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ABSTRACT 

their online purchase decision. Though, in such regards, few of the most recent text focused 

on their perceived risks in an online trade; instead, it may likewise depend on their reasonable 
trust over online transaction counterparts. Still, a very little attention has been kept to this precise 
concept leaving an academic gap to investigate the mediating function of consumer trust in a 
web vendor in the relationships between online perceived risk and online purchase intention. 
Thus, this quantitative research aims at contributing towards closing the research issue as such. 
By submitting a sample size of 400 Malaysian Internet shoppers, the researchers probe into the 
total force. The findings uncovered that perceived risk negati
purchase intention based on four predictors i.e. performance, financial, psychological and time; 
moreover, such theoretical relationships are fully mediated by trust in web vendor. Thus, it is 
reasonably conceived that the controlled efforts made by Malaysian web vendors to decrease 
certain types of risks will first improve consumer trust, and then ultimately increase the 

 Consequently, the future researches are recommended 
to be undertaken in order to explore and refine the measurement scales used to measure 
perceived risk, trust, and online purchase intention. Moreover, a longitudinal study is also 

toward the Internet 
changes over time due to the rapid development of this emerging technology in Malaysia.  
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CHAPTER 1 

INTRODUCTION 

 

1.1 Overview  

The term e-business (or e-commerce) refers to the phenomenon in which consumers use the 

Internet to obtain a product or service through browsing, information collection, information 

searches, downloads, price comparisons, product buys, order placement and changes, and 

feedback collection without the need for physical travel (Peterson et al., 1998). Successful e-

business can significantly benefit the competitiveness of the firms. Thus, e-business is crucial in 

t

e-business by developing framework, approaches and solutions using mathematical 

programming techniques. In this regards, the first chapter provides an introduction to the 

research. It starts by explaining the background on global e-business. The study purpose, 

questions and objectives are outlined next, followed by brief explanations of the study context of 

the Malaysian e-business industry. Finally, there are details of the structure of this thesis. 

 

1.2 Research Background 

The worldwide e-business emerged in the early 1970s (OECD, 1997). According to Harn et al. 

(2006) early-stage e-business was arranged through a system of Electronic Data Interchange 
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