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4. Report
4.1 Proposed Executive Summary

This study addresses the role of the reliability of vendors and privacy of on online consumers
in determining consumer trust in EC. Presently, consumers do not trust the unknown faceless

seller and paperless transaction. For that matter, it is advisable for the online-seller (electronic
commerce vendors) to enhance their websites' ethical procedure so they could gain trust from
the consumers. This is fundamental as it shapes the consumer's perception on the websites
that they frequent patronizing. The lack of consumer trust is one of the focused issues today
as the world moves toward advanced information and technology era. The objective of this
study is to identify the factors that affect consumer trust in electronic commerce in other
words to determine how consumer trust is determined in EC.
For the methodology aspect, this study uses descriptive analysis as the research design to
further investigate the correlation between privacy of consumers and reliability of vendors in
determining consumers' trust in electronic commerce. The samples of this study are the web
users of electronic commerce around Malacca. Simple random sampling method will be used
in selecting locations for questionnaire distribution. The data will be analysed using both

descriptive and inferential statistics with SPSS software.
It is expected that the result will show the factors that affects consumer trust in EC. It also

provides beneficial guidelines for web vendors to understand more about consumer trust in
order for them to build a healthy, secure and trusted e-commerce website. Thus, acquiring
consumer's trust is a vital element that not only contributes to the success of e-commerce but
also determines the purchase decisions of the consumers.
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4.2 Enhanced Executive Summary
This study addresses the role of the reliability of vendors and privacy of online consumers in
determining consumer trust in Business to Consumer (B2C).

Presently, consumers do not

trust the unknown faceless seller and paperless transaction. Hence, it is advisable for the
online-seller to enhance their websites' ethical procedure so they could gain trust from the
consumers. This is important as it shapes the consumer's perception on the websites that
they frequent patronizing. The lack of consumer trust is one of the focused issues today.
This study is to examine the level of consumer's trust and to identify the factor of web user
characteristics and web site characteristics of web vendors with the consumer's purchase
pattern. It uses quantitative analysis as the research design to discover the findings. The
samples of this study are the web users in UiTM Melaka. It is expected that the result will
show the factor of web user characteristics and web site characteristics of web vendors
affects the consumer's purchase pattern. Acquiring consumers' trust is a vital element that
not only contributes to the success of B2C but also determines the purchase decisions of the
consumers.

Keywords: Business to Consumer (B2C), E- Commerce, ethics, purchase pattern, trust.
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4.3 introduction
In recent years, the business and retail market has been more competitive and
challenging.

The improvement of marketing tools and marketing strategies has been

developed to compete with their competitors.

Revolutionary multimedia technology and

information communication technology (ICT) has further enhanced the impact on the business
environment (Yasmin Hassan & Nik Faridzam A.A, 2010). Many companies believe that there
is money to be made as soon as the internet became popular. In the retailers' opinion, the

future of internet shoppping or e-commerce will always be bright (AhasanulHaque et ai,
2006).

Electronic commerce (EC) has gained considerable attention in the past few years,
giving rise to several interesting studies and industrial applications. Due to that, the Internet
has created enormous change in the business environment. The Malaysian Government has
made a massive move by launching the Multimedia Super Corridor (MSC) whereby one of its
seven flagship applications includes the active promotion of the electronic business activities

in the country. However, the acceptance level of the EC by the Malaysian consumers is still
regarded very low compared to the other parts of the world especially the developed countries
like the United States and the European countries.

For example, the Small-and Medium-

Sized Industries Association of Malaysia commented that less than 5% of its members were
involved in Business to Consumer (B2C) business (2005).

Electronic commerce is defined as the process of distributing, marketing, buying,
selling or exchanging products, service or information via the Internet. For business to
consumer, the success of shopping website is critical to the establishment of viable netenabled business.

It is

particulary challenging in

many aspects and affects the

consumers'trust, privacy, information security and website's reputation. However, the usage
of Internet and multimedia by public, government and corporate sectors in Malaysia is on the
increase. Reported by Internet World Stats (2011), there were 17,723,000 internet users in
Malaysia (representing 61.7% of the population) in December 2011 and this represented 1.7
percent of the Asian population. In addition, electronic commerce spending in Malaysia is
forecasted to continously grow at a healthy rate from the year 2010 to 2014 (Lee & Rondon
2010), which had earlier showed compounded yearly growth rate of more than 28% from the
year 2006 till 2010.

The dramatic influence of online shopping on consumers and businesses are slowly
being accepted in Malaysia as an alternative shopping mode rather than the traditional way of
shopping by visiting shops or shopping centres. The understanding of consumer behaviour in
a virtual environment is limited since e-commerce is only just beginning to penetrate mass
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