and most attempt to figure out that consumer perceived risk they would like to buy certain things 

through online platform (Wai et al., 2019). Due to these problems, online retailers need to always be 

sensitive to every weakness found in online business especially in perceived risk and online shopping. 

However, identifying the perceived risks in online shopping still has not been shown completely in the 

online business retailers (Ariffin et al., 2018). Thus, the aim of this study is the lack of this research is 

leading to the exploration of the relationship perceived risk that influenced online purchase intention 

among millennial consumers, in the context of Malaysia. 

Therefore, to achieve the research objectives the level of perceived risk towards online purchase 

intention among millennial consumer and the level of intention towards online purchase among 

consumer millennial are measured. Consequently, the relationship between perceived risk and online 

purchase intention among millennial consumers is identified. 

 This study has been conducted among consumers in Batu Pahat, Johor on a survey regarding the 

relationship of perceived risk and online purchase intention of this research. The target of respondents 

among consumer millennials in Batu Pahat, Johor is 384 respondents who usually purchase the product 

and service online more than other generations in Batu Pahat, Johor. This study has used the 

quantitative approach in collecting data from the questionnaire based on this instrument research. 

There are several signs that can be highlighted in this study is first to help the understanding of the 

relationship between perceived risk and online purchase intentions among of consumer millennials at 

Batu Pahat, Johor. Second, the companies can understand the relationship of perceived risk and 

intention to purchase online is important regarding what the consumer wants to purchase or not. Third, 

can help other researchers to find the related topic for the relationship between perceived risk and 
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online purchase intention to add the existing knowledge about the information to the companies that 

perceived risk will make the consumer feel when to purchase the product or service. 

 

2. Literature Review 

2.1 Online Purchase Intention  

The growth of online shopping is the emergence of e-commerce nowadays, according to Jamali et 

al., (2014) said the emergence of e-commerce is the third most popular activity of the introduction of 

online purchase among consumers, this activity is more popular than email and web surfing. The origin 

of purchase intention is from the online purchase intention, this purchase intention is defined as the 

readiness of the customers before purchasing the product or service through the internet (Ariffin et al., 

2018). According to Shaouf et al. (2016), the willingness of customers to purchase any product or 

service through an online store is defined as the online purchase intention. Based on Hong (2015), in 

the last two decades, most researchers have paid attention to the influence of the purchase intention 

online among consumers, thus the argument that previous research is mostly discussing is the customer 

behavior and their purchasing intention that are influenced negatively by perceived risk. Chaturvedi et 

al. (2016) agree that the apparel of shopping online has been related to the high-perceived risk.  

2.2 Perceived Risk  

According to Schierz et al. (2010), perceived risk in online shopping is the degree of expectation 

of losing while doing shopping. The definition of perceived risk for consumers is the perception on 

the contrary and changeable outcomes to purchase a product or service (Ko et al., 2008), In the part of 

significant perceived risk determine the consumer purchase intentions. According to Ariffin et al. 

(2018), the level of perceived risk among consumers will be higher when the consumer makes a 

comparison between buying online and buying at physical stores. Based on Kim and Lennon (2013), 

when the perceived risk is higher of the shopping at online retailers, the customer’s purchase intentions 

are weak toward the online retailer. The finding of a relationship between perceived risk and online 

purchase intention shows that the show has a negative effect, this will indicate if the customer intends 

to buy online is suppressed when the consumer learns that the transaction is risky (Akhlaq & Ahmed, 

2015).  

2.3 Consumer Generation of Millennial 

Based on Hatum (2013), the generation of millennials was called Generation Y or echo boomers, 

this group comprises based on the individual born between 1980 and 2000. Where these generations 

are likely to become part of a lifelong culture where they love the internet. Based on Septiari and 

Kusuma (2016), most millennials are the internet population in Malaysia which is 49% among 15-35 

years old, the significant characteristic for the millennial generation is the technology-savvy which is 

this generation is highly dependent on technology. 

2.4 Theoretical Background 

In these theories, there are several theories that have been used to explain the intention of adoption 

studies such as the Theory of planned behavior (TPB) (Ajzen, 1991), Theory of Technology 

Acceptance Model (TAM) (Davis et al., 1989) and Theory of Reasoned Action (TRA) (Ajzen & 

Fishbein, 1975). However, after understanding all the three theories that lead to the final decision of 

online purchase intention, the finalized theories will be choice to explain about the online purchase 

intention. The theories that have been chosen as this theory is the Theory of planned behavior (TPB) 

(Ajzen, 1991) and Theory of Technology Acceptance Model (TAM) (Davis et al., 1989). This theory 

has been used from paper Ha et al. (2019) because the theory is suitable with the research to discuss 

online purchase intention and perceived risk. 
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(a) Theory of planned behaviour (TPB)  

The theory of TPB is basically derived from the Theory of Reasoned Action (TRA). According to the 

theory of Planned Behaviour (TPB) (Ajzen, 1991), the performance of individuals with a certain 

behavior can be determined based on the intention to perform the behavior (Mohseni et al., 2018). 

Intention to perform a behavior is the degree to which people are willing to perform the behavior (De 

Groot & Steg, 2007). According to the previous study, TPB believes that the attitude toward the target 

behavior and subjective norms is about engaging in the action that impacts online purchase intention. 

Besides, perceived behavior control is a factor that influences customer intentions and behaviors to 

purchase online (Shah Alam & Mohamed Sayuti, 2011).  

(b) Theory of technology acceptance model (TAM) 

According to the theory of Technology Acceptance Model (TAM) (Davis et al., 1989), the 

behavioral intention of consumers is determined by the attitude toward using (AT). Theory of TAM 

eliminated of the constructs subjective norm which as well as beliefs, and motivation of TRA, to 

keeping the perceived behavior of control in TPB, the represent of Perceived Usefulness (PU) in 

Perceived Behavioural Control (PBC) is to construct the perceived use-performance of Expectation 

theory (Schultz & Slevin, 1975) and the Perceived Ease of Use (PEOU) is constructed as the self-

performance in Bandura’s (1986) self-performance theory. According to Järveläinen (2003), the direct 

and indirect effects of shopping online experience in an online environment to purchase intention has 

been discussed, this research develop his model based on the theory of TAM which is to choose internet 

shopping as the target channel.  

2.5 The relationship between perceived risk and online purchase intention 

The development for this study was adopted by TPB and TAM models. The majority of them have 

tried to pinpoint elements that influence or contribute to perceived risk and online purchasing intention 

(Masoud, 2013). The dependent variable for this study has one which is online purchase intention and 

one independent variable with five dimensions which is financial risk, safety risk, psychological risk, 

time risk, and product risk.   

(a) Financial risk  

According to the Ariffin et al. (2018), financial risk is based on the influence that has strong 

predictor to the online shoppers’ purchase intentions, frequent purchase activities, and searching 

information, besides, this financial risk is defined as the suffering of monetary losses from the purchase 

that might be felt for internet shopper when the product does not worth to pay. In research of Popli and 

Mishra (2015), said the financial risk is the addition of hidden maintenance charges for consumers to 

the possibility of repairing cost that is required in the product that is purchased online.  

(b) Product risk  

Consumers can check the product online that has been provided to the online vendor, this 

possibility that consumers could check is based on the product physically that online vendor 

attachment in the information provided (Popli and Mishra, 2015). According to Ariffin et al., (2018), 

the product risk will involve when the expectation consumers are not met with the product quality and 

standard, denote product risk is the possibility to be the product of the failure due to the performance 

that is not what was originally intended.  

(c) Security risk  

According to Ariffin et al. (2018), the consumer learns to value the good over the website to see 

or check the information that requires quality, delivery capability, and transaction that competent in 

the service quality, therefore, if the information of security tools in place, the customer would not 

intend to purchase the product. Based on the Azizi and Javidani (2010), security risk has linked with 

financial risk, this the financial information such as a number of account users, credit card number and 

safety pin for number account user have disclosure with the security system and they agree that one of 

the barriers in online shopping is security fear.  
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(d) Time risk  

Based on Hong et al. (2019), time risk via the internet, consumers believe that returning a defective 

product to the seller and including the shipping process is a waste of time. Due to these issues, the 

consumer often has this struggle to submit or navigate the order while delays issues to getting the 

products. According to Ariff et al. (2014), the time risk has included the product based on the 

expectation level of the customer that did not receive like what they expected. Consumers will deter 

purchasing online due to time risk when the process takes a lot of time to find and apparel (Forsythe 

and Shi, 2003; Forsythe et al., 2006). 

(e) Psychological risk  

Based on Stone and Grønhaug (1993) the psychological risk is the possibility of a loss of self-

respect due to the frustration of the purchase that is not attained with the purchasing goals of the 

consumer. The psychological risk is the consumer perception of the wrong purchasing that leads to the 

wrong judgment of making when purchasing the product or service, the customer possibly regretting 

and frustration on the experience the mental pressure in future (Ariffin et al., 2018).  

2.6 Research Framework  

 
Figure 1: Research framework 

 

2.7 Hypothesis development 

H1. There is a significant relationship between financial risk and online purchase intention. 

H2. There is a significant relationship between product risk and online purchase intention. 

H3. There is a significant relationship between security risk and online purchase intention. 

H4. There is a significant relationship between time risk and online purchase intention. 

H5. There is a significant relationship between psychological risk and online purchase intention. 

 

3. Research Methodology 

3.1 Research Design   

The research objective in this study is the relationship between perceived risk and online 

purchasing intention. This method will be used to collect the data from respondents to find the aim of 

this study, the method to be conducted on this study is a quantitative approach.  

3.2 Sampling Method 

The population of this study is consumer millennials in Batu Pahat, Johor, based Batu Pahat (2021) 

The total population in Batu Pahat, Johor is estimated at 162,418, while the population of generation 

of Millennials is around 80,900 people in Batu Pahat, Johor. According to the table of Krejcie and 

Morgan (1970), a total number of 384 questionnaires has been distributed to respondents to answer.  

3.3 Research Instruments  
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The research method that has been used is a quantitative method to analyze the collected data from 

the questionnaire that has been distributed. The reference of this questionnaire is from Ariffin et al., 

(2018) to structure the questionnaire in form. In this form, the questionnaire has been divided into 

three sections which are Section A, Section B, and Section C. Section A is the demographics 

information for respondents and Section B is the level of perceived risk to determine the financial risk, 

product risk, security risk, time risk, and psychological risk. Lastly, Section C is the level of online 

purchase intention 

 

3.4 Data Collection 

In the collection method, they have two types of data which are primary data and secondary data 

for conducting the research. Therefore, primary data were chosen to be used as a means of collecting 

data for this study. Primary data is data that the researcher has gathered or created for the first time 

and the goal is to gather information in order to find a solution to the situation at hand. This primary 

data is an effective way to collect the data from the respondent based on this research 

3.5 Data analysis 

 

(a) Descriptive Analysis  

Once the data is collected, the investigator can perform this descriptive analysis to present the final 

data of the respondents to define the data collected and the inferential analysis by interpretation, 

rearrangement, and arranging the information of the population from the data sample for specific 

details. The method of statistical analysis used is the analysis of the SPSS software. By using this 

method researchers can simplify large amounts of respondents' data in a simple and concise way with 

the right information to make a better understanding for everyone.  

(b) Correlation Analysis  

The correlation analysis is to explore the relationship between two variables in this research to 

analyze the measurement of relationships that influence online purchase intention. These study shows 

are not normal data, thus using the application of Spearman’s Rank Correlation to explain more the 

relationship between this variable.   

 

4. Results and Discussion 

This chapter will be discussed on the data analysis and finding from the research that has been 

collected from respondents by using a questionnaire that has been distributed through Google Form. 

The data analysis was done by using the Statistical Package for Social Sciences (SPSS) software and 

Reliability analysis, demographic analysis, descriptive analysis, and inferential analysis have all been 

used in part of the data analysis. 

4.1 Response Rate  

Table 1: Questionnaire of response rate 

Population 
Questionnaire 

distributed 

Questionnaire 

received 
Percentage (%) 

80,900 384 124 32.46 (%) 

 

 

4.2 Reliability Test  

This research is using the method of Cronbach’s Alpha to value a set of items that is validity and 

reliability based on the collected data that has been received from the questionnaire.  
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4.3 Pilot Study  

A total of 30 respondents were distributed to the target respondents, namely the population around 

the millennium generation in Batu Pahat, Johor, and the resulting questionnaire was analyzed by using 

SPSS in the reliability test in this study. As has been pointed out by previous researchers found in pilot 

studies show the amount that more than 0.7 is has reached the level of reliability, as well as the 

dependable part of this variable, shows a good amount because it is more than 0.7.  

Table 2: Cronbach’s Alpha value for 30 respondents 

Factors Cronbach’s Alpha No. Items 

Financial Risk 0.843 4 

Product Risk 0.847 4 

Security Risk 0.941 4 

Time Risk 0.862 4 

Psychological Risk 0.770 4 

Online Purchase Intention 0.883 6 

 

Table 3: Reliability test (actual study) for 124 respondents 

Factors Cronbach’s Alpha No. Items 

Financial Risk 0.754 4 

Product Risk 0.850 4 

Security Risk 0.834 4 

Time Risk 0.862 4 

Psychological Risk 0.783 4 

Online Purchase Intention 0.887 6 

 

      Table 2 shows the Cronbach’s Alpha value for 30 respondents. While Table 3 Reliability Test 

(Actual Study) of Cronbach’s Alpha value for 124 respondents. Cronbach's alpha must be at least 0.70 

to be considered good and below from this number of the common range's internal consistency will be 

stated as poor. Meanwhile, the maximum predicted value is 0.90 and above, anything over from that 

value will be stated as considered redundant (Jorge Wilfredo, 2016). 

4.4 Descriptive Analysis (Demographic) 

Table 4: Gender of respondents 

 Frequency 
Percentage 

(%) 

Valid 

Percentage 

Cumulative 

Percentage 

Valid 

Male 34 27.4 27.4 27.4 

Female 90 72.6 72.6 100.0 

Total 124 100.0 100.0  

 

      In table 4 shows this result shows the number of female respondents is more than the number of 

male respondents which is 90 respondents.  

 

 

 

 

Table 5: Age of respondents 

 Frequency 
Percentage 

(%) 

Valid 

Percentage 

Cumulative 

Percentage 



Bahanan et al., Research in Management of Technology and Business Vol. 3 No. 1 (2022) p. 112-128 

119 

Valid 

23 – 28 years 113 91.1 91.1 91.1 

29 – 34 years 4 3.2 3.2 94.4 

35 – 38 years 7 5.6 5.6 100.0 

Total 124 100.0 100.0  

 

      In table 5 shows the results obtained for the age of the respondents showed that most respondents 

who responded in this study consisted of the age of 23 - 28 years with a higher frequency than the age 

of other respondents which is 113. 

Table 6: Race of respondents 

 Frequency 
Percentage 

(%) 

Valid 

Percentage 

Cumulative 

Percentage 

Valid 

Malay 107 86.3 86.3 86.3 

Chinese 11 8.6 8.6 95.2 

India 3 2.4 2.4 97.6 

Other 3 2.4 2.4 100.0 

Total 124 100.0 100.0  

 

      Table 6 show the overall results show that the number of respondents who are Malays is higher 

than the number of other races, which recorded a total of 107 respondents. 

 

Table 7: Status of respondents 

 Frequency 
Percentage 

(%) 

Valid 

Percentage 

Cumulative 

Percentage 

Valid 

Student 82 66.1 66.1 66.1 

Employee 29 23.4 23.4 89.5 

Job Seeker 13 10.5 10.5 100.0 

Total 124 100.0 100.0  

 

      Table 7 shows the status of this respondent has shown a higher status for students than the status 

of other respondents which is 82 people. 

Table 8: Frequency of respondents using the internet on a daily basis 

 Frequency 
Percentage 

(%) 

Valid 

Percentage 

Cumulative 

Percentage 

Valid 

Less than 1 hours 1 0.8 0.8 0.8 

1 – 3 hours 17 13.7 13.7 14.5 

4 – 6 hours 42 33.9 33.9 48.4 

More than 6 hours 64 51.6 51.6 100.0 

Total 124 100.0 100.0  

 

      In table 8 shows the most frequently used time by the respondents is more than 6 hours because 

this amount of time is higher than the other amount of time which is 64 people. 

 

 

 

Table 9: Frequency of respondents on the experience of using the platform for shopping online 

 

 Frequency 
Percentage 

(%) 

Valid 

Percentage 

Cumulative 

Percentage 
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Valid 

Yes 120 96.8 96.8 96.8 

No 4 3.2 3.2 100.0 

Total 124 100.0 100.0  

 

      Table 9 show that the respondents have experience in using any platform when shopping online 

because the number of frequencies in the table is higher than the number of respondents who have no 

experience, which is 120 respondents. 

Table 10: Frequency of respondents frequently making online purchases 

 Frequency 
Percentage 

(%) 

Valid 

Percentage 

Cumulative 

Percentage 

Valid 

Less than 3 times 77 62.1 62.1 62.1 

3 – 5 times 22 17.7 17.7 79.8 

5 – 10 times 4 3.2 3.2 83.1 

More than 10 times 21 16.9 16.9 100.0 

Total 124 100.0 100.0  

 

      In table 10 shows the overall that the respondents made fewer online purchases because the number 

of frequencies found in the select answers was higher than the others which were 77 people. 

4.5 Descriptive Analysis (Variables) 

This section will explain the descriptive analysis that consists of the characteristics of each 

independent and dependent variable for the mean and standard deviation in this study. By using this 

analysis, each part of the variable will be easier to use for differentiating the mean and distribution based 

on the measurement level for each variable which is the Likert Scale. The level number to reach the low 

level in the average mean score is 1.00 - 2.33, while for the medium level is 2.34 - 3.67 and for the last 

level which is the highest level should reach 3.68 - 5.00. 

(a) Financial risk  

        Table 11: Mean and standard deviation analysis for financial risk variable 

No. Item Financial risk 
Mean 

(M) 

Std. Deviation 

(SD) 

1 I tend to overspend when doing online shopping. 3.36 1.157 

2 
I might get an extra charge for service delivery when shopping 

online. 
3.56 1.121 

3 
The product that I spent through an online platform may not be 

worth the money. 
3.05 1.188 

4 I believe shopping online can involve a waste of money. 3.35 1.134 

         Total Average 3.31 0.811 

 

      Table 11 shows the level obtained for each question item found in the financial risk variable to 

determine the level for each question shows in total average mean and standard deviation value. The 

total average for the mean and standard deviation value is (M = 3.31, SD = 0.811). 

 

 

 

 

(b) Product risk 

          Table 12: Mean and standard deviation analysis for product risk variable 



Bahanan et al., Research in Management of Technology and Business Vol. 3 No. 1 (2022) p. 112-128 

121 

No. Item Product risk 
Mean 

(M) 

Std. Deviation 

(SD) 

1 
I am not able to find the desired product through online 

shopping. 
3.00 1.172 

2 
I might not receive the exact quality of a product that I purchased 

when shopping online. 
3.24 1.054 

3 
The size of the product may not be accurate for me when 

shopping online. 
3.43 1.053 

4 
It is difficult for me to compare the quality of a similar product 

when shopping online. 
3.56 1.061 

          Total Average 3.33 0.886 

 

      Table 12 shows each item for product risk in this average mean score and the standard deviation. 

The conclusion for the total average for mean and standard deviation value shows that the question in 

product risk is (M = 3.33, SD = 0.886). 

(c) Security risk 

Table 13: Mean and standard deviation analysis for security risk variable. 

No. Item Security risk 
Mean 

(M) 

Std. Deviation 

(SD) 

1 
I feel that my credit/debit card details are not secured when 

doing online shopping. 
3.13 1.210 

2 I may be contacted by other online shopping companies. 3.14 1.171 

3 
The online shopping company may disclose my personal 

information when I do online shopping at their website. 
3.42 1.075 

4 The website can be insecure for me to do online shopping. 3.46 1.047 

          Total Average 3.23 0.884 

      Table 13 shows that each question in the security risk will show the sum for the mean and standard 

deviation levels. The total for average for mean and standard deviation value is (M = 3.23, SD = 0.884). 

(d) Time risk  

Table 14: Mean and standard deviation analysis for time risk variable 

No. Item Time risk 
Mean 

(M) 

Std. Deviation 

(SD) 

1 
I feel like I’m wasting time when buying products through 

online platforms. 
2.92 1.193 

2 
I have the impatience to wait for the product to arrive when I 

have already purchased it online. 
3.37 1.115 

3 
When I do online shopping, it is difficult for me to find the right 

product. 
3.23 1.125 

4 It is difficult for me to find appropriate websites to shop online. 3.16 1.092 

          Total Average 3.16 0.871 

 

      Table 14 shows that each question in time risk will show the total average for the mean and standard 

deviation values which is (M = 3.16, SD = 0.871). 

(e) Psychological risk 

Table 15: Mean and standard deviation analysis for psychological risk variable 
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No. Item Psychological risk 
Mean 

(M) 

Std. Deviation 

(SD) 

1 I cannot trust the online company when shopping online. 2.92 1.094 

2 
I fear that the apparel will not be delivered appropriately if 

bought through an online platform. 
3.26 1.043 

3 I may get addicted to doing online shopping. 3.69 0.989 

4 
It could be frustrating if the product buy through an online 

platform does not meet my satisfaction. 
3.88 0.984 

          Total Average 3.42 0.767 

     Table 15 shows that each question in the psychological risk will show the total average for the mean 

and standard deviation which is (M = 3.42, SD = 0.767). 

(f) Online purchase intention  

Table 16: Mean and standard deviation analysis for online purchase intention variable 

No. Item Online Purchase Intention 
Mean 

(M) 

Std. Deviation 

(SD) 

1 I can find my desired products easily through online purchases. 3.89 0.964 

2 I use this retailer’s website more often for online purchases. 3.60 0.961 

3 I continue to shop online at my favorite retailers. 3.85 0.937 

4 While shopping online, I can shop whatever I want. 3.90 1.055 

5 
The products with specific information are easy for me to follow 

when shopping online. 
4.11 0.904 

6 
The website is always accessible for me to reach when I am 

doing online shopping. 
4.03 0.874 

          Total Average 3.90 0.760 

      Table 16 shows each question found in the online purchase intention will show the total average 

for the mean and standard deviation values which is (M = 3.92, SD = 0.760). 

(g) Analysis perceived risk towards online buying intention 

Table 17: Perceived risk towards among consumer millennial 

No Item Perceived risk Average Mean Score Level 

1 Financial Risk 3.31 Medium 

2 Product Risk 3.33 Medium 

3 Security Risk 3.23 Medium 

4 Time Risk 3.16 Medium 

5 Psychological Risk 3.42 Medium 

 

      In this study shows Table 17 is an analysis of the descriptive part to explain the average Mean 

score to determine the level of existence of each variable. All the variables had the medium level in 

the total average mean score which is below 3.42.   

 

 

4.6 Normality test 

Normality test need to be done to determine whether the sample population is normally distributed 

or not normally distributed Orcan (2020). Data parametric will be used when the data is normal when 

Pearson has been detected to conducting the correlation test. However, when the data is not normal 

then need to use non-parametric and will conduct the correlation test with Spearman. Next, research is 
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the need to determine which one is suitable to use in data normality either Kolmogorov- Smirnov test 

or Shapiro-Wilk test.  

Table 18: Normality Test Analysis 

Variables 
Kolmogorov-Smirno𝑣𝑎 Shapiro-Wilk 

Statistic df Sig Statistic df Sig 

Financial Risk 0.117 124 .000 0.970 124 .007 

Product Risk 0.095 124 .008 0.974 124 .017 

Security Risk 0.106 124 .002 0.967 124 .004 

Time Risk 0.113 124 .001 0.968 124 .005 

Psychological Risk 0.97 124 .006 0.979 124 .046 

Online Purchase Intention 0.150 124 .000 0.950 124 .000 

 

Table 18 shows the results of the normality test using the Kolmogorov-Smirnov test for 

determining the results to be used. In the analysis using 124 respondents, therefore the use of 

Kolmogorov-Smirnov was used because the value to use the variable has 4 variables that are in the 

state, p-value <0.005 that is Financial Risk (0.000), Security Risk (0.002), Time Risk (0.001) And 

Online Purchase Intention (0.000), while the remaining variables are Product Risk (0.008) And 

Psychological Risk (0.006) which are in the state, p value> 0.005. Thus, the data are abnormal and 

non-parametric tests if Spearman's Rho correlation test and will be used to determine the relationship 

between the two variables and the purpose of the study conducted. 

4.7 Correlation Analysis 

The concept of bivariate correlation will be used to calculate the degree of each relationship 

variable. The type of use of this measurement is Spearman Rho’s correlation, this calculation 

will be use in the Likert Scale of number from the questionnaire form analysis.  

(a) The relationship between perceived risk and online purchase intention 

Table 19: Result of correlation coefficient 

Item 
Correlation 

Coefficient 
Level 

Correlation between Financial Risk and Intention of 

Online Purchase Intention 
0.370** Moderate 

Correlation between Product Risk and Intention of 

Online Purchase Intention 
0.286** Weak 

Correlation between Security Risk and Intention of 

Online Purchase Intention 
0.384** Moderate 

Correlation between Time Risk and Intention of 

Online Purchase Intention 
0.254** Weak 

Correlation between Psychological Risk and 

Intention of Online Purchase Intention 
0.506** Strong 

 

     Based on these results, it has been shown found that Spearman correlation be used in the perceived 

risk and online purchase intention. From table 19, shows the value for correlation coefficient to 

financial risk is 0.370, product risk is 0.286, security risk is 0.384, time risk is 0.254, and lastly 

psychological risk is 0.506. There showing for all variables is significant relationship between the 

perceived risk and online purchase intention, thus the value for all variables is less than 0.05.   

4.8 The level of Correlation  

The result shows that that the level found in dimension perceived risk have significant relationship 

between online purchase intention where correlation between Psychological Risk and Online Purchase 
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Intention showed a strong significant with r = 0.506. Meanwhile, other variables show a moderately 

significant relationship between Financial Risk with r = 0.370 and Security Risk with r = 0.384. In 

variable of Product Risk with r = 0.286 and Time Risk with r = 0.254 showed weak significance 

towards Online Purchase Intention. 

 

5. Conclusion 

5.1 Discussion  

 

(a) Research Question 1 

Based on table 18, all the variable is shown as the medium level and the results that have been 

analyzed support the hypothesis that has been developed due to the average number of mean scores 

indicating a medium level at this measurement. The respondents agree that perceived risk significantly 

influences the online purchase intention when purchasing in any platform provided. The findings of 

the data analysis study significantly supported the previously defined hypothesis. The levels in the 

table show that consumers from the millennium generation are in half accepting the risk when shopping 

online. This is because in research of Ariff et al., (2014) explain that consumers show a sense of trust 

in the seller and have no problem using their business platform or website online, because consumers 

do not care much about non-convenient factors that consist of guaranteeing goods if the goods have 

problems in terms of quantity and quality. 

(b) Research Question 2 

Based on table 16, one variable shows the medium level which is “I use this retailer’s website 

more often for online purchases” while the other variable shows in the higher level. However, the 

results for all these variables that have been analyzed support the hypothesis that has been developed. 

Even one of them shows the medium level but still has the higher number in the average mean score. 

The respondents agree that online purchase intention significantly affects the factor that led to 

perceived risk when consumers do online shopping. The findings of the data analysis study 

significantly supported the previously defined hypothesis. The levels in the table show that consumers 

from the millennium generation believe the main reason they buy online is due to these questions, 

while there is one question that is the reason why consumers buy online. According to Al Karim (2013) 

shows that most respondents buy online due to their convenience, favorite place and trust in using and 

accessing online such as time saving, reliable and available information, opening hours, easy use, 

website usage benchmarks and less stressful purchases.  

(c) Research Question 3  

Based on table 19, all the variables have shown a positive significant relationship which are 

financial risk, product risk, security risk, time risk, psychological risk, and online purchase intention 

among consumer millennials in Batu Pahat, Johor. In a conclusion, the hypothesis for the variable 

shows all variables are accepted which are H1, H2, H3, H4, and H5. Based on the result, there have 

significant relationship between perceived risk and online purchase intention. These results showing 

hypothesis 1 which is financial risk is in a moderate level. According to Ariffin et al., (2018) supported 

that consumer will spend their money when them believe the product or service will give them benefits 

such as discount available, but if the consumer felt insecure to purchase the product from that retailer 

online, they will not spend of their money. For hypothesis 2 which is the product risk obtained indicates 

part of the risk acceptance, the results of this study shown the level of product risk is weak because 

according to Wai et al. (2019) argued that they did not feel threatened by the risks inherent in the 

product due to the high trust in the product they purchased. Accoding to Gerber et al. (2014), most 

consumers who have high confidence in the purchase of their goods are likely due to frequent 

purchases made at an online retailer, therefore consumers will be highly confident when shopping at 

their favorite place to shop online. Hypothesis 3 is security risk indicates the level of relationship with 

online purchase intention is this moderate because consumers may have basic assumptions about 
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security risks in order to have security features when purchasing goods online has been supported by 

research Amirtha and Sivakumar (2021). Based on research Masoud (2013) stated that time risk is 

significant with the online shopping but the level of relationship is low due to consumers not much 

feel the time risk will impact the lives of consumers. In the last hypothesis psychological risk shows 

that consumers agree with this risk during online purchase intentions, consumer frustration in making 

poor product or service choices despite having multiple choices will have an impact on future 

purchases because consumer perceptions are not at all in line with what is obtained which is supported 

by Arshad et al. (2015). 

5.2 Limitation of Study 

There have some of the difficulties encountered while conducting this study that may have resulted 

in rejection. The difficulty is in distributing the questionnaire to the respondents, although the platform 

used is simple such as social media but the difficulty in getting the respondents' consent to answer the 

question form is very difficult, this is because the researcher only uses quantitative questions instead 

of qualitative questions, therefore, respondents gave full responsibility for themselves without 

supervision to answer the questionnaire. 

5.3 Recommendation for Future Research  

Recommendations that can be given to future researchers can improve the study in the future. 

There are several recommendations for future researchers who choose a study similar to this study is 

the use of language and place of study. This is because the correct use of language is one of the 

attractions of the respondents to answer the form. While for the selection of the study also affects the 

selection of a place that is easy to communicate with the respondents easily to get the target 

respondents who are studied. Next, in the quantitative distribution, the respondents can distribute the 

questionnaire face to face to facilitate the respondents and future researchers to collect data at the 

appointed time. 

5.4 Conclusion  

In conclusion, all of the variables in this study is shows the important factor of the perceived risk 

towards online purchase intention among consumer millennials in Batu Pahat, Johor. The variable in 

this study is financial risk, product risk, security risk, time risk, and psychological risk which are 

financial risk and security risk showed a moderate level of interpretation compared to product risk and 

time risk showed weakly. This study also stated that all variable shows a significant relationship 

between the variable in perceived risk and online purchase intention with the correlation of 0.370, 

0.286, 0.384, 0.254, and 0.506. Thus, the three objectives that have been started at the beginning of 

this study have been achieved and this research can improve the knowledge of online sellers to 

understand the acceptance of risks that consumers have faced when shopping online. 
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