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Abstract 
 

Nowadays, the advancement of the internet creates opportunities for product marketing and the 
introduction of new forms of retail transactions, and it has resulted in a remarkable increase in online 
shopping activities. Therefore, it is important for the industry to identify the main determining factors in 
consumer purchase intentions. The aims of this study are to reveal the influence of customer trust on 
perceived risks and purchase intentions as well as the effect of perceived benefits on purchase intentions. 
A survey approach was employed to collect data from 268 online shoppers, and quantitative analysis has 
been used to evaluate the hypotheses. The study discovered that customers' perceived benefit, perceived 
trust, and perceived risk all had a significant influence on their purchasing intentions. The implications of 
these findings go far beyond academia, providing useful information to online advertisers. Marketers with 
a detailed awareness of the elements influencing customers' purchasing intentions can proactively address 
these determinants, consequently improving the business's overall success and efficacy in fulfilling 
customer satisfaction. Fundamentally, this study contributes valuable insights to the body of knowledge 
necessary for managing the complexities of the contemporary digital marketplace. 
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1. Introduction 

Currently with the development of information technology, the internet has also grown rapidly and 

its use has increased over time (Sadiq et al., 2022). The usage of the internet is no longer limited as a 

networking tools but is now used in the global market place as a transaction medium for customers and 

has become a popular platform for providing and trading information, services, and products 

(Rachmawati et al., 2020). The Internet provides many advantages and opportunities for businesses to 

grow their business around the world without borders and limitations. In fact, the popularity of online 

shopping is increasing over time due to the rapid development of the internet. According to a statistical 

report in April 2022, it was found that 5.03 billion active internet users worldwide, this represents 63.1 % 

of the world’s total population. Of this amount, 59% (4.7 billion), mobile devices are the means used to 

access the internet (Internet World Stats, 2022).   

While there has been a significant increase in online shopping nowadays, the negative effects of 

online buying are becoming more relevant. Consumer priorities are more concerned with their purchasing 

decisions and among the fundamental challenges faced by many companies that focus on online 

businesses is how to gain and maintain customer loyalty (Ariyono et al., 2022; Changchit et al., 2019; 

Suresh & Biswas, 2020). In many purchase intention studies, researchers frequently identify how the 

benefits gained while making a transaction can influence purchase intention (Dewi et al., 2020; Peña-

García et al., 2020; Rungsrisawat et al., 2019). The user will indirectly think about the risks and the extent 

to which those risks are unsafe. Since shopping on the internet is done virtually, consumers cannot check 

the quality of the product and there is no contact with humans, and then that will make consumers feel 

insecure and unsure of their decision to buy something. They also value the pre-purchase experience 

because they fear unexpected losses from the purchase and the product (Trivedi & Yadav, 2020). 

Previous research also has shown that internet give some impact toward online buying intention 

which is perceived trust (Bahari et al., 2018) and perceived risk (Ventre & Kolbe, 2020). According to 

Wu et al. (2020), although buying online will be easier and save user’s time, but it is a risky activity. 

Consumers are likely to lose money when making online purchases due to unsatisfactory products and not 

commensurate with the price paid (Kamalul Ariffin et al., 2018). Product specifications may also not be 

met from what was originally displayed on the website, e.g., its quality, shape, color, and appearance 

(Qalati et al., 2021). In addition, online buyers are likely to feel the security of delivery, the quality of 

product information through websites, and transactions over the internet are at high risk (Kasuma et al., 

2020; Larasetiati & Ali, 2019; Varma et al., 2020). According to a study by Rahman (2020), the results 

state that trust is the key factor that can influence a consumer to make an online purchase. Conclusions of 

a positive relationship between online buying intentions by users and trust is also acknowledged by 

several other researchers (Alharthey, 2019; Bahari et al., 2020; Sharma & Klein, 2020). 

 Though many researches has studied the various effect of perceived trust and   perceived risk 

toward purchase intention on online shopping website, however a little study has investigated and focused 

on the impact of perceived benefit (Bhatti & Rehman, 2019) toward online buying intention to close the 

gap between the previous study and the present study. Considering the diversity of recent studies in the 

available literature, therefore this study was conducted to determine the correlation between perceived 

benefits, perceived trust, and perceived risk in online purchasing intentions. 
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2. Literature Review 

2.1. Purchase Intention 

Purchase intent reflects the possibility that customers will intend to buy or are willing to buy a 

specific good or service in the present (Shang et al., 2020). Previous study has shown that an increase in 

purchase intention corresponds to an increase in the likelihood of making a purchase. When customers 

have such a strong purchasing intention, good brand involvement will encourage them to make that 

purchase. Additionally, purchase intention is the desire to buy a specific goods or service within a specific 

time frame.  According to Le-Hoang (2020), the consumer's desire to purchase from an e-commerce 

business has an impact on online purchasing intentions. If consumers are aware of and familiar with e-

commerce business, they are more interested in visiting an online shopping site with the intention of 

making a purchase (Dapas et al., 2019; Ghahtarani et al., 2020). The decision to purchase represents 

whatever customers’ expectations they would buy in the future to meet their needs and desires (Rita et al., 

2019). Nevertheless, due to unpredictable circumstances, customers' intentions may change. Thus, it is 

critical for businesses to take proactive steps to ensure that their goods and services are favourably 

considered by their customers (Naszariah et al., 2021). Consumer purchase intentions are frequently 

influenced by marketing approach, attitudes, as well as how much buyers concern about the deals offered 

by a specific business (Jung et al., 2020). As a result, it is an essential need for online businesses to fulfil 

customer requirements in terms of enhancing purchase intentions (Dastane, 2020). Purchase intentions is 

being used to evaluate a potential distribution system, allowing managers in determining if the concept 

needs further development and deciding which geographical area and customer demographics to seek 

through all the channel (Akram et al., 2021). Their significance derives from the fact that intentions are 

regarded as the primary determinant of future actions (Thomas et al., 2019). Hence, their research is 

critical to the success of any online stores. 

2.2. Perceived Benefits 

The perceived benefits are the consumer's belief and satisfaction with internet and the consumer's 

perspective that internet shopping is efficient, convenient, more various but also less risky compared to 

the conventional shopping (Moslehpour et al., 2018). Additionally, perceived benefit is defined as the 

belief that consumers will receive positive rewards when action is taken (Zhao et al., 2020). However, the 

perceived benefit felt by the buyer is an extension of the advantages or satisfaction of online shopping 

that meets customer expectations (Maharsi et al., 2021). In this study, researcher defined perceived 

benefit as advantages that change the perception of consumers when they buy online. Moreover, Sawitri 

and Alhasin (2022), stated that perceived benefit is felt when consumers have a subjective perception 

when making an online purchase and they find that a product is beneficial to them. Lim (2020), found that 

product variation, convenience, brand, information are the main reasons for customers shopping online. 

Obviously, if consumers find that the level of benefits earned is higher, it will make their intention to buy 

online will also increase. In short, the benefits gained will have a strong positive influence on purchase 

intentions. Therefore, we proposed the following hypothesis: 
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Hypothesis H1: Perceived benefit is positively influence on purchase intention. 

2.3. Perceived Trust 

According to the findings of a previous study, customers are aware that the decision to purchase 

online is indeed risky, therefore trust is a very important factor to convince consumers that they need to 

do the transaction (Maia et al., 2019). The results of study by Mosunmola et al. (2019) in business 

strategy, online trust by consumers is said to be very important and needs to be given attention because it 

reduces perceived risk and increases customer satisfaction. While, Rehman et al. (2019) state that there is 

no specific meaning of the belief used in several cases, including management, psychology, social 

sciences, and many more. Additionally, the consequences of trust are said to be mediated by risk to the 

customer’s intention to buy (Ashraf et al., 2020). There are several trust researchers who have proven that 

there is a direct correlation between the trust and ability of consumers to make online purchase (Kaur & 

Arora, 2021). Moreover, Quang and Thuy (2022) added trust as an important and significant variable in 

online commerce and consumers will be more confident making purchases on the internet when trust 

becomes higher (direct effect). Thus, with the increase in trust, consumers tend to feel less risk to buy 

online (Liew & Falahat, 2019). If consumers have less trust, it will cause them not to shop online (Cheng 

et al., 2019). Hence, we proposed the following hypothesis: 

Hypothesis 2: Perceived trust is positively influenced purchase intention.  

Hypothesis 3: Perceived risk is positively influenced perceived trust. 

2.4. Perceived Risk 

Perceived risk was interpreted as potential loss in achieving desired results when shopping online; 

it is a combination of something uncertain and a possible undesirable outcome (Tran, 2020). Users will 

feel the greater the expected loss, the higher the level of risk. Tham et al. (2020) meanwhile, state risk as 

an exchange between costs and benefits, for which the consumer makes an overall assessment of the 

quality of the service or product obtained compared to the value of the payment that has been made. Iriani 

and Andjarwati (2020), stated perceived risks have negative views and effects on unpredictable and 

variable outcomes from purchased products. Therefore, consumers' perceptions of risk are very important 

in determining their purchasing evaluation and behavior (Bangun & Handra, 2021). Compared to buying 

in a physical store, consumers feel it is riskier when buying in online. Pentz et al. (2020) say consumers 

are unlikely to purchase a service or product online if they feel it is high risk. 

The perception is that in today’s market, risk can be reduced if customers have trust when dealing 

online because trust is a strong antecedent of perceived risk (Bonnin, 2020; Dogbe et al., 2019; Ha et al., 

2021). As suggested by Bhatti et al. (2020), consumers argue that the higher the perceived risk of making 

online transactions, the less their buying intentions are for online retailers. Hence, the following 

hypothesis is proposed: 

Hypothesis H4: Perceived risk is negatively influence on online purchase intention. 
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 The framework displays the relationship between hypothesis Figure 1. 

3. Research Methods 

3.1. Sample and Data Collection 

Primary data was utilized in this study, which essentially means that    all relevant data was 

obtained directly by the researcher to solve all the study’s aims and issues by adopting a quantitative 

approach. Quantitative research produces statistics using large-scale survey studies and questionnaire 

method was applied. Therefore, to avoid any uncertainty, the questions were described as straight forward 

and simple. As far as the developing of the questionnaire is concerned, six main sections were constructed 

in response to each of the research objectives as well as research questions. Issues from each section were 

developed to address the research objective and dimensions of the study framework. A cover letter was 

drawn up carefully to improve the response rate. Respondents were asked questions related to each 

variable to obtain the necessary information by using a five-point scale questions starting from one (1) 

with ‘strongly disagree’ to five (5) with 'strongly agree’. The data collected is a sample of the population 

that has been identified based on certain criteria, specifically, those who have visited any business website 

for making online purchases in the last 12 months. A total of 268 respondents were analyzed in this study. 

Additionally, this research uses an observational research design with cross sectional model approach. 

Data for the independent variable and the dependent variable were gathered concurrently. 

4. Findings 

Table 1.  Cronbach’s Alpha Reliability Test  
No Particulars Coefficient of Cronbach’s Alpha No. of items 
1 Perceived Trust 0.846 3 
2 Perceived Risk 0.795 4 
3 Perceived Benefit 0.735 4 
4 All variable 0.832 22 

 

The results from table 1 indicates that all variables had exceeded the minimum level of the 

coefficient which is 0.7. Perceived trust variable was measured by 3 items recorded the highest alpha 

coefficient of 0.846, while perceived risk variable which is measures 4 items and had recorded an alpha 
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coefficient of 0.795. Lastly, it was followed by perceived benefit variable which measures 4 items and 

recorded an alpha coefficient of 0.735. Therefore, it can be concluded that all variables for this research 

that measure 22 items have a good strength of association which is the alpha coefficient is 0.832. 

 

Table 2.  Multiple Regression Analysis 
      Change Statistics 
Model R R 

Square 
Adjusted 
R 
Square 

Std. Error of 
the Estimate 

R Square 
Change 

F 
Change 

df1 df2 Sig. F 
Change 

1 .722a .597 .586 1.66943 .597 57.192 3 116 .000 
 
a. Predictors: (Constant), Perceived Trust, Perceived Risk, Perceived Benefit 
b. Dependent Variable: Purchase Intention 

 

Table 2 shows the result of linear regression analysis for the scales of the factors which are of 

perceived trust, perceived risk and perceived benefit. The finding illustrates that there were 59.7% of the 

total variation in the variance of perceived trust, perceived risk and perceived benefit were explained by 

the purchase intention. 

 

Table 3.  Regression Coefficients 
  Unstandardized 

Coefficients 
 Standardized 

Coefficients 
  95.0% Confidence 

Interval for B 
Model  B Std. 

Error 
Beta t Sig. Lower 

Bound 
Upper 
Bound 

1 (Constant) 
 

1.138 .239  4.763 .000 .688 1.608 

 Perceived 
Trust 
 

.392 .095 .332 4.139 .000 .204 .579 

 Perceived 
Risk 
 

.343 .052 .528 6.568 .000 .239 .446 

 Perceived 
Benefit 

.222 .066 .188 3.390 .001 0.93 .352 

a. Dependent Variable: Purchase Intention 
 

Based on table 3, perceived trust (β=0.332, p<0.05), perceived risk (β=0.528, p<0.05) and 

perceived benefit (β= 1.88, p<0.05) were significantly influenced purchase intention. Therefore, all the 

hypothesis is verified and the result is fully supporting the results of previous research in which (Ahmed 

et al., 2021) have successfully realized that perceived benefits, perceived trust and perceived risks tend to 

influence purchase intentions directly, and trust is also said to influence purchase intentions indirectly by 

influencing risk perception. 
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Table 4.  Correlations Analysis 
  Perceived 

Trust 
Perceived Risk Perceived 

Benefit 
Purchase 
Intention 

 
Perceived Trust 

Pearson Correlation 
Sig. (2-tailed) 
N 

1 
 

268 

.647** 
.000 
268 

.340** 
.000 
268 

.216** 
.000 
268 

 
Perceived Risk 

Pearson Correlation 
Sig. (2-tailed) 
N 

 1 
 

268 

.344** 
.000 
268 

.647** 
.000 
268 

Perceived 
Benefit 

Pearson Correlation 
Sig. (2-tailed) 
N 

  1 
 

268 

.730** 
.000 
268 

Purchase 
Intention 

    268 

**. Correlation is significant at the 0.01level (2-tailed) 
 

The results in the table 4 displays the correlation of each independent variable which consists of 

perceived benefit, perceived risk and perceived trust is significant at the 0.01 levels, two-tailed toward 

purchase intention. All the independent variable that has been highlighted in the research has strong 

relationship with purchase intention. The value that had been recorded value between perceived benefit 

between purchase intention is r=0. 730. It shows that perceived benefit has the strongest positive 

relationship with purchase intention and makes this variable most significant in influencing the purchase 

intention among consumers. Additionally, this results also fully supported by Ha (2020) statement that the 

perceived benefit of purchase construction is most often applied to normal shopping behavior and is 

relevant to an individual's perception of the benefits that will bring advantages by engaging in a purchase 

behavior. Lastly, the hypothesis which predicts the perceived risk effect on purchase intention is 

negatively related to purchase intention. This finding supported by the value between perceived risk and 

purchase intention is r=0.647. Customers are unlikely to buy online because they believe the risk is 

greater than in traditional methods of buying (Bangkit et al., 2022). When users consider the risk is less, 

then users tend to have the intention to buy products using the internet. 

5. Conclusion 

Basically, the main goal of this study is to identify consumers online purchase intentions and 

examine the influencing factors. This study found that, in context of online buying, perceived benefits 

positively influence the customer’s purchase intentions. Moreover, consumers agree that there are several 

advantages and it is more convenient when shopping online. Perceived benefits are an important factor 

that motivates online users. Result suggested that to attract and motivate consumers to make online 

purchases, online stores should expand product selections, provide more benefits and the website should 

be easy to navigate at any time. In addition, retailers can also use scales to assess the impact of benefits 

and risk perceptions on online shopping outcomes such as shopping loyalty and satisfaction. For example, 

online sellers can identify whether online shoppers who are motivated by utility benefits are more likely 

to be satisfied and repatriating the online retailers than online shoppers who are heavily driven by hedonic 

benefits. 
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In e-commerce, perceived risk has become a very important issue. The study shows that perceived 

risks were influential negatively on online shopping attitudes. Consumers do not trust the ability of online 

stores to protect their personal information and there are many respondents still perceived that online 

shopping is risky. In other words, customers' online shopping intentions will indirectly decrease if they 

consider it risky. Most customers are worried that if they buy goods online and payment is made, their 

personal information will be leaked to other companies, which could affect their privacy, and the products 

delivered will not be as expected. Therefore, to reduce perceived risk and in ensuring consumers feel 

more confident, companies have a responsibility to improve security requirements. Additionally, it is 

important for online sellers to know what dimensions of risk most of concern to consumers. This aims to 

reduce consumer perceptions of the risks involved, indirectly increasing the likelihood of purchase. 

Besides, the results show that trust has a significant influence on purchase intentions in terms of 

website visits, increased online orders, sign ups, positive reviews, and marketing for web stores on social 

apps. Furthermore, trust in online buying reduces the level of perceived risk.  This study recommends to 

online vendors that while it is important for them to focus on increasing trust with customers, they should 

provide more resources to build their trust strategically according to the level of existing e-commerce 

institutional mechanisms (e.g., online maturity level of credit card guarantees, services escrow, and 

privacy protection services). Finally, consumers are concerned with the delivery of their order, they are 

worried that the product may be damaged during handling and transported or receive the wrong item or 

item that does not fit its specifications. In ensuring that there is no delay or damage during delivery, 

online retailers should choose the most reliable and best service provider. In addition, the results of the 

study confirm the relevance of trust on the internet to increase purchase intentions and actual purchases. 

Therefore, to develop such trust, managers need to be more focused, for example providing assurances to 

reduce risk perceptions and provide a secure payment method to make the user switch from intention to 

action. 

5.1. Limitation and Future Recommendations 

There are some limitations in this study including when simple sampling method are used, the 

probability of realizing the results is not high. Besides, these studies only pay attention to the effects of 

perceived benefits, perceived risks and perceived trust on online customer purchases intentions. Other 

factors that can influence an organization’s or individuals online purchase intentions are fundamentally 

different in each business model, each specific product line, but are not included in this context. Future 

research may focus on expanding the scope of the review and sample size, considering the impact of other 

factors, and recognizing a product line or an e-commerce model. Moreover, this study only covers 

consumers and online merchants in Malaysia. Thus, it is suggested that the future research can be done in 

other developing countries, so that the future researcher will have a new insight in term of behavioral 

characteristic of other countries consumers in online business industry. Additionally, a higher number of 

respondents will allow for more robust statistical analyses. Although there is a limited sample, the 

findings from this research can be used to gain a better understanding of the characteristics of internet 

cyber transaction factors in the industry. 
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