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Exploring Consumers’ Attitudes and Behaviours toward Online Hotel Room

Reservations

Centre for Tourism, Hospitality and Culinary Management, Sunway University Business School,

Sunway University, Petaling Jaya, 46150, Malaysia
Darts Inspire, Petaling Jaya, 47400, Malaysia

Abstract Marketers in Malaysia need to have solid understanding on consumers’ online attitude and
buying behavior. This is mainly due to the shift and trend that consumers are moving fast into online
purchasing. Malaysia is rank one of the ten countries in the world with the highest number of internet
users. The travel market in the Asia Pacific region is fast growing and more consumers are reserving
their hotel reservations via online travel agencies. Hence, the main purpose of this conceptual paper is
to explore the factors that influence consumers’ attitude and purchase behaviour toward online hotel
room reservations. Four factors which are information, trust, price and convenience have been
identified in this study. The focus of this study will be on consumers who reserve their hotel rooms
via online travel agents. The research plans to adopt a survey method using stratified random
sampling and the hypotheses will be tested using structural equation modelling.

Keywords Consumers Attitude, Online Buying Behaviour, Online Hotel Room Reservations



1. Introduction

Even though the number of internet users is high in Malaysia however according to the
Nielsen Mobile Insights Malaysia[l], those who go online in Malaysia are mainly for social
networking and instant messaging. Many of Malaysian internet users spend time online to socialize
rather than to purchase. Researches also indicate 81% of those who browse websites do not actually
make purchases [2]. Hence online purchasing in Malaysia can still be developed further so strategies
need to be in place to encourage this growth. This exploratory research can assist in understanding
online consumers’ attitudes and behaviours when making online hotel room reservation.

Consumers who are interested in making a hotel room reservation online can use two
different methods to make their reservations. They can either reserve the hotel room via hotel official
websites or a third party hotel websites. Hotel official websites is a form of distribution channel
where hotels used to market and sell to their consumers. Many hotels especially major international
hotel chains choose to use this form of distribution channels such as Hilton.com and
Starwoodhotel.com.

The other method is that consumers can use to reserve hotel rooms online is via a third party
which is also known as Online Travel Agents (OTA). These OTA are considered ntermediaries that
assist the hotels in selling their rooms. Among the frequently used OTA are Expedia.com,
Booking.com, Agoda.com and Asiarooms.com.

Consumers that are searching and making reservations online are on the rise. According to
eMarketer[3], it is estimated that in the Unites States, 114 million internet users will explore travel
online and 93.9 million will make reservations online in 2012. This is said to catch on in the Asia
Pacific region. PhoCusWright report[4] revealed that they are anticipating sales across the Asia
Pacific region to boost from USD79 billion in 2012 to USD91 billion in 2013. The same report also

revealed that this region showed the most rapid travel market growth globally in 2010. Countries in



the Asia Pacific region especially China, India, Indonesia, Singapore, Malaysia and Thailand also
showed remarkable development in the online travel sales. It is reported that the rapid growth in the
online travel sector is due to the fact that there is an increase in the wealth of the middle-class
consumers. With this segment increasing, the consumers who want to travel and the adoption of
credit cards have pushed the online travel sector to grow in order to capture the demands of the
consumers. The growth in this region is also due to the fact that there are many new hotels in this
region and in order to reach its competitors more effectively, hotels are using its online distribution
channels.

Most consumers that book hotel rooms online are inclined to book via OTA rather than the
hotel official websites. PhoCusWright report[4] showed that OTA which make of 62% is the main
source that is used by most United States travellers when booking their hotel room online. In addition
to that, Moroson and Jeong[5] found that only 27% of consumers reserve their hotel rooms via hotel
official websites as compared to 73% of them who book via OTA. In their study, they found that most
consumers prefer OTA as it is easier and convenient for them to use compared to hotel official
websites.

Past researches exposed that hotel official websites were ineffective in reacting to
consumers’ wants and needs for online transactions. Schmidt, et al.[6] found that hoteliers’ were not
keen in creating more effective websites as OTA were doing a good job in selling their rooms online
and hotel revenues continue to generate from these OTA. On top of that, hotels had to compensate
commissions to OTA for selling their rooms and this might disturb the existing sales and lower their
revenues from the OTA.

Even though the online travel reservation market in this region is estimated to reach US$51.6
billion in 2011 and will grow by 40% a year, research on online travel trends and buying behaviour in

this region is still very limited[7]. According to PhoCusWright[4] overall OTA expect between 10 to



20% of their reservation profits to come from Asia Pacific in 2012 and 2013. Expedia presently has
an annual gross travel reservation of US$24.3 billion. With the rapid growth in this online area and in
this region, it is vital to conduct a research to have better understanding of online attitudes and
behaviours.

The travel industry is a very competitive industry. This industry consists of well-established
agents, and also frequent new players. Online portals, online search companies, online travel
agencies, shopping websites, traditional travel agencies, travel suppliers, and OTA are amongst the
key players in this industry. In order to get loyalty from online consumers, online business must
constantly provide better service than competitors[8]. This is because in the online environment,
consumers can easily go to any websites to search information, check out offers and compare prices.
Even though online consumers are pleased with the service provided, they will still search for
substitutes[9].

One of the major attractions of OTA is the major discounts that OTA offer to its online
customers[10]. This is mainly because of the deal that OTA have with the hoteliers. The Asian
American Hotel Owners Association Chairman, Tarun[11] stress two major concerns involving the
OTA in the hospitality industry. He disputed that the association should relook and be more concern
on: “(1) Agreeing the OTA to command rate parity and prevent hoteliers from providing discounts on
their own guests that were lower than listed on the OTA website; (2) Allowing OTA to command last
room availability and require hotels to list their last vacant guest rooms on the OTA at discounted
prices.” However this will be beneficial to consumers and also the main reasons why OTA are so
attractive to consumers when making their bookings online.

Consumers’ attitude towards online reservations is the foremost reason that impacts online

purchase behaviour Attitude directly influence decision making and is a crucial step in a consumer’s



purchase behaviour. Haque et al.[12] found that generally attitude towards online purchase is
undesirable among Malaysians.

There are also several factors why consumers were reluctant to use online booking. Research
showed that when a consumer post an enquiry on the agency’s website, the consumer will only get a
reply from an agent, either shortest by 2 to 3 days or never at all; consumer has lack of trust, vendors
that consumers are not familiar; and consumers feel lack of confidence towards online transactions
and providing private personal details[13][14]. However, in Jarvelainen and Puhakainen[13], it was
concluded that experienced online buyers were more likely to consider internet more suitable for
hotel reservations compared to inexperienced peers. The Travel Consumer Survey[15] showed that
"nearly two in five online travel consumers say they believe that no one site has the lowest rates or
fares." This means that consumers will cross-shop and try to find the best deals from various OTA.

PhoCusWright[4] revealed that there were a few main reasons why some consumers who
surf the OTA website did not complete their transaction. This means that in the end the consumers
choose not to make the hotel room reservation via that particular OTA. The main reason why
consumer did not buy online was 43% consumers found that the price for the service or product found
online were too high. 11% of the consumers found that they cannot trust the website so they end of
not buying online. 9% of the consumers found that the information online was unclear and another
6% of them found the online transaction too slow. In addition to that, the Hospitality & Touris m
Industry Report - customer satisfaction measurement found that consumers will only book online
when they found the website is easy to use, convenient and the website provides a good price deal[3].

A research on travellers in Singapore revealed that they very much dependent on pricing
when they book online. Major travel agencies would take advantage to conduct mega travel sales
every three months to lure consumers into committing package on the spot by giving away many

freebies. Hence the consumers will seize the opportunity to buy value for money packages. The



Malaysian consumers buy online because they the internet provides the benefit of cost saving lower
price, easy access to information and convenience[12]. Even though there is high potential in online
purchase in Malaysia, there are also several barriers which discourage consumers to buy online.
Hence based on these issues, this research will explore four major factors that predict the attitudes
toward online hotel room reservation. These factors are information, trust, price and convenience.

There are very few researches in this area and most of the existing studies on online purchase
investigate consumers purchase intentions and they do not offer a solution to problems the actual
online shopping. Besides that, these researches have also provided contradictory findings. Even
though many studies have been conducted to understand consumer behaviour in the e-commerce
environment but most of them are based on developed countries while empirical studies in developing
countries are rare[16].

This is similar in the case of the online travel industry where there are still very limited
studies in the areas of consumers’ online hotel room reservations[17]. Despite the growing online
markets, hotels are still searching the best ways to get consumers to reserve hotel rooms through
online reservations. There are also very little studies conducted to understand the online consumer
behaviour when making online reservations[18]. With the trend and growth towards online travel
agency, this exploratory research will be focused on online hotel room reservations made via OTA.
The areas of OTA are under explored. This study will significantly add knowledge to this area as

OTA is considered relatively new in this region.



2. Literature Review

According to Schiffman & Kanuk[19], “in the context of consumer behavior, attitude is a
learned predisposition to behave in a consistently favourable or unfavourable way with respect to a
given object”. People can have positive and negative affective attitudes toward online shopping.
These attitudes are affected by individual differences in affect intensity, the website’s narrative
structure and the interface of the website. In the tricomponent attitude model, attitude involves three
main components which are cognitive, affective and conative[20].

Bruner & Kumar[20], in their researches, they found that consumers’ attitude toward the
website is a valid measure of website effectiveness and significantly correlated to consumers’ attitude
toward the brand and their purchase. This was reinforced by website characteristics that include ease
of use, product information, entertainment, trust, and currency[21]. Past research has shown that
several website factors will affect consumers forming a favourable attitude toward online purchase.

A study conducted by Sukpanich & Chen[22] found that there were three variables that
affected attitude toward online shopping. These three factors consist of awareness, preference and
intention. Different people have different attitudes towards online shopping. These attitudes vary not
only as the result of the activities performed, but as the result of personalities, lifestyles, social classes
and other factors. Previous researches suggested different views on this subject.

There were also some studies that researched on consumer responses toward online
shopping. Schlosser et.al[23] in their study found that consumers prefer website that provided them
with essential information but dislike online vendors that hard sell their products and services online.
There were also studies that found that consumers disliked websites. One of the main reasons for the
dislike was that they found consumers felt that websites took a long time to download.

Online hotel room reservation recognition has gained notice in the academic research in the

past five years. There are several reasons why this topic has drawn the researcher's attention. Firstly,



it is said that in order to contest in the present business environment, most hospitality businesses must
implement an internet based booking system in order to cut down on their distribution costs[24]. As a
result of adopting this system most businesses have looked for the best formula to maximize the value
of deploying the system while at the same time is able to tackle customers to use their system. The
topics that had been discussed include determinants of the online reservation system; the antecedents
of customer satisfaction with online travel services; preferences of online buyers and browsers in the
context of travel websites; factors affecting online reservation attention between the online and offline
consumers; and online airfare reservation services: a study of Asian-based and north American based
travel web sites.

In Malaysia, consumers like to go online. However consumers are skeptical about online
shopping as they are lack of confidence and do not trust this technology. Abdul Rahim and Fariza[24]
conducted a study to understand the relationship between demographic characteristics of consumers
which include education level, age, income and occupation with other determinants such as
convenience, ease of information, fast transaction, and price and safely regulated for the intention of
hotel reservations. The result showed that educated online bookers would look for fast transaction, a
convenient system, ease of information and lower price as their key motivator to purchase online.
However, safely regulated transaction is none of their main concerns since it was found to be
insignificant.

Meanwhile, Nusair and Kandampully[25], tried to look at different aspects by doing a
content analysis on six prominent travel websites in the United States. The purpose of their study was
to identify the key dimensions of a quality website which include navigation, information quality,
trust, personalization and responsiveness would influence customer satisfaction or purchase of online

travel services.



According to Elliott & Speck[21], “Two-thirds of e-shoppers indicate that they will not shop
on a poorly designed web site, and affluent e-shoppers are even less likely to”. Many studies have
shown that consumer characteristics and environmental experiences which include demographic,
economic, social, psychological and culture are main factors that influence consumer buying
behaviour .

On the other hand, many studies have also shown that the marketing mix namely the 4Ps —
product, price, place and promotion have influenced the buyers’ behaviour[26]. In his model, Kotler
has introduced another factor influencing the online consumer behaviour which is the web
experience. Web experience is defined as consumer’s overall perception on the online firm and its
products. This experience is when consumers search, browse, find, select, compare and purchase
online. The consumers’ impressions are affected by the website’s design, atmosphere, events and
other online features while interacting online.

As an extension to Kotler’s framework, Constantinides[27] in his research added the web
experience to include three main factors which are functionality factors, psychological factors and
content factors. In functionality, he included usability and interactivity. This means that consumers
are exposed to an easy, fast and interactive website. In the psychological factor, he included the trust
and security issues when consumers go online. This factor is vital in gaining the trust from buyers in
using and buying from a particular website. The final factor is content which he included aesthetics
and marketing mix. In this factor, creativity of the marketer in presenting their website is important in
luring consumers to their website and buying from that site.

In the Malaysian context, Lim, et al.[28] found that Malaysian are medium internet users and
they pursuit information and purchase online moderately. Furthermore in their research findings they
found that Malaysia consumers tend to have a greater plan to purchase more via the internet in the

next few years to come.



3. Theoretical Underpinning of Study

The theories underpinning this study are technology acceptance model and theory of planned
behaviour. In the technology acceptance model by Davis in 1986, he sets a number of features that
influence consumers’ decision. This model also deals with the when and how consumers will use
information technology[29]. According to Azjen and Fishbein[30], there are two things that are used
to predict behaviour intention and behaviour of individuals including of attitude and subjective norm.
Furthermore, it has one more factor that can influence behaviour intention. That factor is added to the
model which is perceived behavioural control[30]. David[29] stated that to predict behaviour

intention of information technology, researcher should focus on attitude only.

The theory of planned behaviour is an extension of the theory-of-reasoned-action[31]. It added an additional factor leading to intention
which is perceived behavioural control which is the consumer’s perception of whether the behaviour is or is not within his or her control. This
theory offers a solid theoretical basis for examining whether attitudes are associated to intentions and in engaging in a specific behaviour which
could be associated to the real behaviour. Centred on this theory, beliefs on online purchase and motivation should also influence online purchase.

On top of that, beliefs on essential opportunities and resources to involve in online purchase could stimulate consumers’ online buying behaviour.

4. Research Framework

The framework for this study relies on the models developed by Cromme, Lawley and
Sharma[32]; and Lodorfos, et.al[33]. Croome, Lawley and Sharma[32] in their study acknowledged
the elements that influence online purchase behaviour and established a model of the buying decision
process and empirically verified the model. The results of their research found that consumers prefer
to buy non-bulky items online. This includes air tickets, hotel room reservations, music, books and
cameras. They found that pricing, product information and trust were important drivers of online
buying.

The constructs information, trust, price, convenience and attitude toward online hotel room
reservation will be used in this study to test the hypotheses. Based on the frameworks above, this

research framework is as stated in figure 1.
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From the research model, the hypotheses of the research are developed as follows:-

H1: Information has positive influence on consumer’s attitude towards online hotel room

reservations.

H2: Trust has positive influence on consumer’s attitude towards online hotel room

reservations.

H3: Price has positive influence on consumer’s attitude towards online hotel room

reservations.

H4: Convenience has positive influence on consumer’s attitude towards online hotel room

reservations.

H5: Consumers’ attitude towards online hotel room reservation are positively related to their

buying behavior




5. Methodology

A survey based data gathering method will be used in this research. According to Leedy and
Ormrod [34], “Research is a viable approach to a problem only when there are data to support it”.
Nesbary [35] defines survey research as “the process of collecting representative sample data from a
larger population and using the sample to infer attributes of the population”. Surveys are conducted to
gauge with substantial accuracy the percentage of population that has a particular characteristic by
gathering data from a sample that could represent the population.

A pilot study of 100 respondents will be conducted. When a researcher conducts a pilot
study, the researcher will be able to inquire suggestive comment and criticism on the measurement
used. The pilot study can also assist the researcher to treat the data collected in the areas of content
and the procedures to be followed. It will also give an avenue to the researchers to conduct a trial run
for the questionnaire. These include examining the wording of the questions, spotting ambiguous
questions, testing the method that was used to gather the data and evaluating the effectiveness of the
respondents. Validity and reliability tests will be also be conducted.

As it often impossible to study the whole online consumers in Malaysia due to number of
people, places, or things within the population, this research make use of a sample to select research
subjects who should represent the online consumers in Malaysia. According to Cooper and
Schindler[36], “a sample has been identified as a part of the target population and researchers should
carefully select the sample to represent the population of the study”. Patten[37] stress the importance
of quality sample as sample affects the research generalizations. The bigger sample size, the better it
is to represent the population. However, it is important to note that sample size alone will not
constitute the capability to generalise a research. Patten[37], illustrated that an unbiased sample

should be obtained for a research.



In this study, the researcher will employ the stratified random sampling which is type of
probability sampling. According to Sekaran[38], “stratified random sampling is the most efficient
among all the probability designs where all groups are adequately sampled and comparisons among
groups are possible”. In this type of sampling population is distributed into significant divisions then
the subjects are chosen in proportion to their original numbers in the population.

This research will use the data that was collected from the Household Use of the Internet
Survey 2009 conducted by the Malaysian Communications and Multimedia Commission [39] to
divide the segments. In this research, they found that the Malaysian internet users’ monthly income
was divided as shown in table 1 below. The sample of this study will be stratified according to
percentage below which is proportionate to the percentage of the internet users in Malaysia.

Table 1. Monthly income of internet users in Malaysia

Househol din come Pe rcent
RMS5.,000 10.1
RM3 000 but less than RMS 000 18.9
RM 1,000 but less than RM3.,000 23 .1
Less than RM1.,000 52
No mncome 427

According to Sekaran[38], the decisions on sample size should be based on the confidence
level desired, the acceptable risk in the confidence level, the variability in the population, the cost and
time constraints and the size of the population. Based on this, the respondents for this research will be
obtained from Selangor which has a population of 4.5 million; the sample size will be 384. Selangor
is chosen as it is the state that has the highest number of internet users in Malaysia (23.9%).

This study’s hypotheses will be tested using Structural Equation Modelling (SEM). It is
intended to use structural equation modelling via Analysis of Moment Structures (AMOS) software to

measure the goodness-of-fit of the proposed model and study the regression weights to validate the



hypotheses. The structuring modelling allows for simultaneous examination of the relationships
among constructs.

So in this case, the factors influencing consumers’ attitude towards online hotel room
reservation and the relationships between this attitude and their buying behaviour can be studied
together.

For such mixed variables structural equations, Joreskog and Sorbon[40] recommend the use
of polychoric and polyserial correlations. Correlation is the extent to which two variables are related
to each other, where at a single number describes the degree of relationship between two variables.
This number is called the correlation coefficient and enables the researcher to quantify the strength of

the linear relationship between two variables.

6. Conclusions

The growth of online shopping as a promotional and selling tool by marketers is on the rise
especially in this region. This study offers a beginning point especially in the context of Malaysian
consumers in understanding the relationship of the factors that influence consumers’ attitude and their
buying behaviour in reserving hotel rooms via online travel agents. This study serves as a base of
understanding consumers’ online attitude and behaviour in the hotel industry. Further and more in-

depth research can be built from here.
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Abstract The social networking has become a phenomenon not only to the social system, but also to
the business activities. Engaging the social network for buying and selling products and services has
become common, although these shopping sites are lacking of many trustworthy elements due to their
limited virtual characteristics. Thus, it motivates us to examine the role of emotional intelligence,
trust and perceived value as significant psychological elements in predicting consumers’ decisions to
engage in social networking online purchase. We then proposed a model that links relationships of
emotional intelligence, trust, perceived value, purchased intention and confirmation. Using a survey
conducted via a cross sectional study, we collected data from 334 respondents who have taken part in
social networking online purchase. Based on the regression analyses, the findings reveal that
consumers’ decisions are explained by emotional intelligence and trust. Besides, trust plays the role
as a predictor for perceived value and purchase intention. In addition, there are also significant
relationships between perceived value and purchase intention, and between purchase intention and
confirmation. The study contributes to the understanding of emotional intelligence as the basis for

online and mobile retailers in taking the appropriate strategies to attract more consumers and generate



higher sales. Building on this research and for knowledge enrichment, future study may incorporate
social informatics in building social intelligence of the future social business community.

Keywords: Emotional intelligence, trust, social networking online purchase

1. Introduction

Purchasing products and services via the Internet has been part of the social lifestyle for
many people. The online shopping is also known as e-shopping, Internet shopping, web shopping,
online store, online retail and virtual shopping. Amazon.com and e-Bay are among the pioneers and
still continuing to be the largest online shops in terms of market shares. The vast evolvement of the
information and communication technology does not only offer many possibilities to online purchase,
but also enhances the trend in online purchase. In this instance, utilizing social network for offering,
selling and buying goods and services has become common, especially to the young generations.
Unlike in the previous years, consumers now have become more receptive and are willing to engage
in the social networking online shopping despite the fact these shopping sites are lacking of many
trustworthy elements due to their limited virtual characteristics.

Therefore, the consumers’ decision to participate and utilize the social commerce agents is
very appealing to be explored. This is because taking part in online shopping via the social
networking sites involves the willingness to take risks and uncertainties. Many factors are expected to
contribute in explaining consumers’ decision in consumption situations. In many situations, emotions
play a great role in explaining how people act and make judgment (Kidwell, Hardesty & Childers,
2008). Kidwell et al., (2008) further added that understanding the emotional processing capabilities
may have important effects on consumer outcomes. In addition, risk and trust are two interrelated
facets of decision making that explain how people choose to act (Josang & Presti, 2004). Recognizing

the importance of these two antecedents, this study is intended to examine the role of emotional



intelligence and trust as significant psychological elements in predicting the consumers’ decisions to
engage in social networking online purchase, which has not been extensively studied in the recent

years.

2. Review of Literature
Emotional Intelligence and Trust

Emotional Intelligence and Trust Emotional intelligence (EI) is a popular concept that has
attracted a number of researchers from various fields including psychology, sociology, education,
hospitality, health, business and even engineering. Because of its popularity, there are various
conceptual definitions that have been highlighted by different authors in making it relevant to their
respective fields of study. Principally, EI concept can be categorized into three streams; traits model,
ability model and the mixed model. For the purpose of this study, EI is seen as the ability model as it
is meant to capture the individual’s ability to address emotional issues that are related to online
purchasing behavior. EI has been defined as the ability to perceive accurately, appraise, and express
emotion; the ability to access and/or generate feelings when they facilitate thought; the ability to
understand emotion and emotional knowledge; and the ability to regulate emotions to promote
emotional and intellectual growth (Mayer & Salovey, 1997).

Wong and Law (2002) have refined the concept by suggesting four dimensions of EI that is
reliably used across settings and contexts. The four dimensions are selfemotional appraisal (SEA),
others emotional appraisal (OEA), regulation of emotion (ROE) and use of emotion (UOE). SEA
relates to the individuals® ability to understand their deep emotions and be able to express these
emotions naturally, OEA reflects peoples' ability to perceive and understand the emotions of those
people around them, ROE concerns the ability of people to regulate their emotions, which will enable

a more rapid recovery from psychological distress, and UOE deals with the ability of individuals to



make use of their emotions by directing them towards constructive activities and personal
performance. Since the focus of the present study is on the online purchasing behavior, one
dimension of EI; others emotional appraisal, is excluded due to its relevancy.

Trust is also a concept which has been defined differently by various researchers. A universal
definition of trust is that it reflects a confidence of a party that another party is reliable (Morgan &
Hunt, 1994) and that the parties concerned will act with a level of integrity when interacting with
each other (O’Malley & Tynan, 1997). Trust basically includes three major components; credible,
integrity and benevolent components (Heffernan, O’Neill, Travaglione & Droulers, 2008). Credible
component concerns the capability of the other party to undertake the purpose of the partnership.
Integrity component reflects the adherence of the other party to written or verbal promises.
Benevolent component relates to capability of the other party to accommodate and act with equity
when new conditions relating to the relationship arise.

Trust is the emotional basis that forms the cooperation as asserted by Dunn (1990),
"confident expectation of the benign intentions" of others. In the context of online purchasing, trust is
the most critical aspect that needs to be initiated nurtured and enhanced. In contrast to traditional
concept of business, trust in online purchasing is more critical that requires special attention. There is
where business owner or retailer is required to address the emotional aspects of the buyers so that
customer trust emerges and forms the basis of the decision to purchase (Kidwell et al., 2008).

The first component of customer EI is selfemotional appraisal. When customers are aware of
their emotional states, they tend to make decision accordingly; positive emotions lead to favorable
decision whereas negative emotion entails undesirable decision (Kidwell et al., 2008) due to the trust
level. Normally, trust is high when an individual is experiencing positive emotions and vice versa.
The second component of EI is the regulation of emotion, which refers to the ability of individuals to

effectively manage their emotion to be in the positive emotional states. Customers’ emotions can



change from one state to another when they experience certain events, especially astonishing or
shocking events. The ability to recover from these events helps the customers to trust the business
owner as trust exists when the customers are able to engage in rational thinking (Kidwell et al., 2008).

The last component of EI is the use of emotion. When the customers become rational, they
will engage in weighing the benefits resulting from the transaction, the credibility and integrity of the
business owner in pursuing the relationship. If the customers ‘feel’ positively about the relationship,
most probably the relationship will be successful and the customers will participate in online
purchasing (Kidwell et al., 2008). This situation requires business owner to devise ways and means in
ensuring that the emotions of the online purchasers are always positive and they engage in positive

thinking so that trust can be cultivated that can lead to online purchasing behavior.

Trust, Purchase Intention and Perceived Value

Customer purchase intention is an area that is widely discussed in the literature. Customer
online purchase intention in the web-shopping environment will determine the strength of a
consumer’s intention to carry out a specified purchasing behavior via the Internet (Salisbury, Pearson
& Miller, 2001). According to Tan and Guo (2005), the internet is viewed by customer as a world of
chaos. As pointed by Sonja (2002), trust plays a crucial role in the development of electronic business
and some relevant factors in the emergence of trust problems in on transactions should be therefore
analyzed. Purchase intention is one of the components of consumer cognitive behavior on how an
individual intends to buy a special brand (Kwek, Tan & Lau, 2010).

In addressing the customer purchase intention, Dodds and Monroe (1985) have proposed a
model illustrating the relationships among price, quality and perceived value. In that model, they
mentioned that perceived value is an important factor in consumers’ purchasing decision process, and

consumer will buy a product with high perceived value. Similarly, Chong, Yang and Wong (2003)



proposed the relationships among trust, perceived value and purchase intention, where customer trust
will significantly lead to perceived value and subsequently perceived value will affect purchase
intention. It is consistent with Thaler (1985) who also considered that perceived value is an important
antecedent of consumers purchase intention because it is the composition of transaction and
acquisition utilities.

Bhattacherjee (2001) proposed and tested the expectation-confirmation theory of consumer
purchasing behavior found that users' continuance intention is determined by their satisfaction with IS
use and perceived usefulness of continued IS use. User satisfaction, in turn, is influenced by their
confirmation of expectation from prior IS use and perceived usefulness. In this paper, confirmation is
regarded as the result of purchase intention since consumers might have the intention to purchase
prior to purchase confirmation. Similarly, consumers might have positive perceived value before they

develop purchase intention. Based on the above discussion, we propose the following hypotheses:

Emotional Intelligence

H1

H3 H5

Trust Purchase Intention Confirmation

H2 H4

Perceived Value

Figure 1: The Conceptual Framework of the Study that Addressing the Relationships among

the Studied Variables



H1: Emotional intelligence has a relationship with trust.

H2: Trust has a relationship with perceived value.

H3: Trust has a relationship with purchase intention.

H4: Perceived value has a relationship with purchase intention.
HS: Purchase intention has a relationship with confirmation.

The conceptual model is depicted in Figure 1

3. Research Methodology

Instrument Construction

The research instrument used in the present study was developed based on items that had
been used and tested in the previous studies. In order to make it appropriate for the context of the
study, the items were slighted amended. The items for trust, perceived value and purchase intention
were applied using a 5-point Likert scale, ranging from 1 as strongly disagree to 5 as strongly agree.
The entire questions were adapted from Gefen, Karahanna and Straub (2003), Benbasat and Wang
(2005), Sirdeshmukh, Singh and Sabol (2002) and Dodds and Monroe (1991). Confirmation on the
use of blogs to purchase goods and repeat purchase were measured by using items adopted from
Bhattacherjee (2001).

Before the actual survey was conducted, a face and content validity of the instrument were
verified. The questionnaire was pretested by academic staff and graduate students in the area of
information system and e-commerce. They were asked to critically evaluate the questionnaire with
regard to the objectives, contents, clarity and ease of completion. In addition, a pilot study was
conducted to determine the reliability of the instrument. A total of 30 respondents took part in the

study. The results of reliability analysis indicate that items measuring each construct in the



questionnaire have high Cronbach’s alpha values of more than 0.75, indicating that the questionnaire

is reliable and can be used for the study.

Data Collection
The population of the study comprised those who had involved in the purchasing activities
through the social networking sites. The sample of the study was chosen using simple random
sampling. A total of 450 sets of questionnaire were distributed and 334 responses were returned,
yielding a response rate of 74.2%. The study used perceptual measures to capture data as these are
acceptable measures in most survey research. Table 1 summarizes the profile of the respondents.

Table 1: Profile of the Respondents

Measure Items Frequency Percent
Gender Male 107 32.0
Female 227 68.0
Age Less than 21 years old 37 111
21-30 years old 188 56.3
31-40 years old 73 21.9
41-50 years old 26 7.8
More than 50 years old 10 3.0
Highest Academic Secondary School 19 5.7
Qualification 'A' Level 26 7.8
Professional Certificate 22 6.6
Diploma 115 344
Bachelor's Degree 116 347
Professional Degree 8 24
Master Degree 28 8.4
Factor Analysis

Prior to the hypothesis testing, an exploratory factor analysis was performed to reduce sets of
variables using the principal axis factoring and Varimax with Kaiser Normalization rotation to
ascertain that trust, perceived value, purchase intention, confirmation and emotional intelligence were

distinct constructs. The KMO values of 0.929 and 0.854 indicated that factor analysis was



appropriate, the MSA values of more than 0.5 suggested that all variables should be included in the
factor analysis, and the Bartlett’s test is significant, implying the variables were correlated. The
results produced a total variance of 61.32% for trust, perceived value, purchase intention and
confirmation. Meanwhile, the total variance of 63.04% was produced for emotional intelligence. All
items measuring trust, perceived value, purchase intention and emotional intelligence measuring

loaded under their respective factors as predicted.

4. Results and Discussion

A reliability test was conducted to measure the consistency of the items in measuring the
intended variables. Cronbach’s alpha was used to measure the internal consistency of trust, emotional
intelligence, perceive value, purchase intention and confirmation. The data were then descriptively
analyzed and the results are shown in Table 2. Based on the results, all items were reliable and
measured what they were supposed to measure. In addition, the mean score for all items denotes that
all respondents have a good level of agreement on each measure. Comparing all items, emotional
intelligence (mean = 4.00), trust on the online system that specifies on system integrity (mean = 3.79),
and perceived value (mean = 3.75) produced the highest mean scores. On the other hand, general trust
from the consumer produced the lowest mean score of 3.41.

Table 2: Descriptive and reliability analyses

Variable . groms Mean LT
in scale alpha
Trust 4 341 .820
Emotional Intelligence i | 4.00 .857
Perceived Value 4 3.75 .832
Purchase Intention 4 3.71 .842
Confirmation 6 3.72 .856




Prior to multivariate data analysis, the data were tested to ensure that they are normally
distributed, the relationship between the independent and dependent variables is linear and the error
variance is homogeneous. Besides, the dependency of the variables and the interrelationships among
the independent variables were also tested during the regression analysis. All assumptions for
multivariate data analysis were met and the data were submitted for the intended analysis based on
the objectives of the study. Subsequently, the data were tested for the association between variables,
and the results are shown in Table 3. The association between perceived value and purchase intention
generates the strongest and significant result (r = .705; p < .01), followed by the relationship between
purchase intention and confirmation (r = .655; p <.01). On the other hand, the link between
emotional intelligence and purchase intention produces the least correlation even though it is still
significant (r = .350; p <.01).

Table 3: Correlation Analysis

No 1 2 3 4

1 | Emotional Intelligence

2 | Trust 384"

3 | Perceived Value 423" 637"

4 | Purchase Intention 326" S 05

5 | Confirmation 350" .619™] .639"] .655™
**. Correlation is significant at the 0.01 level (2-tailed).

Finally, for the hypothesis testing, a series of regression analysis were conducted to examine
the relationships between the variables. The results are depicted in Table 4. The results of the
analyses denote that emotional intelligence predicts the level of trust of the consumers on the social
networking online purchase (B =.387; p <.01). It explains 14.7% of the trust variance. Trust plays a
role in the value perception of purchasing goods and services from the sites (B =.637;p<.01), in

which 40.5% of the perceived value is explained by trust. In addition, both trust (B =635;p<.01)



and perceived value (B =.705; p <.01) influence purchase intention with the explanation of variance
of 40.3%. Finally, confirmation is explained by purchase intention (B =.655; p <.01). All hypotheses
were supported.

Table 4: Summary of Hypotheses

Hypothesis Relationship B Sig. Result

H1 Emotional Intelligent and Trust .387 .000 Supported
H2 Trust and Perceived Value .637 .000 Supported
H3 Trust and Purchase Intention .635 .000 Supported
H4 Perceived Value and Purchase Intention .705 .000 Supported
H5 Purchase Intention and Confirmation .655 .000 Supported

5. Conclusion

This study examines the role that emotional intelligence, trust and perceived values as the
psychological elements in predicting consumers’ behavior towards purchasinggoods and services via
the social networking sites. Although emotional intelligence explains the behaviour, its influence is
weak.

However, there seems to be an acceptance in the trend of utilizing the social networking as
shopping sites. This is reflected in the perception of the value gained, the intention to use and the
actual conduct of the behaviour. The findings are consistent with those found by Hassan et al., (2012),
Kidwell et al., (2008) and Kwek et al., (2010) where consumers’ trust is important to influence their
perceived value and purchase intention. Subsequently, purchase intention will determine the
confirmation of purchase by the consumers.

The findings of the present study serve as a guideline for mobile retailers or social network
online sellers to improve their websites, purchasing process as well as the quality of delivery systems
as these elements form the basis for the consumers to judge where the retailer can be trusted or

otherwise. Besides, the online retailers are suggested to know and work within their customers’



emotional states as trust and perceived value are developed based on the positive emotional states of
the consumers. By empathizing with the emotions of the consumers, the online retailers might be able
to accurately create, manage and satisfy the emerging feelings of consumers by providing the right
products and services. This is because the emotional processing capabilities will give important
effects on how consumers think and act.

Although all the hypothesized relationships of emotional intelligence, trust, perceived value
and purchase intention and confirmation were supported, detail research in the future to examine the
relationships among the constructs through other methods of studies is suggested for a better
understanding of the consumers’ behaviour. This should include gauging the consumers’ willingness
to make purchase based on social inference, and exploring the factors that will influence the
consumers’ emotional intelligence. This effort will expand the scope of the consumer studies by

addressing the psychological dimensions of consumer purchasing behaviour.
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